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Smart appliance retailers all over 
the country are demonstrating ap- 
pliances in their stores, for nothing 
sells an appliance like an expert 
demonstration. The customer iden- 
tifies herself with the demonstrator 
and in the process sells herself. 
Practically every appliance shown 
in this picture lends itself to dem- 
onstration. 
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For Westinghouse Retailers 


It’s started! It’s on its way! « The big MAY and JUNE Appliance 
Drive! A brand-new line of Upright and Tank Cleaners with 
a big deal which allows you to give a year’s supply of Toss- 
Away Paper Bags, FREE. 


a A Gigantic Traffic Appliance PUSH to Roll 
Up Record Sales for Westinghouse Retailers 


© Big Bargain Newspaper Ads in More Than 
150 Key Cities 


@ Big, Color Magazine Ads in Life, Post, 


Collier’s, Look, Ladies’ Home Journal, Good 


Housekeeping, True Story 


Ted Malone over 220 ABC Stations . 


| @ Dow’t Miss the Big Profit Parade! Contact 
Your Westinghouse Distributor Today 


"WESTINGHOUSE ELECTRIC CORPORATION. 
Appliance Division . Mansfield, Ohio 
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e Plus a repeat performance of the popular Westinghouse 
Iron Bonus Sale: FREE Wil-Stan Hot-Iron Holder with every 
Iron purchase. « And a big push on America’s fastest-selling 
Roaster and Gift Appliances. 
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Window Streamers 
Counter Cards 

e Product Folders 
Big Bargain Flyers 


INCLUDE: 
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Display Material 


e Newspaper Mats 


e Radio Spots 
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is at your fingertips in just one switch! You adjust heat the wy — 
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several steaks, and everything's automatically time controlled, 
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or write A. J. Lindemann & Hoverson Co., Milwaukee 7, Wis. 


THE RANGE THAT MAKES GOOD COOKS BETTER 

















OOKING for a business stimul 
; ) ator? Wa 
al 4 oy Lai 4 more traffic into pon mre —¥ kere 
ari-Speed Switch. r’s the =o endl 
ae on poor ey nge merchandising . ; on Lady ret Pee 
the unequalled ady over to 
Vari- -Speed Switch, 
volume on a radio. 


she should own an 


ar ef 
*S, PAT. NY woman ~*~ Smee cctrne fasturers of L&H 


profit, Prestige and 74 years, deal ft 
J. eit in €alers have found mide J thang 4 Heaters, 
‘INDEMANN & Hoy ERSON ¢ — franchise. Write 1, Cot Keroges OF heen 
> » 


MILWAUKEE 7, WISCONSIN 


(MAY 
MAY, 1949-—ELECTRICAL MERCHANDISING 





















THE NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


THE EAST 


“ey Robert W. Armstrong 





ARCH, as 

most east- 
ern dealers pre- 
dicted, was the 
best month of the 
first quarter. In 
some _ instances 
sales in this one 
month alone were 
enough to compen- 
sate for poor show- 
ings in January and February. The 
same merchants who were optimistic 
about March feel that sales will con- 
tinue to improve as the industry 
swings into the season for white 
goods. One Long Island dealer even 
went so far as to say that this March 
was, for him at least, 50 percent better 
than it was last year. This was the 
exception, however. For many dealers 
the first two weeks of the month were 
poor and sales only showed signs of 
life during the last half. 

Consistent reports from New York, 
Philadelphia and Washington are that 
automatic washer sales are still off 
from last year’s figures. The same 
informants claim that conventional 
washer sales are much worse. Re- 
frigerators, on the other hand, are 
generally conceded to have picked up. 
Electric range sales have been fair, 
but are not as good as they were last 
year. As usual, television is good, 
radio is not so good, and freezers and 
dryers are slow*but steady. 

Several retailers and distributors 
have reported that vacuum cleaners 
are doing surprisingly well. One of 
the first appliantes to catch up with 
post-war demand, cleaners were also 
one of the first to feel a slump and the 
new signs of sales-life have come as a 
surprise to many. One large New 
York distributor said, “The cleaner 
business was slow for so long that we 
were actually considering getting out 
of it. Then, suddenly, without any 
promotional activity on our part, 
cleaner sales picked up and have been 
steadier lately than for some time. 
Frankly, I don’t understand it.” 





ARMSTRONG 


Reaction to W Relaxation 


Nearly all dealers queried in the East 
report that the recent easing of Regu- 
lation W _ restrictions (15 percent 
down, 21 months to pay) has had no 
appreciable affect on sales. Any 
pickup, they claim, is the -result of 
either promotional efforts or the re- 
turn to seasonal sales. One New York 
wholesaler went against the majority 
opinion in attributing some sales in- 
creases to the relaxation and he ex- 
pects that it will help more as time 
goes on. However, he thinks that 
appliances must be sold on terms as 
long as five years before any great 
increase in time buying volume can 
be expected. 

There is still very little sign of any 
legitimate expansion of trade-in ac- 
tivity. What there is is confined to 


areas away from the great metropoli- 
tan centers. In New York, described 
by one distributor as a “market of 
phony trade-ins”, plenty of merchants 
are advertising high trade-in allow- 
ances, but these are primarily disguised 
price cuts. 

Definite information about dealer 
failures is still hard to come by. In 
Connecticut there were 106 bankruptcy 
petitions in the first 12 weeks of 1949 
as compared with 54 in the same 
period last year, but only three of the 
new failures were listed as appliance 
concerns. Apparently, competition, the 
buyers’ market and cut-price tactics 
haven’t yet forced very many dealers 
to dissolution, but, according to trade 
talk, many firms are being reorganized 
or consolidated through partnership 
break-ups or purchases by more sub- 
stantial dealers. 


Sales Up in Boston 


In Boston the last half of March 
saw a modest but definite sales im- 
provement. One dealer reported a 25 
percent gain in total appliance sales, 
another reported an 18 percent in- 
crease. Sales have been stimulated in 
this area by the Boston Edison’s tem- 
porary free wiring program which 
started on March 21. One large dealer 
got 30 range wiring applications in one 
day, largely as a result of the promo- 
tion. 

Winston Churchill’s visit to the Bean 
Town, plus the coming baseball season 
are factors which have kept TV sales 
high. A recent survey of the Boston 
area shows 53,645 installed sets, 49,239 
of which are in homes. Providence, 
New England’s second city, has 6,165 
receivers. Rhode Island is looking 
forward to further TV sales as station 
WJAR-TV goes on the air. In this 
area utilities have been pushing refrig- 
erator and range sales in a market 
tainted with price cutting and con- 
sumer resistance, but alert dealers ‘are 
taking advantage of the promotion by 
tying-in to the campaigns with ads of 
their own. 


Range Decline in Buffalo 


January and February range sales 
were off in the Buffalo, N. Y., area 
and final March figures weren’t ex- 
pected to show any improvement, ac- 
cording to a utility executive there. 
The same informant said, “The appli- 
ance industry is over-franchised today 
and a large percentage of dealers will 
probably be out of business by the end 
of this year.” 

Another spokesman from the terri- 
tory said, “The future is anything 
but bright. Current figures are 
way off from last year. Appliances 
seem to be priced out of the market. 
Even phony floor sample sales don’t 
pull.” This gloomy forecast is in di- 
rect contrast to the report of another 
merchant in the same area who said, 
“We have been very fortunate during 
March because of a series of good 
promotions. Our figures generally are 
about 60 percent ahead of last year.” 

“Very fortunate” isn’t the right ex- 
pression. Fortunate means lucky and 
a series of good promotions isn’t luck. 
That’s merchandising. 
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THE MIDWELT 


By Tom F. Blackburn 





HE World 

Radio and 
Television Store, 
Decatur, IIl., 120 
miles from St. 
Louis, is selling ~ 
television sets these 
days. With a 
couple of boosters 
they get reception 
downtown; one is 
enough for a_ neighborhood loca- 
tion. Five or six other stores are 
following suit in Decatur. 

The epidemic of price cutting that 
gave away 20 to 25 percent in Chicago 
reached no such proportions in smaller 
cities like Decatur. About 15 off was 
the limit, except in radio. 

Record business has held up much 
better in Decatur (pop. 65,000) than 
in the Windy City. The town’s lead- 
ing outlet did $90,000 in records in 
1947, $80,000 in 1948, only a $10,000 
drop. Confusion in the record speeds 
will be bad for the industry for at 
least a year, it is thought. 

Inventories must be larger away 
from the distributor. However, deal- 
ing with friends, it is not necessary 
to toe the mark so closely on Regu- 
lation W in small places. 





BLACKBURN 


Brass Bowl Promotions 


The old promotions are being dusted 
off for a post-war try. They stay as 
new as a brass bowl. A group of out- 
side men moved 12,000 lamps in De- 
catur before the war by various propo- 
sitions, despite the fact that all the 
downtown stores carried them. Light 
bulbs remain a staple that can be sold 
house to house, . 

In Columbu§Ohio, the old free bag 
of groceries for information, has 
dredged up some interesting info for 
the Columbus Dispatch. 

Out of 189,577 families only 5.8 per- 
cent admit to being prospects for re- 
frigerators. This is not a shock to 
veteran specialty men. Few people 
ever admit to being prospects for spe- 
cialties. They are sold. 

Surprising is how little a dent pri- 
vate labels have made on the Columbus 
market. The Lazarus department 
store, credited with doing one fifth 
to one third of the appliance business 
in Franklin County, has sold only 1.1 
percent of the population their AMC 
refrigerators. Sears has done little 
better with 2 percent sales of Cold- 
spots; Ward has reached 3.4 percent. 

Electric ranges have jumped in 
popularity in Columbus, despite its 
being a gas town. Although 93 per- 
cent of the homes own gas ranges, 
against 5.6 percent electric, 2.5 per- 
cent of the families wanted to buy a 
Hotpoint and 6.3 percent a G-E elec- 
tric range in the future. 

In the cleaner field 80.9 percent of 
the good families admitted owning a 
vacuum cleaner. These were nar- 
rowed among 16 brands. 


Marc G. Bluth of the Stoker Manu- 
facturers’ Assn., Chicago, who is a 
hound for figures, reports this as the 
dope on forced warm air furnace sales 
for 1948 compared to 1947. Oil fur- 
naces, he said, took a tumble from 
290,114 units in 1947 to 179,623 units 
in 1948. This was due to the oil 
shortage. Solid fuel burning furnaces 
climbed from 31,404 to 77,953 in 1948. 
Gas, which remains a bargain. limited 
only by the sellers, rose from 142,319 
units in 1947 to 143,747 in 1948. 

An executive of Paramount Pictures 
in Chicago, Paul Raibourn, told the 
Investment Bankers Association that 
the average American family is going 
to spend around $100 a year in tele- 
vision sets, compared to $400 a year in 
automobiles and $40 a year to attend 
movies. He thinks the automobile busi- 
ness and movie business may be ad- 
versely affected. 

A third economic trend was re- 
vealed by one of the big flour milling 
executives in Chicago that sales of 
cake mix jumped 350 percent in Jan- 
uary over June of last year, from 
2 million to 9 million pounds. 


Married Women Will Buy 


When families are spending their 
dough for television sets, other items 
are going to suffer. The cake mix 
jump ties up neatly with the fact that 
more married women today are work- 
ing than single girls and have very 
little time to do their home work. This 
group, the wise boys think, is going 
to be the big buyer of automatic appli- 
ances. 

The Chicago Tribune says there are 
2,013 appliance retailers in the Chicago 
area now. Of these 1,049 are appli- 
ance stores, 51 auto accessory firms 
426 furniture stores, 145. hardware 
stores, 3 building materials firms, 39 
plumbing and heating concéfms and 
290 fall into other categories. They 
sell 269 brands. 


THE SOUTH 


By Amasa B. Windham 





OUTHERN 

dealers who 
tried to analyze jf 
the appliance pic- 7 
ture at the close of |” 
1949’s first quarter ~ 
kept a bottle of 
aspirin and a dose 
of sedatives near 
at hand. Business 
was on a par, in 
the Southeast at any rate, with that 
of the first quarter of 1948. Both 
volume sales and unit sales were 
higher in Birmingham, Charlotte, At- 
lanta, Memphis and New Orleans than 
a year ago, according to dealers’ esti- 
mates, and were a bit lower in the 
secondary cities. Television undoubt- 
edly accounted for some of this, they 
pointed out, along with the furious 
home building pace in the deep South. 

(Continued on next page) 
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OSCILLATING FANS 


STYLED to sell! BUILT to sell! PRICED to sell! 


Here's your leader to bring in '49 fan profits. An 
exquisitely designed, glistening beauty that will at- 
tract attention. Above average air circulation . . . with- 
without blasts . . . without noise . . . will 
convince them. And the low price will clinch the sale. 
Sturdily built. Powered by heavy-duty FASCO motor 
matched to the fan blades. Will be a quick sellout... 
so order yours NOW. 





New improved guards add extra beauty and 
safety. New strikingly beautiful finish of warm 
Persian Grey. Still far ahead ... in styling . . . in 


quality .. 


Medel N-121 
12” Standard 
1 Speed 





Medel N-101 
10” Deluxe Heavy Duty 
1 Speed 


. in performance . . . in price. 





Medel N-163 
V6” Deluxe Heavy Duty 
3 Speeds 


WRITE! 


Get complete informa- 
tion now so you can 
order from your jobber 
promptly. 


Formerly F. A. Smith Manufacturing Co., Inc. 
ROCHESTER 2, N.Y. 
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But even as this correspondent 
talked over the phone with a dealer in 
Atlanta, the radio blared the news 
that Westinghouse had sliced prices 
on radios drastically. General Electric 
had already announced cuts on ranges, 
refrigerators and home freezers from 
four to ten percent. Frigidaire had 
followed suit with cuts on ranges and 
refrigerators and other manufacturers 
no doubt were ready with similar 
announcements. Even the boys in 
Washington couldn’t say whether this 
meant recession, victory in the war 
against inflation or just a plain return 
to normal. 


Dealers Feel Optimistic 


The reaction was optimistic. 

“With credit regulations eased and 
with prices coming down, I think we’ll 
find an increase in business immedi- 
ately,” the Atlanta dealer told this 
interviewer. “Appliances aren’t lux- 
uries any more and they'll be bought 
steadily just like other staples of life.” 

“Whatever these price cuts in appli- 
ances mean, it certainly isn’t a reces- 
sion,” a Birmingham wholesaler de- 
clared. “The only curtailment in buy- 
ing here was during the two-week 
coal miner holiday. (Birmingham is 
the South’s big coal and steel center.) 
It picked up again as soon as the 
miners went back to work. The price 
cuts are fine, of course, and will mean 
more business. The only thing we've 
got to worry about are wage cuts.” 

“There are no signs of price-cutting 
in Charlotte,” a close observer of the 
Carolina appliance scene reported. “As 
long as the building program holds 
out, dealers here are in fine shape. 
The South is in a good position no 
matter what happens. We were the 
first to feel it when the big depression 
hit in ’33 but I guess we'll be the last 
if another one comes along.” 

Thus was the tenor of optimism in 
key cities of the Southeast. This atti- 
tude found support among the big 
utilities also. There was no decrease 
in demand for power anywhere—in 
fact, utilities in Arkansas, Texas and 
Florida had redoubled efforts in their 
determination to successfully meet the 
demand. All of them had enormous 
programs for installations of new gen- 
erating capacity underway, and while 
the power problem was a real one, 
electric companies all declared they 
could cope with it. 


Day Of Selling Back 


Despite the rose-tinted picture 
painted by dealers, wholesalers and 
utilities, there were some indications 
that the day of selling was back again. 
For example, in seven major cities of 
the South, the report was that the sale 
of many small appliances had dropped 
considerably. In Atlanta and Birming- 
ham, electric clocks were selling at a 
30 percent slower pace than last year; 
in Houston and Dallas, electric irons 
had dropped a good 25 percent in the 
same period of time; in Louisville, 
New Orleans and Memphis, electric 
blankets had dropped more than 30 
percent, and other minor items showed 
similar or less rapid declines. 

There was a noticeable spurt in the 
trade-in field. Westinghouse distribu- 
tors reported that corporation had 
taken steps to assist its dealers 
throughout the country to set up com- 
plete reconditioning facilities for re- 
frigerators and other appliances. If 
this is true, it would indicate the 
manufacturer feels the refrigerator 
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saturation point, without trade-ins, is 
being reached in all parts of the coun- 
try. However, few progressive dealers 
down south have neglected the trade- 
in field and many of them have always 
operated reconditioning shops. Those 
who haven’t were rapidly getting on 
the bandwagon. 


Water Heaters Selling 


During the month, water heaters 
again made the best comparative show- 
ing in the appliance sales field. Ven- 
tilation began to perk up as the 
weather grew warmer, and indications 
are that air-conditioning will enjoy its 
biggest year. Home freezer sales 
were off as were dishwashers, kitchen 
cabinets and ironers. Both automatic 
and conventional washers were still 
among the best sellers. 

The sale of television sets was still 
good in Atlanta, New Orleans and 
Richmond, but Louisville was having 
its troubles. Distributors there were 
unable to get together on a standard 
policy of sales and service and dealers 
suffered from inability to overcome an 
unusual antipathy to video on the part 
of Louisvillians. Few bars or lounges 
in that city displayed television signs 
and interest appeared to be at low ebb. 
Birmingham, which should present one 
of the best potential markets for sets 
in the country, was still without a 
television station. Memphis was com- 
plaining about programs and lagged 
in the sale of sets. In Texas, Fort 
Worth alone flexed its television 
muscles. 

All the bank letters declare April 
ought to be the significant month in 
providing clues to the direction busi- 
ness will take in 1949. This “next- 
month-will-tell” business is beginning 
to sound like a broken record but may- 
be they’re right 


THE FAR WEST 


By Clotilde G. Taylor 





N most sections 

of the Pacific 
Coast, sales are 
starting upward 
again after a slow 
January and Feb- 
ruary and a rather 
better March. San 
Diego records indi- 
cate that radio 
sales for the early 
period wereslightly 
less than two thirds of last year, refrig- 
erators and ranges off about 10 percent. 
On the other hand, it must be remem- 
bered that the first months of 1948 
still operated under the forced pressure 
of short supply in many lines and were 
hence abnormally high for what is 
usually the lowest period of the year. 
The normal curve starts upward in 
March and April sales are expected 
to be above average. 


Weak Dealers Fail 


Failures of weaker dealers are be- 
ginning to be felt in some areas. 
Wherever dealers are organized, well- 
thought-out plans are ready to meet 
the situation. In eastern Washington, 
the I.E.E.D.A. has set up a series of 
Distress Boards, made up of financially 
sound and experienced electrical mer- 

(Continued on page 10) 
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“show me” mood. Just turn a tap to rinse clothes portables. oo 
r sapere in qpinning Seiten. We're backing all this with continued . 
7 NEW BUILT-IN WATER FILTER. Removes national advertising and a stream of new 
4 rust and similar impurities in water supply-pipes _ hard hitting promotions. We're ready to 
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HOME LAUNDERING WEEK WINDOW DISPLAY CONTEST! 
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The way to make money hasn’t changed! 


HERE'S no sure way to make quick money. 
Print it yourself, and you go to jail. Try 
selling merchandise the public doesn’t want, and you 
can’t move it no matter how “‘special” the deal is. 


You still need good merchandise with real value 
features that you can dramatize with good old- 
fashioned specialty selling. 


And look what you've got to talk about and dem- 
onstrate in the great new Model 30SS Easy Spindrier: 


NEW 3-MINUTE AUTOMATIC SPIN-RINSE! 
A real eye-and-purse-opener for customers in a 


need for filtered water can be demonstrated with 
ordinary face cloth twisted around hot water faucet! 


EASY’S EXCLUSIVE NEW SWING FAUCETS! 
They save suds, rinse, fill and empty washer. To- 
gether with Easy’s exclusive two-tub action, they 
cut washday to wash hour! 

Sure, you'll need promotional merchan- 
dise too. And Easy has it! A promotional 
Spindrier at a quality wringer price—the 
new Easy Spiralator Wringer (it’s a honey 
for the money!) —the Easy Automatic 
Ironer—and the Easy Whirldry, tops in 





Celebrate National Home Laundering Week — June 6 to 13 with 
special promotional effort. Cash in on sales excitement. Plan 
now to enter the nationwide industry sponsored Window Display 
Contest which pays off $10,000 in U. S. Savings Bonds prizes. 


SPECIAL CONTEST FOR EASY DEALERS! Ger into this Easy 
Window Display Contest that carries THOUSANDS OF 








brand new sales training film. Ask your Easy man 
about a showing. There will be plenty of profits 
made this year by specialty selling of big-ticket Easy 
Spindriers. What are you doing about it? Easy 
Washing Machine Corporation, Syracuse 1, N. Y. 
































Every day 


more women Say — 


“Tr’s EASY for me!” 








EXTRA DOLLARS in prize money. Details out soon! WITH AUTOMATIC 


SPIN-RINSE 
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/Jore profits for 
happier retailing! 


Brilliant new engineering... hard-selling new 
national ads . . . progressive sales policies 
.-all make this a big year for Crosley! You’re 
sure of happier selling with the new Crosley 
line—pre-sold by high-powered radio, 
newspaper, TV, and magazine advertising 


10-307M 





hitting your territory. Behind Crosley’s in- 
spired sales drive lie exciting technical de- 
velopments . . . handsome styling . . . pre- 
cision engineering. Let this distinguished 
new Crosley line help you to bigger profits 
and happier retailing than ever before! 


HAPPY DAYS are here for you and your customers — with the delightful 
new combination console shown at the left. It’s really four sets in one! 


Brilliant 1244” TV with 85 square inches of distortion-free image —full-range 
AM radio and complete FM radio— three-speed automatic record changer. 


More 


HAPPY CUSTOMERS mean 
business success. 

And how better to keep 

“em happy than with the 
powerful new PLAYBOY 
portable (below). Includes 
many fine features, plus an 
additional IF amplifier for 
greater sensitivity and selectivity. 
As an extra choice, you can 
offer the brilliant new 
PLAYTIME portable too (at a 
slightly lower price). Folks are 
delighted with its light weight, 
simple battery changeover, and 
three-way operation (AC, DC, 


or battery). 10-145M 


HAPPY RETAILERS know the value of a full line. Here’s another member 

of Crosley’s well-balanced family—the MERRYMAKER (above). It’s the sensational 
45-rpm record player—radio combination. Actually changes records twice as fast 
as regular record players, and gives up to 50 minutes of continuous entertainment. 
And the radio’s a dream! You have to hear it to believe it. 
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HAPPY SALES are a natural with 
this outstanding 10” table model 
(below) with the mirror-clear screen. 
Just a few of the many sales points: 
Automatic picture synchronization, 
complete FM radio. Simplified 
tuning, and smart styling. 





VCO 


Crosley Products Fill Every Radio, Phonograph 

and Television Need. Write or phone your nearest 

Crosley distributor for details about the complete new line. 

Or just drop us a card today—we’ll be glad to tell you about 
BETTER PRODUCTS FOR HAPPIER LIVING. 

Crosley Division, Avco Manufacturing Corporation, * . Ba 
1329 es Street, Cincinnati 25, Ohio. ® Better Products for Happier Living 
SHELVADOR* REFRIGERATORS . . . KITCHEN FREEZERS 


RANGES ... RADIOS ... RADIO PHONOGRAPHS .. . TELEVISION 
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FEDDERS-QUIGAN CORPORATION, Dept. EMI, BUFFALO 7, N. Y. 


NEW @/77 ex 


IT COSTS YOU NOTHING 
TO INVESTIGATE THE 








WATER COOLERS 


@ Backed by 17 years of 
producing water coolers for 
one of the oldest private 
trademarks in the industry, 
Fedders now puts its name- 
plate on its own line of water 
coolers. 

Whether you want bottle 
or bubbler coolers, Fedders 
offers you highest quality 
in fast-moving, popular 
models to fit the majority of 
needs with minimum invest- 
ment. Write for the FACTS 
++» FREE. 



















MAIL 
THIS 
COUPON 
TODAY! 





PRESTELINE (Home Appliances) 
666 N. Lake Shore Drive 
Chicago 11, Illinois 


Please tell me about Presteline’s Products, Prices and Program. 





Address 





City 


State 
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chants in each area, to which any 
dealer may bring his problems for con- 
fidential discussion. The group will 
suggest ways for him to get back on 
his feet and will work with distributors 
to save the business if possible. If not, 
it will help to arrange for orderly 
dissolution and absorption of the 
stock. San Diego is another com- 
munity which has its situation well 
in hand, with arrangements for such 
stock to be taken. up by distributors 
or other dealers holding the same fran- 
chise. There is some apprehension, 
however, that should distress mer- 
chandise from Los Angeles begin to 
be shipped to other communities, the 
problem might become difficult to 
handle. 


Confusion From Failures 


In spite of an essentially sound 
dealer setup, Los Angeles at the mo- 
ment suffers under the simultaneous 
failure of two local appliance chains, 
whose merchandise has fallen into the 
hands of speculators and is being auc- 
tioned off at prices which average 
about 10 percent below list. The re- 
sulting confusion as to values in the 
mind of the public has made selling 
difficult for all outlets. 

Records of the Department of Water 
& Power as reported in a recent talk 
show that the first 25 percent of range 
volume in Los Angeles is sold by five 
firms. The next 25 percent takes 23 
firms to handle; the third 25 percent, 
57 firms. It takes 243 outlets to sell the 
last 25 percent. And about 100 fran- 
chised outlets did not sell one single 
range during the last half of 1948. 


Promotions Rife 


The Los Angeles department is cur- 
rently featuring a water heater cam- 
paign which will run through April. 
Advertising is aimed to meet the “in- 
nuendo type of promotion” being used 
by competitors. The Southern Cali- 
fornia Edison Co. has plans for another 
range and water heater campaign 
throughout its system. Their last 
year’s event broke all records, in spite 
of a shortage at that time of deluxe 
ranges. This time the jobbers are to 
handle the promotion. A big ironer 
event is scheduled for early May in 
San Diego. In rural sections of this 
area, a series of range and home 
freezer demonstrations will promote 
these appliances. It was vacuum 
cleaners for March and irons for 
April as “Appliance of the Month” 
in El Paso. 


TV Ownership Grows 


Television ownership in the Los 
Angeles area had reached 101,952 as 
of March 1, according to the local 
dealer association, or one set to every 
13 families. Advertising agencies pre- 
dict 85,000 sets to be sold during 1949. 
Some dealers in the San Francisco 
area are worried because the bad prac- 
tices of radio selling are beginning to 
show up in the television field. Low 
discounts, price cutting without fear of 
retribution, and too many small semi- 
appliance outlets are the major com- 
plaints. Harry Jackson of the Jackson 
Furniture Co. in a recent talk urged 
dealers to: (1) Keep inventories to a 
minimum, (2) beware of distributor 
unloading, (3) protect themselves 
against sudden price changes, (4) con- 
centrate on “name brands”, (5) be- 
ware of tie-in sales, (6) avoid manu- 
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facturers’ promises which the dealer 
must fulfill, (7) fight for standard- 
ization of service and guaranty policies, 
(8) object to too wide a distribution of 
their lines in the hands of non-legiti- 
mate outlets, (9) make a concerted 
effort to increase dealer discounts. In 
spite of these disturbing factors, he 
foresees a big future for television, 
which he feels will do much to offset 
any decline in electrical sales in 1949. 

Sales as a whole are on the upgrade 
in the bay district, with conventional 
washers again taking a major place in 
the picture. 


Wary of Dumping 


Western dealers are watching care- 
fully the accumulation of stocks in 
manufacturers’ hands, fearing a possi- 
ble later dumping on the Pacific Coast, 
if business in other areas continues 
slow. They do not want this area 
again to become a “happy dumping 
ground” for surplus stocks. On the 
other hand, many factories are reported 
to have been running below their peak 
capacity through the winter and there 
is evidence that the “dumping”, if any, 
occurred last fall, when western de- 
mand held up considerably after east- 
ern pipelines were filled. 


Mystery Discounts 


Salt Lake has been undergoing a 
period of indirect price cutting, which 
for a time seemed to take over the 
radio and washing machine field. This 
took the form of so-called “mystery 
contests”, with merchandise certifi- 
cates offered as prizes. The problems 
posed were so easy of solution that 
the offer in effect amounted to a gen- 
eral price discount. Public response 
was sufficient so that the firms oper- 
ating these schemes seem to feel that 
they were benefited thereby, but most 
of the dealers have been opposed to the 
practice and have threatened to take 
steps to cut it off. 

The Northwest generally has re- 
mained quiet. Not only did the power 
shortage, now happily past, discourage 
promotions, but the threat of public 
ownership is again hanging over sev- 
eral of the power *companies, leaving 
them uncertain of their future. The 
Inland Empire Electrical Dealers’ 
Assn. has recently taken action against 
discounts, in the form of a resolution 
against the granting of such favors 
by wholesalers or jobbers to any indi- 
viduals or groups other than fran- 
chised retail dealers. They report 
that “discount clubs” are active in 
Washington, Seattle having at least 
twelve. 

Denver merchants report rather high 
inventories for this season of the year, 
but are undisturbed by the fact, be- 
lieving that supplies may again be- 
come short when summer demand is 
at its height. 


Ettect of “W” Change Still Hazy 


Changes in credit regulations have 
been generally welcomed in the West, 
but seem to have had little effect so far. 
The majority of electrical dealers pre- 
fer to keep down-payments high and 
terms short; for them government reg- 
ulation provides protection against the 
competition of credit firms. In areas 
where relatively low incomes, unem- 
ployment or other factors encourage 
installment buying, the easing of credit 
terms may in the long run be important 
in keeping up sales. Slack months 
have so far served to mask this effect. 
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we take our Pe ott to 
GE, WESTINGHOUSE, KELVINATOR, FRIGIDAIRE, et a.. \* 


builders of the finest in 
conventional size refrigerators 













we take our hat off to 


NO ONE when it comes to 


SPACE-SAVING 
MEFRIGERATORS 


Pa 


new full 4 cubic ft. 
se 


LOWBOY 


Pe cist 


.. for the average American family 
faced with the problem of space limitations! 


ae me ‘ The leaders are first again with ‘i 
jess 3 this time it’s the sensational space-saving full 5.6 cu. ft. 


refrigerator to meet the demands of today’s market. 








Check the precision.construction, the scientifically engineered 
space utilization. Check every feature and you'll see why 
\p Acme-National takes a back seat to no one in 


the field of space-saving refrigeration. 


Available in 4 distinct sizes. Write, wire or ‘phone 
ee for complete information about your territory, today! 


ACME-NATIONAL REFRIGERATION CO., Inc. 


634 DEAN STREET ¢ ST 3-3040 ¢ BROOKLYN 17, N. Y. 


7] ” f 1) . real ) 
‘alati “iii-t, ry A ala ru F -PNtaleal-t: } ) 
LEADERS} a foliowers,in the field of space-saving hetrigeration 
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IT PAYS TO SELL HORTON! 
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Completely auto- 
matic ... dials the 
dryness, not the time 


On a a 
| 





Now you can sell 


ts — Jlutomatic Sunshine 
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HORTON WASHER 
Ne 491 


| 
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Lv 
“ 
HORTON WASHER 
No. 492 


HORTON WASHER 
No 493 
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...any time, any weather 


Completely automatic—simple 
to operate—attractively profit- 
able for owner and dealer alike 

fell -tamlig-teleh ae dileh mia lelarela 
lroners and Washers. Now they 
will welcome this new dryer that 
completes the home laundry— 
removes the last trace of drudg- 
ery from washday. 

Applicants for distributorships 
(there are a few territories open) 
and dealerships for the complete 
Horton Laundry Equipment line 
of lroners, Washers (with the ex- 
clusive Kleenette), and the new 
automatic Dryer, are invited to 
write directly to 


HORTON MFG. CO., 
FORT WAYNE 1, INDIANA 


te 


—& \ ’ 
©, N E49 or G49 
ae Te 


& 
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PORTABLE IRONER 


AUTOMATIC 
PORTABLE 
IRONER 


CONSOLE IRONER 
No. 147 


AUTOMATIC 
DRYER 





ATTENTION CANADIAN DEALERS: The trade name HORTON ELECTROHOME distinguishes Horton designed and en- 
cineered products manufactured and sold by Horton's affiliate, Dominion Electrohome Industries, Ltd., of Kitchener, Ont. 





WASHINGTON CURRENTS 


By Washington News Bureau, McGraw-Hill Publishing Co. 








BUSINESS LEGISLATION THIS YEAR 


Truman has been having his problems getting Congress to go 
along with his legislative program. A coalition of Southern Dem- 
ocrats and Republicans showed how they could combine, revolt, 
and take control of the Senate from the so-called majority lead- 
ers on some issues. 

However, here’s our guess as to prospects of getting approval 
of business legislation that Congress has to face up to: 

Housing: 800,000 units of subsidized low-cost rental housing 
over a six-year period is sure to go through. 

Taxes: an increase in corporate taxes still looks likely, but 
there’s a good chance that it won’t affect the tax rate on net 
earnings of, say, $25,000 or less. In fact, the small businessman 
may be given a better break. 

Social security : payroll tax on employer and employee will be 
inereased to 114 percent . . . coverage will be extended to self- 
employed and professional “people. Retirement pensions will be 
increased. But there’ll be no authorization for direct federal relief. 

Minimum wage: an increase to 65 cents per hour is certain, 75 
cents probably. If you’re not now covered by the law, chances are 
that you won’t be brought in. 

Price and wage controls: not a chance. 

Materials allocation: present voluntary allocation program will 
be continued, perhaps with new mandatory allocation authority 
given the government. 

Delivered pricing: one or two year moratorium law will legal- 
ize individual use of delivered pricing and freight absorption to 
meet competition in the absence of any combination or con- 
spiracy. (See EM, April ’49 p. 14.) 

Farm price supports: there’s a better than even chance that 
farmers who vote for acreage and marketing controls will be 
guaranteed 90 percent of parity. 

Regulation W: it will die June 30. 

Veterans’ pension: Rankin’s bill will be bottled up. 


BLACK MARKET PRICES AND TAXES 


When you’re figuring your income tax on your business, is it 
allowable under the taw to deduct as a cost of doing business the 
over-ceiling prices paid to get goods? 

The U. S. Tax Court says you can, in ruling on the case of a 
Texas butcher. 

Internal revenue men fought the case on the basis that over- 
ceiling prices were actually a bribe to a supplier to get him to sell 
goods illegally. 


NEW RULE ON PRICE DISCRIMINATION 


Wholesalers in all lines of business should keep an eye on the 
ease of Standard Oil Co. of Indiana vs. Federal Trade Commis- * 
sion. 

The final court decision in this ease is likely to change radically 
a manufacturer-supplier’s ideas on how far he can go—legally— 
in eutting prices. Up to now, the manufacturer had the idea that 
he can’t be called for price discrimination if he can show he had 
to cut a price to meet a competitive price. But the Standard Oil 
case may prove otherwise. 

More specifically, the case may provide a new legal rule on 
prices a manufacturer can give to a wholesaler—especially if the 
manufacturer also sells direct to retailers or consumers. 

The Seventh Cireuit Court of Appeals in Chicago handed down 
a decision against Standard Oil, supporting Federal Trade. 

The court’s decision told Standard Oil—and, in effect, other 
manufacturers— 


You can’t justify a price discrimination just by proving that 
you gave the lower price to a wholesaler to meet the lower price 
of a competitor—not if the lower price enables the wholesaler to 
sell to his retailer-customers at a lower price than you give your 
own retailer-customers when you sell to them direct. 

This decision will probably be appealed to the Supreme Court. 
If it is—and if the Supreme Court upholds the lower court 
decision—it will crystallize price policies in similar situations in 
many industries. 

The decision, if upheld, could have these two results: 


(1) foree a manufacturer to stop selling to any wholesaler who 
also sells at retail, or make him charge his retailer price to any 
wholesaler who also sells at retail; and 

(Continued on page 14) 
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One and only One 
Vacuum Cleaner 


EWYT gives you... 


e e e the profit potential that franchised over 7,000 appliance dealers 
in just 18 months! 








e e e the revolutionary sales techniques that make Lewyt Cleaners 
sell faster today, than ever before! 


» sensational new features...new merchandising ideas—that will 
completely revamp your ideas on how vacuum cleaners can be sold! 


» © e the industry’s most aggressive national advertising campaign! 


® © an amazing cleaner that sells right off your floor, in volume— 
just like washers and refrigerators! 


® e e record-breaking promotions that literally drive customers 
into your store! 


e e e anew kind of vacuum cleaner that outcleans an upright on rugs— 
and outperforms the tank-type cleaner on above-the-floor jobs! 








e © © a genuine post-war product that’s completely new, entirely 
different—the world’s most modern vacuum cleaner—the cleaner 
that’s growing fastest in public demand! 


_ STEP OUT OF THE “VACUUM CLEANER SALES RUT!” 
“YOU CAN DO IT WITH 





VACUUM CLEANER 


LEWYT CORPORATION, Vacuum Cleaner Division, 76 Broadway, Brooklyn 11, New York 
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SATISFACTION 
PROFITS 


A COMPLETE LINE OF READY-TO-ATTACH ELECTRICAL REPLACEMENT CORDS 
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(2) force a manufacturer to be ex- 
tra wary of any deal with a retail 
chain that calls for a price that can’t 
be justified on the basis of the cost 
savings involved in a big sale. Such a 
justification has been almost impossible 
to prove in actual practice. 


VETS JOB RIGHTS 


If lay-offs are raising a problem 
with your returned war veterans, the 
Bureau of Veterans’ Reemployment 
Rights has some answers for you. 

Question most frequently asked: 
Does the veterans’ protection in his 
job extend beyond the one year men- 
tioned in the Selective Service Act? 

BVRR says it does. But that does 
not mean that the veteran must be the 
last one laid off. The Supreme Court 
held several years ago that the veteran 
does not have “super-seniority.” When 
he comes back to a job he left to go to 
war, he just takes his place on the 
seniority list where he would have been 
if he had never left. In other words, 
he does not lose any protection by his 
war-time absence. On the other hand, he 
is not to gain any advantage, either. 

Suppose you bought a business from 
someone. Do you have to take back a 
veteran who went to war before you 
took over? BVRR says yes. You have 
the same obligations as your predeces- 
sor. 

Summer is coming. Many reservists 
will want two weeks off for training 
duty. They have no legal protection or 
rights for this type of duty, though 
most employers cooperate by giving 
them time off. Many make up the dif- 
ference in their earnings for the two 
weeks. 

There is no job protection, either, for 
active duty in the National Guard be- 
cause the guard is now back under 
state control. 


NO EXCISE TAX CUT 


The House Ways and Means Com- 
mittee, which has the first word on tax 
legislation, has let it be known that 
“no action is in sight for several 
months” on a group of bills which 
would eliminate or reduce wartime ex- 
cise taxes, 

What this means is this: even if the 
committee should take up the problem, 
it’s virtually certain that there won’t be 
anything accomplished that would 
actually cut back or eliminate excise 
taxes. 

Businessmen faced with slowing sales 
have been plugging for elimination of 
the taxes as a way of giving the cus- 
tomers a price reduction and their own 
sales a shot in the arm. 

But the barrier to removal of the 
excises is this: most of the bills would 
cost the government some revenue, at a 
time when Congress is in no mood for 
an unbalanced budget that would build 
the national debt. 

Rep. Joe Martin’s bill—which isn’t 
the mildest or the toughest—would cut 
back revenues by an estimated $800 
million. 

That’s just too big a chunk to lop 
off the national income, the House 
group has decided. 
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mam it pays To BE "CHOUS 
ABOUT YOUR WATER HEATER LINE TODAY! 


: : = : 

: LT. Under competitive selling conditions, nobody has ever 
, A ae, A found a substitute for a good product, priced right, to 
TLANDY 

oMERTLAY- 

























bring in the sales. When you choose the Mertland line 
of automatic electric water heaters, you give your sales 
department an edge right from the start. Look at some 
of your Mertland sales advantages: 





RTLAND GIVES YOU A COMPLETE LINE... 
Ee It is easier to sell the right size, shape, and type water heater, 
than to have to try to sell one not quite right. Mertland con- 
tains many models not found in ordinary lines. There is a size, 
shape, and capacity Mertland just right for every use. Ca- 
pacities from 10 to 100 gallons. 






RTLAND MEANS QUALITY YOU CAN PROVE... 
; Let them compare. You welcome comparisons when you sell 
Mertland, built with every modern feature for economy, dur- 
ability and style. Gives you extra sales points too, like Mert- 
land Magnesium Anodic Rod (as advertised by Dow Chemical 
Co.) for protection against corrosion . . . Mertland superior 
long lasting finishes, modern infra-red processed, equivalent 
to eight coats of baked on enamel. 







Real beauties in this fast selling kitchen double duty model. 
Table top work surface in panelyte, resists burns, scars and 
scuffs. Can be custom finished with special tops. 





































UL APPROVED 








4 ON ALL MERTLAND DELUXE MODELS 


evs, HEDGES 11: 


MAGNESIUM 
ANODIC M. M. HEDGES MANUFACTURING COMPANY, INC. 


ROD MEMBER OF NATIONAL ELECTRICAL MANUFACTURERS ASSOCIATION HEATER SPECIALIS TS 


CH ATV Aww GA, TENMMES SE FE 












5 tage megs 











gage 


ile 





ELECTRICAL MERCHANDISING—MAY, 1949 PAGE 15 








endix Radio-Television 









Beats cutthroat competition 


How much could you make if you could compete success- 
fully for the 85% of business going to chain stores, discount 
houses and the like? You can with Bendix Radio and Tele- 
vision. Prices are competitive and quality so much finer 
that customers convince themselves of your superior values. 


Stops seasonal price cuts 
How much could you make by avoiding 
slow-season dumping and price-cuts? 
You can with Bendix Radio and Tele- 
vision. At their low “no middleman” 
prices, they remain bargains regardless of 
competitive price cuts—provide the 
“special offer” to build off-season business. 


riding” on your 

advertising dollar 
How much more would your own advertising “pay off” if 
every buyer it moved to action came to your store. That 
has to happen when you feature Bendix Radio and Tele- 
vision. No dealer down the street can steal your prospects 


or undercut your advertised prices because your franchise 
is exclusive to your community. 


Makes you sole beneficiary of 
factory advertising 

How much more could you make if every national radio 
and television advertisement appearing in your community 
directed customers only to your store? That’s exactly what 
happens with Bendix Radio and Television. 
Exceptionally liberal discounts 

Bendix Radio and Television discounts are better than 


many and equal to any—and, you don’t have to give them 
away in price-cuts and “here's hoping” advertising. 











i, on 
Add up the extra money these special franchise features can 
make and you'll understand why America’s top retailers 
agree—“‘it pays to push Bendix Radio and Television.” Get 
the facts on the direct-to-dealer plan with the industry’s 
biggest backing. 


BENDIX RADIO DIVISION of 


BALTIMORE 4, MARYLAND Aviation Compomation 
————N 


(BENDIX RADIO) 
Ss 


REG. U.S. PAT. OFF. 









The only television that lets you say, “simple 
as radio—just plug it in and push a button.” 
A natural for home demonstration. 


White fry OeN dix Radio _/Direct-To- 


patalls and lelevision Dealer pLAN! 
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AMERICA’S 


BLUE RIBBON DISTRIBUTORS 


ACCLAIM AMERICAN KITCHENS’ NEW 





BIERISE SES uueSt 
1519 “L" Ww. 


Ff 
Liberty Stre 
152 WE, Lith St 





340 
VANNAH—Ray 
See) West Brood Street 
eee « 
2317 S. LaSalle Street 
PEORIA—Klaus Radio & Electric Company 
707 Main Street 
INDIANA 
= —Morrow’s Distributing 
es Distributing Corp. 
SOUTH BEND--Cloud Brothers 
110 E. Western Avenue 
IOWA 
DES MOINES—The Roycraft-iowa Company 
1326 Walnut Street 
KANSAS 
255 N. Water Street 
KENTUCKY 


531 W. Main Street 
LOUISIANA 


MASSACHUSETTS 
CAMBRIDGE—The Eastern Company 
Memorial Drive 


SPRINGFIELD—Western Mass. Distributors, inc. 


One Beimont Avenue 


MICHIGAN 
100 Seiden Avenue 
GRAND RAPIDS—Radio Distributing Company 
7-9 tonia, N. W. 
MINNESOTA 
MINNEAPOLIS— 
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Here’s Proof You Can Multiply 
Sales of Complete Kitchens—Now! 


Here’s the greatest deal any appliance dealer was ever 
offered! A new, sales-proved plan that’s helping dealers 
everywhere to set new profit records! 

We can’t divulge full details on this page. But, briefly, 
when you agree to follow this great Blue Streak plan, you 
get—absolutely FREE—the greatest sales-making package 
you’ve ever seen! Write your nearest distributor (see list) 
for confidential details. 


ountrg 
nileman 


“~ 


better loay 


SA ANESHERS 


OWL 





New American Kitchens “Localized” 
National Advertising Booming Sales! 


—And never before have you gotten such powerful adver- 
tising support! Big full-color pages in targeted national 
magazines PLUS consistent, large-size local newspaper 
ads. It’s a combination that can’t be beat for bringing 
you more and bigger sales. But you must be a qualified 
Blue Streak Dealer to get maximum benefits, so sign up 


1949 


















BROTHER 

‘THIS IS 
REALLYA 
SWEET DEAL! 




















NEW ECONOMY SINKS 
AT RECORD LOW PRICES! 


Now—to give you even stronger sales ““ammuni- 
tion’’>—American Kitchens brings you two smart 
new ECONOMY sinks! They MEET other low- 
cost sinks in price, but BEAT them all hollow 
in features and styling. Now available for im- 
mediate shipment in two models. Order today. 


MODEL ES 4200 


42” wide, drainboard on either 
right or left. 1 drawer. e ® 
















MODEL ES 5400 


54” over-all. Single bowl, 2 drain- 
boards, 2 drawers. 





SEND COUPON TODAY 


For Confidential Details 





(Mail to your nearest distributor—see list for address) 
I am interested in the new American Kitchens BLUE 
STREAK DEALER PROGRAM. Please give me full 
facts on how I can qualify for its benefits. 














STYLED IN STEEL 


1 

i 

1 

i 

Name 1 
Company. I 
Address 
City County, State ‘ 
4 

74 qt 

5 

4 

KITCHENS 
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Now you can stock the only washer line with 
all three—double-capacity Automatic, a de 
luxe wringer washer with Automatic Timer 
and Standard. When you carry Norge you 
have a washer for every home—with quality 
in every price class. You'll smash all sales 
records with the tremendous pulling power 
of this gigantic line. 





Norge is the only automatic washer 
with sufficient capacity to meet the 
needs of the average family. You can 





actually do a family’s weekly laundry in 
two loads. Yet, big as it is in washing 


capacity, the Norge occupies no more 





floor space than a regular capacity 


automatic washer. 


EXCLUSIVE! 

Washes twice as much in one load .. . over 
18-pound capacity! 

EXCLUSIVE! 

Greater flexibility . . . 3 water levels—high, 
medium, low! 

EXCLUSIVE! 


5-way washing action . . . gets clothes clean, 
really clean! 


EXCLUSIVE! 


Economical operation . . . uses less water, 
uses less soap! 

















A + 


% 


( : 

z 

. REFRIGERATORS + ELECTRIC RANGES + WATER 
BORG-WARNER QUALITY PRODUCTS 232°": 
HEATERS + HOME HEATERS + GAS RANGES 

oe HOME FREEZERS € 


s 
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MODEL CW-920-P—A big top- MODEL CW-918-P—Full of economy 
quality washer, a_big-dollar features . . . and priced to please! 
value. 9-pound wash capacity; 8-pound wash capacity; 18 gallons 
20 gallons to the water line. to the water line. Available without 


Available without pump as pump as model CW-918. 
Model CW-920. 














MODEL CW-919-G— Also available, 
sturdy, dependable model that 
features a gasoline engine. 8 }4-pound 
wash capacity; 19 gallons to the 

MODEL DW-920-P: De luxe wringer washer with Automatic water line. 

Timer—“‘Queen” of the Norge line . . . de luxe features and ; 

fittings throughout. Automatic timer stops washer when . 

desired washing period is up. 9-pound wash capacity; 20 poe bene rating Py ett en 

gallons to the water line. Available without pump as model saving features. 814-pound wash 

DW-920. capacity; 19 gallons to the water line. 
NATIONAL HOME LAUNDERING WEEK—JUNE 6 TO 13 a Tes a es ee 


CW-919. 
“For family washing there’s no place like home.” 





! 
FRANCHISE ee en ee VALUE! 


THE NORGE 


SEE 


NORGE DIVISION BORG-WARNER CORPORATION, DETROIT 26, MICHIGAN (0) 164 24 
IN CANADA: ADDISON INDUSTRIES, LTD., TORONTO, ONTARIO 


BEFORE YOU BUY 
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V Lypley Canis wide itt Blut Rlbban on it~ 


It’s the brides’ favorite—a real profit maker. 


Unusual gift items — certain to make gift sales climb. 


J BX yor Cusco tng moar yuibt Got Camfeldde 


Post any one of Camfield’s powerful color advertisements in your window, 





on your counter. They appear in Good Housekeeping (June), 
7 , . This Week (May 22) and Saturday Evening Post (June 4). That means more 


than 15,797,000 advertisements are timed to hit the June gift market! 


FEATURE CAMFIELD DURING JUNE! 


(A word to the wise: Camfields are still short, so to be sure you're supplied, 





get your orders in now!) 





CAMFIELD MANUFACTURING COMPANY 
Grand Haven, Michigan 
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THAT’S WHY THE 


MIRRO-MATIC 


Deep-Well PRESSURE COOKER 
CAN HELP ve SELL YOUR RANGES! 








MIRRO-MATIC 
Deep-Well Pressure Cooker 
is now featured in 

ADMIRAL 
COOLERATOR 
ESTATE 
FRIGIDAIRE 
GIBSON 

MARION 

NORGE and 
WESTINGHOUSE 
Ranges 





@ The 6-quart MIRRO-MATIC Deep-Well you can hear’’ which automatically prevents 
Pressure Cooker is an adaptation of pressure from going higher than recipe 

COOKING WITHOUT LOOKING ‘‘America’s Most-Wanted Pressure Pan’... requires. Both have the high-domed, easy- 
You CAML hear At F the advertised, established, and highly closing cover that women quickly recog- 
— popular MIRRO-MATIC. nize. Specially designed Deep-Well shape 

and handles are the only points of difference. 





OPC Yo. MIRRO-MATIC Deep-Well has every 


Control automatically prevents wanted feature in common with the top- Point this out to your range customers. 
pressure from going higher than of-range model. Both are made of the same You’ll find they know the name, *“*MIRRO- 
recipe requires...5, 10, or 15 extra-hard, extra - thick ome MATIC”, They like it 


RE eae aluminum alloy. And and will welcome it as 
s. Indestructi a rouble-free ! Sy aa es ceeaiaciieias’s | an added advantage in 
Exclusive ! MIRRO-MATIC “control purchasing your range. 


i. «© © 6 ee we @& @ 618 &@ B16 @ 0 6 © eeeeveveeveev ee eee eee THE FINEST. ALUMINUM. eeeeeeeeeeveee eee 





ALUMINUM GOODS MANUFACTURING COMPANY ¢ MANITOWOC, WIS. 
FIFTH AVENUE BLDG., NEW YORK 10 MERCHANDISE MART, CHICAGO 54 


WORLD’S LARGEST MANUFACTURER OF ALUMINUM COOKING UTENSILS 
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There’s a big volume appliance market, immediately 
| available for intensive and profitable cultivation. It is a vast 
| army of potential time-payment buyers. They will be your 
best “partners” in 1949. 


Everywhere the signs point to a diminishing ratio of the fast, 
lush cash business of the past. Indications are that the 
better part of ten million or more appliances will be bought 
in 1949 by people who want time to pay. 


Your Commercial Credit representative has plans that 
appeal to these buyers, with all necessary safeguards for 
you. Why not consult with him? A’phone call or letter will 
get you his prompt attention and assistance. 


COMMERCIAL CREDIT CORPORATION 


A Subsidiary of 
Commercial Credit Company, Baltimore + Capital and Surplus $90,000,000 


MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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Utlan-Clivve a complete new line for '49 











EXHAUST FANS and HOUSE COOLERS With window exhaust fans and 


house coolers showing sensational 
sales gains, Atlas-Aire brings out a 
look for Atlas-Aires’ patented locking crank and expandable wings complete, new line that offers 
U. S. PATENT NO. 2448671 you exclusive selling features and 
values that dollar for dollar are 


unmatched anywhere. 


big words? you bet! 
but just compare... 








\ ’ we 
‘\a) ooh—what a line... 


Ctlar-Clire 20’ WINDOW EXHAUST FAN 


MODEL. 1010—Patented expandable wings and crank adjustment permits 
easy installation into any window 2842” to 4212” without nuts, bolts, hooks 
or screws. Moves 3400 cubic feet of air per minute, enough to cool down 
the average small home, apartment or office, quietly and efficiently. 3 speed, 
direct shaft motor. Retails $69.95, tax included. 





(tla: lire 24" HOUSE COOLER 


MODEL 1011 — Moves 5100 cubic feet per minvte. 
Does the work of an attic fan, yet needs no costly in- 
stallation. Fits any window 25” to 43”. For greater 
flexibility, motor has two speeds forward, two reverse. 

Retails $99.50, tax included 











/ 


A, \ 
be \ HIGH 18” xa 
PEDESTAL FAN 


MX / MODEL 1006 — Adjustable MODEL 1005 — Adjustable 
* 45" to 72"; elevates 60°— to any window 23” to 33”. 

depresses 20°. Quiet 3 speed Noiseless. Moves 650 cubic 

motor. feet per minute. 

. Retails $59.95, tax inc. Retails $18.95, tax ine. 

























10” KITCHEN 
EXHAUST FAN 


LOW 18” 
PEDESTAL FAN 


MODEL 1007 — Moves | 
2200 cubic feet of air \ 
per minute. Adjustable 
angle of operation. 
Quiet, 3 speed motor. 
Retails $44.95, tax inc. 


16” WINDOW 
EXHAUST FAN 


MODEL 1001—Moves 2100 
cubic feet of cir per minute. 
Patented crank and adijust- 
able wings to fit windows 
27” to 37”. Retails $59.95, tax inc. 













et 


for profitable 
summer sales 
write or wire | 
for dealership | : wes | 
details | 








ATLAS ppelte]& & MFG. co. 5147 NATURAL BRIDGE - ST. LOUIS 15, MO. | 
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+Here’s a selling feature worth remembering! Dormeyer Power-Chef 


is the only electric food-fixer INCLUDING the meat grinder at- 
tachment at no extra cost! Grinds raw or cooked meats, vegetables. 


Only on the finest mixers do you find a front end juicer! Dormeyer 
Power-Chef includes it at no extra cost! Show your customers it’s 
easier to use, gets more juice, saves them money! 


YER tells it again 


) ¢ N ew! N QW tne compete ad CAIMpagsi 


It’s the biggest advertising campaign 
in electric food mixing history! 





3 
eS 
4, 7 
z 


f 4 et Be” hey 
t i i) t - 











46,915,830 customers are being exposed to the greatest ad 
campaign ever planned for an electric food: mixer! Through 
Dormeyer’s large and attractive advertisements appearing 
in the Saturday Evening Post, Life, Better Homes & Gardens 
and over forty major newspapers, millions are fast becoming 
convinced they need a Dormeyer Power-Chef . . . the only 

x complete “food-fixer’”! Remember, 7 out of 10 families do 
not yet own mixers! Right now, Mr. Dealer, you can cap- 
italize on this important 7 out of 10 market by tying-in with 
Dormeyer’s national ads. Write for free window streamers, 
store displays, newspaper mats, radio spots and other profit- 
making material. Now, FOR THE FIRST TIME, grinding, juic- 
ing and mixing attachments, all in one complete Low PRICE 
uNIT! $39.95. Denver and West, add $1.00. 





MORE SELLING FEATURES! 
| . Complete with grinder, juicer, built-in power unit. 

2. Automatic Power Regulator. Steady power at all mixing speeds. 
New Automatic Beater Release gives easy finger-tip control. 

10 recipe-tested full power speeds for every food-fixing task. 


ee eineenranee YOU dial it DOFMGYF dogs it 


color harmony. Every type of mixing chore easily accomplished 


... every important attachment included at no extra cost! THE FIRST NAME IN MIXERS 


Dormeyer Corporation, 4300 N. Kilpatrick Ave., Chicago 41, &!© 
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AND 


CLINCH THE SALE! 





Lift the lid é t 

















APPLIANCE MANUFACTURING COMPANY @ ALLIANCE, OHIO 
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Get set for a mighty 
pleasing sales sur prise 
when you set this new 
CORY traffic-builder on 


your counters! 


KNIFE 


SHARPENER 
a | 


price 


Retailers everywhere have found that the 
Cory Electric Knife Sharpener has the 


CORY SELF- 
DEMONSTRATOR 


three elements that make an ideal gift 

it’s new .-. it’s useful... it’s good look- 
ing. No wonder Cory national ads pull 
gift buyers into stores in such surprising 
volume! Get in on this vear-’round gift 
business. Call your Cory distributor now! 


fo] OS Mite] ate) 7 wale), | 


Helps customers sell them- 221 NORTH LA SALLE ST., CHICAGO 1, ILL. 
selves! Includes high-quality 

stainless steel knife, dulling Manufacturers of Cory glass coffee brewers— Fresh’nd- 
block to keep knife always Aire electric fans, air circulators and humidifiers 
ready for “show-down” tests sy sR ee i 


by customers. e Toront 
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MEDIUM-HEAT ELEMENT 
(Cutler-Hammer Design) (Conventional Design) 


~ of 
THIS! NOT THIS! 
TWO-WAY HEAT FLOW ONE-WAY HEAT FLOW 


Hot in center 
cold outer edge 


Hot in center 
ond hot outer edge 


BOTH ELEMENTS TOGETHER 
(Cutler-Hammer Design) (Conventional Design) 


te 
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There’s good news today. The Cutler-Hammer line of 
better design Pyroflex Range Surface Units is now avail- 
able for replacement and modernization purposes on 
all models of electric ranges. 

These units are the dependable product of many 
years of engineering research and are identified by the 
world-famous trademark that has stood for leadership 
since 1892. 

Pyroflex 2-way heat flow design provides more even 
distribution of heat across the bottom of the utensil. 

Pyroflex units provide better cooking on the switch 


LOW-HEAT ELEMENT 


(Cutler-Hammer Design) (Conventional Design) 





NOT THIS! 
Heat flows both ways Hot outer edge 
from median position of cold center 


C-H multiwave element 


Any well-built surface cooking unit provides good heat dis- 
tribution when both elements are used together. But 90% or 
more of all cooking is done at a controlled-heat switch posi- 
tion using only one of the two elements. The four vital cooking 
heats where C-H design provides obviously better heat dis- 
tribution for better cooking are: 

1. Low-Heat Element Full Voltage. 2. Low-Heat Element 
Half Voltage. 3. Medium-Heat Element Full Voltage. 
4. Medium-Heat Element Half Voltage. 


+ Now tor Replacement 
nd Modernization use 


The unique C-H Pyroflex range surface units 
that bring better heat distribution and better 


cooking on all controlled heat switch positions 


positions where 90% or more of electric cooking is done. 

Pyroflex units provide maximum speed and excellent 
distribution of heat when fast cooking is wanted. — 

Pyroflex units stay flat, won't rock, throughout years 
of service. 

Pyroflex units are easy to clean. The reflector pan 
automatically tips up for lifting out. 

Pyroflex units are easy to install, are interchangeable 
with the units in most ranges now in use. Only 8 adaptor 
rings are needed. 

The company and the trademark back of these units 
are world famous, have been advertised in the Satur- 
day Evening Post, Time, Newsweek, Better Homes & 
Gardens, House & Garden, etc., for many years. 

Important distributorships in a growing market are 
still open. Send your inquiry today and receive a copy 
of the new Pyroflex book. CUTLER-HAMMER, Inc., 
1280 St. Paul Ave., Milwaukee 1, Wisconsin. 


a a 


CUTLER HAMI 


SOME IMPORTANT DISTRIBUTORSHIPS STILL OPEN « SEND IN YOUR INQUIRY AT ONCE 
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How you can DEMONSTRATE 


“hidden advantages ot- 
SMITHway Water Heaters 


A. O. Smith not only builds the automatic water heaters you can 
demonstrate—A. O. Smith provides usable demonstration fools you 
can use anywhere. In your store, in the home, at home shows, at fairs. 


The dramatic Mallet Test... the convincing Thermal Shock Test— 
these are positive proof that the glass-surfaced tank of a Permaglas 
Water Heater will not crack or chip under use conditions. They are 
simple, easy demonstrations anyone can make. 


Other handy selling tools also demonstrate the “hidden” advan- 
tages ... the engineered and built-in features that make it easier for 
you to sell SMITHway Water Heaters. They make selling easier 
because your prospects can see and fully understand the “hidden” 





1 MINIATURE TANK DEMONSTRATOR (pictured 
above). This 3-piece model shows your pros- 
pects how only the exclusive SMITHway con- 
struction permits thorough tank inspection before 
assembly and final welding assures 100% flawless 
lining. Order Item H-496. 


2 “PERMAGLAS” POCKET SAMPLE. An actual piece 
from a Permaglas Water Heater tank .. . lets your 
prospect see and feel both the steel and the glass 
surface. Order Item H-493. 


3 "PERMAGLAS" PAPERWEIGHTS. Ideal to build your 
sales story around. Give them to architects, build- 
ers, bankers, contractors. They'll be hard-working 
“silent salesmen”! Order Item H-450. 








A. O. SMITH CORP. 





TRADE MARK REG 


order now. 


Here are demonstration tools you can use to make more sales 


4 "PERMAGLAS” SELF-SELLING PRESENTATION. The 
simplest, easiest way to give prospects a complete 
presentation. More than 30 colorful pages (8% x 
11”) with easel. Perfect for sales training, too. 
Order Item H-515. 


5 HEAD AND MALLET SET. Lets your prospect prove 
to himself that the diamond-tough glass surface 
will not crack or chip. With only a teakettle of 
boiling water, a dishpan, and a pitcher of ice 
water, you can demonstrate the Thermal Shock 
Test. Order Item H-451. 

6 CUTAWAY SPUD OPENING. Reveals ingenious 
design of special neoprene and stainless steel 
spud openings that eliminate all chance of rust 
Order Item H-538. 





U. S. PAT. OFF 


A SMITHway WATER HEATER* 


*Also quality zinc-lined Duraclad Electric Water Heaters 


A. ©. SMITH 
Corporation 





Dept. EM-549 Came 
Water Heater Division 
Kankakee, Illinois 


Atlanta 3 « Boston 16» Chicago 4 
Clayton 5,Mo. * Dallas 1 




















Firm Denver * Detroit 2 * Houston 2 

Los Angeles 14 » New York 17 

Tell us how we can boost Midiand 5, Tex. ¢ Philadelphia 5 

our water heater sales Street San Francisco 4 ¢ Pittsburgh 19 

and profits with the com- San Diego! « Seattle! ° Tulsa3 

plete SMITHway line. No . ee 
obligation.  —_ — State__ Joha Inglis Co, Lid. 

PAGE 28 MAY, 


Ld 


advantages of SMITHway Water Heaters. 


These point-of-sale demonstration tools for SMITHway Water 
Heaters are described below. If you’re not using all of them, 


Alert Dealers 
Display This Emblem 























Sizes for all needs, including both upright- 
round and table-top electric models 
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Ab \ DELCO MOTORS 


| Mca DAYTON, onto\ 


1949 


Daxco PRODUCTS has been in the 
business of building appliance motors 
for a good many years. We’ve been 
in it long enough to know that lati- 
tude must be allowed for last-minute 
changes in customers’ scheduling. 


For Delco Products has a sound con- 
cept of service. Our experience has 
taught us to appreciate the manifold 
problems a manufacturer runs up 
against. All our resources are organ- 
ized to help meet them promptly and 
smoothly ... to deliver on time. 


It’s this human, personal quality as 
well as our complete, modern engi- 
neering and manufacturing facilities 
that makes Delco Products a byword 
for the finest in appliance motors. 


DELCO PRODUCTS 


Division of General Motors Corporation, Dayton, Ohio 


SEE YOUR LOCAL DELCO MOTOR DISTRIBUTOR 
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Electrical water heaters are owned by 20.4% of Country Gentleman 
families (twice the percentage for all U.S. farm families) . . . 


and no other kind of magazine reaches them effectively 


In a recent national farm survey, Crossley, Inc., found that: 


Nearly two-thirds of Country Gentleman’s women readers 


read none of the four leading monthly women’s magazines 


—and over three-fourths of them read none of the three 


leading weekly magazines. ... 


More than four-fifths of Country Gentleman’s men readers 





read none of the three leading weekly magazines. 


2,300,000 circulation concentrated among the 
“top-half” farm families who receive 90% of 
the nation’s entire farm income. 











| with Ru 


tionw! 


YOUR BEST RURAL CUSTOMERS 
aa 
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a Woman Buy? 


WOMEN TOLD 
GIBSON! 




















2. UPS-A-DAISY...UP 











Women DO know what goes on in a kitchen. That's 
why you sell a Gibson on sight to an experienced 
housewife—for Gibson is woman-designed. 

Gibson design goes the whole distance in practi- 

cality and service. Women quickly see the difference 
between gadgets and the real KITCHEN 
BENEFITS of Gibson. Five-way automatic 
cooking is one of those benefits... and in a 
—_ ; Gibson “automatic” means automatic start, 
automatic regulation, automatic cooking 
and automatic stopping. 
These are KITCHEN FACTS of day-long value which any 
woman recognizes the moment you show them to her... and 
such practical features make Gibson sales sure and quick! You 
get the same woman-wanted features, the same profit oppor- 
tunity in Gibson refrigerators and freezers .. . 


GIBSON REFRIGERATOR COMPANY « Greenville, Michigan 













7 pes . y Ronge ” * + Copyright 1949, Gibson Refrigerator Co. 
7-spee sur * 

quart cooker, / 95 Big 9 Cu. Ft. refri ; 

3 7 oven. " gerator with por- 

(99 2 SD5G 22 not it 


«= frozen food storage. 
¥ Big 8 Cy, F : 
IS Celain food. cana with por- 


= frozen food storage. interior light, 


GET THE port MARGIN Facer 
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FROM YOUR GIBSON DISTRIBUTOR 
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Caty you spot all 1Q reasons why ? 


——_—_ ee TT Tole ee SS 


It invites action. It asks women to send in for 


helpful, free booklet. 


It uses the surest-fire attention-getter there is for 
women in a magazine . . . a tempting, 4-color 
food picture. 





The coupon asks for information that will en- 
able Estate to provide dealers with a list of live, 
screened prospects in their own communities. 


It promises women the answer to their biggest 
I 

problem in connection with cooking a big meal. 
75% of the women interviewed in a recent sur- 
vey said that problem was “getting everything 
ready at once—without rushing. 





This advertising reaches a large percentage of 
the real, worth-while range prospects in every 
community. It appears before more than 26 
Estate’s exclusive Bar-B-Kewer, Hide-Away Grid- million readers in the April issues of BETTER 
\ll and other features in terms of what they HOMES & GARDENS, GOOD HOUSEKEEPING, COUNTRY 
will do for her. GENTLEMAN, PATHFINDER and FAMILY CIRCLE. 


E STAT E Gas & Electric Ranges 


Models for city gas and bottled gas « Models built to OD) Standards 
ia 


It talks a woman’s own language. It talks about 
fo] Do 















a 
NOMA 


proouc’! THE ESTATE STOVE COMPANY, A Subsidiary of Noma Electric Corporation, Hamilton, Ohio 
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ers listed below know that your business— 
depend upon brand-minded STORE TRAFFIC, 








too, that 47.2%* of your customers read 


e Journal. That’s why they spend more advertising 





ch issue of the Journal than in any other magazine— 





sell their products quickly and profitably. 


Ladies’ Home 
FOR YOUR partp STOCK) PROMOTED DISPLAY ADVERTISE THESE for *y tore 
FAMOUS BRANDS ADVERTISED IN THE MAY, 1949, ISSUE OF LADIES’ HOME JOURNAL 











ARVIN AUTOMATIC ELECTRIC IRON & HAMILTON BEACH FOOD MIXER PHILCO REFRIGERATOR 
ARVIN LECTRIC-COOK WITH MIXGUIDE PRESTELINE ELECTRIC RANGES 
DEXTER TWIN TUB HOTPOINT ELECTRIC RANGE ROYAL VACUUM CLEANER 
EASY SPINDRIER INTERNATIONAL HARVESTER TELECHRON ELECTRIC CLOCKS 
FRIGIDAIRE REFRIGERATORS REFRIGERATOR & FREEZERS TOASTMASTER POP-UP TOASTER 
G-E AUTOMATIC WASHER KITCHENAID MIXER AND KITCHENAID UNIVERSAL COFFEEMATIC 
G-E REFRIGERATORS ELECTRIC COFFEE MILL WESTINGHOUSE ROASTER OVEN 
GIBSON ELECTRIC REFRIGERATOR, HOME K-M HOME ELECTRICAL APPLIANCES WHITE SEWING MACHINE 
FREEZER AND ELECTRIC RANGE LEWYT VACUUM CLEANER ZENITH RADIO-PHONOGRAPH 
HOOVER CLEANERS NESCO ELECTRIC ROASTER & TELEVISION 


*On the average, for 2885 women shoppers interviewed at 28 electrical appliance stores in 28 cities and towns across the country. 
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here come PROFITS... here come FAST SALES 


here comes the new ‘ ( (07 7 








starting May Ist and continuing through your biggest portable selling season 


<c cH 
soi ih 
moro 


2 FULL PAGE NATIONAL ADS 


These dynamic yellow and black ads do a hard and fast job of 
stimulating buying interest for the entire Motorola portable 
line! Your customer gets sales-making facts on the beautiful new 
Motorola portable radios—the sensational new Motorola VT73 
portable televiston—and the exciting new 45 R.P.M. portable 
radio-phonograph! 


over 69 MILLION FAMILIES 


will see them... want them! 


cles werent 
Take your nevevet Ce 


: 
: 7 poets ora 
a caaree Seon Cena yeenel 5 acer shee 


Earen TODAY 


OROLA o 
saan sane OF 
set 


5), 
OLA INC cuicace 
motor 


16 BIG CIRCULATION MAGAZINES 


You profit from 16 of the world’s mightiest salesmen—big circulation 
magazines like LIFE, THE SATURDAY EVENING POST, AMERI- 
CAN WEEKLY, THIS WEEK—magazines so varied in interest that 
* they reach the WHOLE market—from SEVENTEEN to ESQUIRE 
—from BETTER HOMES & GARDENS to OUTDOOR LIFE. 
Motorola advertising creates sales for you wherever your business! 





\\ 


vy VOLK SM \W 


big, ne™ Motcrita 


PORTABLE PROMOTION 


To score a positive sales success for you, Motorola 
covers every phase of this gigantic portable promo- 
tion! After almost 70 million families see Motorola 
national advertising, you corral your share of sales 
with related mat ads in your local newspaper— 
radio spot commercials on your local radio station 
—and minute movie television commercials on 


your local television station. Eye-arresting window 
displays—appealing window streamers—and tell- 
all consumer passouts help tie-in this tremendous 
promotional force right up to the actual sale. Re- 
member, your Motorola sales job is easier . . . profits 
are clean and fast! 





to sell portables is 


when portables are being used 


it’s a promotion built on the most 
solid foundation of all . . . 


A TOP VALUE PRODUCT... 


the NEW ‘49 Molozofa portables are BETTER THAN EVER! 


here’s how you can 





identify your store with the national program 
a wealth of hard-hitting promotional material is waiting for you now! 





window displays 
colorful, eye-catching window 

displays in yellow and black— 

closely allied to national pro- 

motion to give instant product 

identification. 


passouts 


Gives your customers all the facts 
and photos on the Motorola 
portable line. Concisely written, 
interestingly illustrated. Answers 
all questions for you. 


Minute MOVIES (for television spots) 
Let the sellingest television movie 


commercials bring results into 
your store. Carefully prepared to 
arrest television viewer's immedi- 
ate attention. 


MODEL 59112 (AC/DC or battery). Pre- 
cision engineering gives your customers 
“plus values” like maximum sensitivity— 
selectivity that knifes through local sta- 
tions to bring in distant ones clear and 


2 window streamers 
Here are two color-bright re- 

minders that shout “Motorola 
Portables” on sight—show your 
customers where to buy. 


all-metal leather-effect case—black or ma- 
roon with bronze-gold trim. 


spot announcements 


% minute and full minute radio spot commercials 
with plenty of hard-selling punch. 





MODEL 69111 (AC/DC or battery). 
Gives EXTRA power—EXTRA mellow 
tone—EXTRA quality throughout. Ex- 
clusive “dial-in-handle” puts all controls 
in thumb’s reach while. carrying. Basket- 
weave, plastic-coated fabric case with 
aluminum trim. 


MODEL 49111 (Battery operated only). 
Motorola’s economy portable—a radio 
that gives all of Motorola’s traditionally 
fine performance ata low budget price. 
Beautifully styled for '49 in tan or green 
plastic with bronze-gold metal grille and 
trim. : 


OMT YANK STARE | 


Newspaper mat ads closely related to na- 
tional ads in layout and appeal. Your 
choice of a variety of sizes: Full page (280 
lines x 8 col.) . . . 250 lines x 4 columns 
. « « 200 lines x 3 columns . . . 100 lines x 
2 columns . . . 75 lines x 1 column. 


phone, wire or write 


distributor 























Triple-Action Hoover, 
Model 28, with Hoover's 
exclusive cleaning prin- 
ciple—it beats, as it 
sweeps, as it cleans. 
$74.95. Cleaning 
tools, $19.95, 


New Hoover, Jr., Mod- 
el 115, newest, lowest- 
priced, lightest Hoover 
ever built. ideal for 
small homes... handy 
for all homes. Only 
$59.95. Cleaning 
tools extra. 
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De Luxe Triple-Action 
Hoover, Model 61, the 
finest Hoover ever 
built. Many de luxe 
features. $94.95. 
Cleaning tools, $19.95. 






































Hoover Cylinder Cleaner, 
Model 50. Cleans by pow- 
erful suction. Complete 
with cleaning tools,§79.50 








eee 
‘as, 


Hoover Dealers 


are happier because 


DOVER 


has the most complete line 


of cleaners ever offered 


Hoover dealers now offer a Hoover Cleaner that fits the 
purse and preference of every customer. There are two dif- 
ferent types and four different mode/s—the most complete 
line of cleaners in America! 

Some women say, “I want Triple Action.’ Some say, 
““Cylinder.”” Others need both types. Whatever the cus- 
tomer prefers, Hoover dealers have it in a Hoover, the big- 
gest name in cleaners, the name women prefer 2 to 1 over 
any other make. Over 8 million have been made and sold. 

Hoover dealers are happier because they now offer Hoover 
cleaning for only $59.95. The cleaner is Hoover, Jr., the 
newest, lowest-priced, lightest Hoover Cleaner. It opens 
up a new market, means more sales. 

That’s not all. Hoover Cleaners are the best-advertised 
cleaners. Full pages and partial pages, many in color, ap- 
pear consistently in magazines like Life, Look, Ladies’ Home 
Journal, Good Housekeeping, Better Homes and Gardens, Amer- 
ican Home and Farm Journal. 

And every Hoover sale is a dealer sale. 

No wonder Hoover dealers are happier than ever with 
their Hoover franchise! 





THE HOOVER COMPANY 
North Canton, Ohio © Hamilton, Ontario, Canada ¢ Perivale, England 
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Sel/ all types 
| of difficult 


prospects... 


enon. ae 














When they worry about minute details . . . are exacting to 
the point of exasperation . . . point to the Du Pont “Dulux” 
seal. Usually it’s all the assurance customers need . . . of a 
\ quality finish that gives years of washable, mar-resistant 





USE THE DU PONT SE AL service and sparkling good looks. 
ances without the seal, ask him to include it in the future. It 
‘ gives you a quality story that helps close many a difficult sale! 


; \ \ If we li “Dulux” -finished li- 
TO CLOSE THE ‘DEAL your manutacturer supplies you ux app 


It identifies Ame 


| rica’s \ _ HERE'S SELLING MADE EASIER: Free new informative booklet 
leading home appliance finish! gives you profitable “selling points” for appliances finished 


with ‘‘Dulux.” Send coupon today for your copy. 


‘ 























oe a en ee ee een ene cnenenenanraseranencnean ata 


| , " oe ; E. I. du Pont de Nemours & Co. (Inc.) 
> Finishes Division, Dept. E.M.-95 
| Wilmington 98, Delaware 


Please send, free of charge, your new illustrated booklet, ‘Inside 
! Information on the Outside.” 


| Name Title 









































OU PONT 
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6 > 
Bete us nar or Firm 
ei 
BETTER THINGS FOR BETTER LIVING 
orFr 


+ «- THROUGH CHEMISTRY REG. U. 8. PAT 
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ANOTHER 


famous Hollywood star... 


aout 


Starring in 
Blank Wall” 


a Columbia picture 








| chooses the KM 


Liquidizer as 


‘s // 


ee 


for June 
—recommends it 


Namalshitlal-lMuil-l:(-P4ial te 


Sells another great 
KM star! 












a -— 


KM.. Speed Iron 


~~ 
-~ 
~~ 


~ 






7% iy 


KM. Infra-Red Roy Lamp KM. Quad Woffle Boker “KM. Heating Pad 





KM Double Table Range 
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_ The KEM Liquidizer...The Wonder-Worker Everyone Wants! 


--- Absolute leader in its field...does jobs no other appliance can do! 





e+ Pays for itself in food-money savings! 





e+. Blends, grates, shreds, chops, grinds, purees, shaves, pulverizes, mixes, 


stirs, whips, liquidizes! 





e-- Needs no attachments! 





eee 10 appliances in one—at the price of one} 


Display the KM Liquidizer...Demonstrate it... And it sells itself! 


~KM~ads featuring Joan Bennett 
and the ~-KM-— Liquidizer climax 
~KM~’s Spring advertising drive 
in these six big-circulation mag- 
azines in June: 


Saturday Evening Post 
Ladies’ Home Journal 
Good Housekeeping 

Better Homes and Gardens 
House and Garden 

House Beautiful 








Knap 


Count yourself in—when the big- 
gest -KM~ profit-building campaign 
hits a new high in June! More -KM~ 
ads than ever will reach your cus- 
tomers in the big gift-buying season 
. bring you a bigger share of 
profitable “June Gift” business! 


Display the fast-selling “~KM~ Liq- 
uidizer and other famous ~+KM~ 
appliances in your store—tie up 
with the “Star of the Month” 
promotion. You'll count more prof- 
its than ever— every month! 


yo-Monarch Co. 


it Louis 16, Missouri 
~KeM~ Appliances also manufactured in Canada. 


World-Wide Distributors 
Philco International Corp. 
50 Broadway, New York 


KM~ Vaporizer 


p< Md ae 
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Exclusive Distributors in Canada 
Crown Electrical 
Brantford, Ontario 


“KM~ Speed Mix 


1949 





































} 

; 

' 
Pa 


“KM. Hair Dryer 


KM Therm-A-Jug “KM. Steem-R-Dri 
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A mechanized adding feature, 
built into a complete cash regis- 
ter, makes the National “200” 
a unique business machine. 
The adding feature can be 
used at any time without dis- 
turbing the locked-in, pro- 


tected cash register total. 


“f} 








HERE ARE JUST 5 OF ITS 35 OUTSTANDING 
FEATURES AND ADVANTAGES: 


protective publicity —Easily-read figures in the indi- 
cation panel show clearly the exact amount charged. 


stops mistakes in addition — Adds items automat- 
ically and accurately. Charges cash drawer with the 
total amount of the purchases. 


sales automatically segregated— Grouped by indi- 
viduals, departments, or any of 8 classifications. Gives 
you a complete record of all transactions. 


control over cash and credit—Separate keys desig- 
nate Cash, Charge, Received on Account, Miscel- 
laneous Credit, Paid Out, and No Sale. 


descriptive key section—Identifies individual sell- 
ing employees. Records sales-slips, numbers, quan- 
tities, weights, etc. Prints stock, code, and size 
numbers, etc. 





Get the full story of just what the National “‘200” can do for you—how it will give you Information 
that Makes money and Protection that Saves money. Call the local National Cash Register office, 
and arrange for a demonstration, today. Nothing like this has ever been offered at the price! 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9; OHIO 
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Scpenditures ter adserticiapal oleibical Gan 
ances, radio and television sets, home furnish- 
stk “housing equipment, building witiilale © 


and musical instru 1s, in each Chicago 
newspaper, retail and : combined. 


























CHICAGO TRIBUNE PAPER B PAPER C APSR EF 
$5,321,567 $1,775,944 $1,631,478 $1,275,202 $12,943 © = 


By piacing more of their promotion funds in the Tribune than in all other Chicago newspapers combined, retailers, distributors ‘and manufacturers resister thelr 
conviction that Tribune readers are the Chicago market's best prospects for consumer durables. 






Percentage of expenditures for adv ae : 
trical appliances, radio and television sets, home er : 
furnishings, housing ment, building mate-_ is ——_ 
rials and musical pater. psa in. each eae 


YEARS: 1941 AND 1948 











CHICAGO TRIBUNE PAPER B | 
1941 1948 1941 1948 1941 1948 
41.1% 53.1% 17.2% 12.7% 23.8% 16.3% 


As selling grows tough, increasing reliance is on the Tribune. In 1941 the Tribune's lead over the second newspaper was $604,421, 
ever the second newspaper was increased to $3,545,623, or 199.6%. When you build your Chicago program around the Tribune. 


you build solidly for the future. 
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more than *3.545,000.00! 


Advertisers of electrical | p 





, radio and television 


sets, home Taynisktign, housing equipment, building 





eee: 
ae 
es 


more of thei } funds | in n the Tribung than in the second 
Chicago newspaper and 13.3% more than in all other 
Chicago newspapers combined. 


Bows CHARTS show what manufacturers, dis- 
tributors and retailers think of the Chicago 
Tribune as a volume producer on electrical appli- 
ances, radio and television sets, home furnishings, 
housing equipment, building materials and musical 
instruments... 

To spark their sales drives in the multi-billion 
dollar Chicago market last year, they placed in the 
Tribune 199.6% more of their promotion funds 
than they placed in any other Chicago newspaper 
—and 13.3% more than they placed in all other 
Chicago newspapers combined. 

In doing so, they increased the Tribune’s lead 
over the next Chicago newspaper from 73.0% in 
1941 to 199.6% in 1948. 

When you build your Chicago program around 
the Tribune, you get the all-income circulation 
which takes best advantage of the sales potentia 











Bante hs ‘th e Tr it ,d ily 4 pa — s ‘ 
. en ‘ « . 
Pit ey 
a a 


San. 


in 1948 placed 199.6% 


sands more Chicago and suburban families than it 
does through other Chicago newspapers. 

In addition, the Tribune’s regional influence 
builds consumer favor and dealer support thruout 
the 242-county greater Chicago market. In this 
market, there are 756 cities and towns of 1,000 or 
more population. On weekdays, the ‘Tribune is read 
by better than one out of every three families in 
these 756 communities. On Sundays, it is close to 
three out of every five families. 


Sales managers rate the Tribune first because it 
rates first with their salesmen and dealers. From 
experience at the point of sale, retailers know that 
hard linés move fastest here when they are backed 
with adequate schedules in the Chicago Tribune. 


To build volume and the strong sales organiza- 


tion you want, build your Chicago promotion... . 
around the Tribune. Rates yer line per 100,060 : 


Sneath acy acai As et. 





THE WORLD'S GREATEST NEWSPAPER a 
February average < we paid total circulation : Daily, Over 950,000— Sunday, Over 1,650,000 


Chlceiis Siinhdceaaiianelliin A. We * Dester, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 €. 4nd $2,, New York City 17; 
Ww. E. Bates, Penobscot Bidg., Detroit 24) Fitzpatrick & Chamberlin, 155 Montgomery St., San Francisco 4; olso 448 S. Hill St., Los Angeles 13. 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


URING warm weather, 

homemakers will appreciate 
the outstanding advantages of 
this brilliant new Nesco more 
than ever. They’re hunting for ways 
to enjoy more comfort and leisure, 
and ‘‘Nescomatic Cooking” is the 
ideal answer! 


At home, it eliminates the ‘‘hot 
kitchen” problem because it uses 
heat only for cooking. Its auto- 
matic electric time clock enables 
the homemaker to get out and 
enjoy herself while dinner cooks. 
The Nesco is the perfect way to 
take piping hot casserole dishes 
along on picnics and to church 
suppers. And, with its versatile 
broiler-griddle accessory, it does 
all the cooking at the cottage. 

Easy to-see, isn’t it, why this 
new Nesco Roaster is in such 
great demand? 





NATIONAL ENAMELING AND STAMPING COMPANY 
EXECUTIVE OFFICES: 270 NORTH 12th STREET, MILWAUKEE 1, WISCONSIN 
m—._  Sales.Offices: :Merchandise Mart, Chicago + 200 Fifth Avenue Bidg., New York 
‘Cdindler Building, Atlanta « Ambassador Bidg., St. Louis 
Western Merchandise Mart, San Francisco 
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ROTASHELF with door closed ... contents 
are out of sight, yet within easy reach. 





ROTASHELF in use... photo shows how “dead” space be- 
comes 61 cu. ft. of usable “live” space, capable of holding 
32 cases of cans in assorted sizes. 3 shelves rotate as a unit. 
All steel, finished with two coats of baked-on white enamel 


orton presents Kotashe if 


A CORNER BASE CABINET WITH REVOLVING SHELVES 


Show a prospect this ingenious hide-away ... and you’ve got a customer! 
It’s Rotashelf, latest creation of Morton designers... something new 
and something needed, to convert wasted corner space into a practical 


storage area, with everything get-at-able. WY “ f 

Rotashelf’s door slides back at a touch, disclosing three shelves that 
rotate to bring cans, bottles, or cleaning supplies into easy reach. The 
unit is fully assembled, and is readily installed in connection with the 


standard Morton Corner Top. 
Ask your Morton distributor for complete details. See how Rotashelf 





MORTON MANUFACTURING COMPANY 


General Offices: 5125 W. Lake St. 


° : : ° Chicago 44, Ill. 
fits in with the Morton Unit Sale Plan—and offers increased profit oppor- es 
tunity to Morton dealers through extra sales. . 
*Patent applied for 
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The President and those who support his legis- 
lative program have objected to the substance of 
my previous editorial, which appeared under this 
headline: “Now is the Time to FIGHT SOCIAL - 
ISM in Washington.” 


In that editorial I explained how Washington 
is poised to follow the disastrous policy of forc- 
ing industry to skimp on new plants and new 
equipment. That policy landed Britain in the 
numbing embrace of the Socialists. I cited the 
experience of Britain to show how such skimping 
on industrial tools can bring a nation to economic 
stagnation . . . and Socialism. 


The President, in his recent Jackson Day 
speech, brushed aside this warning . . . “They 
are again trying to frighten the people with the 
old worn-out bugaboo that Socialism is taking 
over in Washington.” Senator Francis J. Myers 
of Pennsylvania asserted that I was guilty of 
“warfare against any reasonable effort to keep 
our system of free enterprise working.” 


These criticisms may be sincere. But they are 
not well-founded. 


I want to show why they are not well-founded 





A MESSAGE TO AMERICAN INDUSTRY ° 74th OF A SERIES 


The Election of November 2, 1948 


GAVE NO MANDATE 
FOR SOCIALISM 


by basing this editorial on Washington rather 
than Britain. 


In Washington the Administration has pro- 
posed a legislative program, the key parts of 
which would clearly put the country far on the 
road to Socialism. Let us see how. 


There are two steps in the process: 


First: The government by its taxation pro- 
gram undermines private industry so that it 
cannot provide itself with the necessary new 
plant and tools. 


SECOND: The government itself steps in to 
provide the plants and equipment that it 
has blocked industry from getting. That is 
Socialism. 


Here is how Washington is promoting Socializa- 
tion of the steel industry—and of other industries. 


Steel has been expanding its capacity and im- 
proving its equipment chiefly by plowing back 
its profits. During the last three years it has spent 
$1.4 billion for new plants and new tools. That 
was more than the companies had available from 
their own earnings. But profits provided more 
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than half of that money — more than $700 mil- 
lion. The remainder came from loans and from 
depreciation reserves set aside out of the earnings 
to replace worn-out equipment. 


Profits must continue to provide the funds 
needed to pay for the bulk of the steel industry's 
necessary expansion. That is because private citi- 
zens, their income slashed by heavy taxes, have 
not been willing to buy steel stocks even at prices 
ruinously low for the companies and their present 
stockholders. The stock market currently prices 
the mills and other facilities of the nation’s princi- 
pal steel-producing companies at far less than 
fifty percent of the cost of reproducing them. 


Let us take another example. Profits are essen- 
tial to expansion in the electric light and power 
industry also. This year private companies are 
planning to buy $2 billion worth of new plant 
and equipment. To do that without going over- 
board in debt, they must sell to the public some 
$300 million worth of common stock. A squeeze 
on their profits would make that sale virtually 
impossible. 


For tens of thousands of small business enter- 
prises profits afford virtually the only practical 
source of funds for new equipment and expansion. 


In the face of these and many other examples 
that might be cited, what is the most effective way 
to prevent industry from re-equipping itself and 
expanding is capacity to meet our essential needs? 


Obviously, it is to cut down profits. And that 
is what the Administration is trying to do. The 
President has declared that steel prices are too 
high, and is demanding that Congress raise taxes 
sharply on all corporations. 


There you have the first step toward social- 
izing industry. 


Next comes step two. Have the government 
supply the tools and equipment which, by taxa- 
tion, it prevents industry from getting. 


The Administration has proposed legislation 
to carry out this second step. It is called the 


“Economic Stability Act of 1949,” for short, the 
“Spence Bill.” 


This bill gives the President the power to pro- 
vide industrial facilities—in steel, power or any 
other industry — where he finds that a shortage 
is hampering or is likely to hamper the economy. 


True, the bill says that the government is not 
to construct new plants if private companies will 
do it through government loans, on terms pre- 
scribed by the President. That may be just one 
step short of complete socialization. But it is only 
a short step. And the Spence Bill authorizes the 
government to take that step. 


By itself, the Administration’s “Stability Act” 
sounds harmless enough. It would have the gov- 
ernment build plants only as a last resort. But it 
provides also that if private enterprise cannot 
turn out all the goods the country needs, the 
government can and should step in and provide 
the equipment to do it. 


Now, take that power together with an Ad- 
ministration tax program that undercuts the abil- 
ity of private enterprise to supply the new plants 
and equipment it needs out of its own earnings. 
That combination promotes government owner- 
ship and operation of industry. 

And that is Socialism. 


The American people, of course, have the right 
to live under any system they choose—Capitalism, 
Socialism, Fascism, Communism, or what-have- 
you. But before Socialism or any other “ism” is 
imposed upon us from above, the people should 
know the facts. If this editorial shall have con- 
tributed in some small degree to that end it will 
have served its purpose. 


The election of November 2, 1948 gave no 
mandate for Socialism. 





President, McGraw-Hill Publishing Company, Inc. 
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and the WOMAN’S ANGLE is the 
@* RIGHT ANGLE for SALES! 


Never has Crosley’s engineering leadership been more 
evident than in the precision craftsmanship of the ’49 
Shelvador line. No other refrigerator can match Crosley’s 
exclusive Shelvador—the feature that means extra “front- 
row” space for users, extra profits for you! 

Crosley has what women want, with these other out- 
standing features too: 


* A big freezer compartment with ample room for up to 
50 lbs. of frozen foods. 

¥% Dry-Cold compartment for foods that don’t need frozen 
storage. 





BIG -VALUE 
MODELS 
all with the 
SHELVADOR 












\} 
of 


% Moist-Cold compartment where foods just can’t dry out 
—even when left uncovered. 

% Handy Ever-Dry Storabin—snuggest spot in the kitchen 
for foods that should stay dry without refrigeration. 


And now—the strongest advertising in Crosley history 
carries the ball for you with a consistent drive on Crosley’s 
line of better products for happier living. 


CROSLEY ‘| 











Made only by Crestey, TM. Reg. U. 3. Pet. on 





The WOMAN'S ANGLE is the RIGHT 8 ANGLE for sales and only Crosley has it! 
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Horence Adds New Promotion Model 
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“FOjrometnmeu complete 


line in the industry — offers you 
every kind of heater at every 
kind of price...Here's still more big news 
from Florence! A low-priced oil heater that’s a 











































MODEL CHF 29, the popular 


DRIVEN-AIRE heater with Two 9” ‘natural’ to build promotions around! It's a real 
Florence Sleeve-Type Burners. sales-maker when displayed on your floor or in 
Rated Capacity Output 43,000 your window. It's an action-getter in all your 
pars a pcr — advertising. Order Florence PCX7 Oil Heaters 
ing rooms—packed with selling now to build the traffic that builds sales. 


features. 


MODEL FC 401 Circu- 
lator...One of the new- 
est triumphs of Florence 
long experience in 
heater engineering. Ca- 
pacity: 40,000 B.T.U. 
Porcelained steel gas 
burner. “Matched 
Beauty” brown porce- 
lain enamel finish. Mod- 
els for LP-Gas (Bottled 
or Tank) and City gas. 


MODEL PCX-7 with famous 
Florence Pot-type burner in 7” 
size. Rated Capacity Output 
30,000 B.T.U. per hr. A price 
leader that you can really go to 
town on! 


Get the full story on the full 
Florence heater line from your 
Florence representative or 


PHONE, 


WRITE or WIRE 
the Division Office 






MODEL C 2...No flue 
needed...gives oil heat at 
lowest cost. Two giant 
Florence wickless burners. 
Rated Capacity Output 


Make Extra Profits 
ORDER NOW! 


MODEL H 124...A greater- 19,500 B.T.U. per hr. nearest you 
Take advantage of the Florence Advance Pur- than-ever value in low-priced Porcelain-enameled finish. 
chase offer. Under this plan you can buy your portable heaters. 12 inch cir- 
heaters now at a special discount and make cular wick. Dependable 
the difference in extra profit on every unit. Florence quality. 












DUAL-OVEN Combination RANGES * OIL HEATERS » GAS HEATERS 
RANGES AND HEATERS 


GAS RANGES + LP-GAS RANGES + ELECTRIC RANGES + OILRANGES [i ae é 


@ FLORENCE STOVE COMPANY... General Sales Offices and Plant: Gardner, Mass. Mid-Western Sales Offices et a 
and Plant: Kankakee, Ill. Southern Plant: Lewisburg, Tenn. Other Sales Offices: One Park Avenue, N. Y.; 2 ees eee Soper OF.S.C. 
1459 Merchandise Mart, Chicago; 53 Alabama Street, $.W., Atlanta; 301 North Market Street, Dallas. i Oe NS : 
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oolerator has it! 


A Big 8% Cubic Foot—1949 Space- 
Saver Refrigerator. 


And when you put it on your floor— New y} 
feature it in your ads—it will make 


the kind of headline news that today’s 
thrifty homemakers are looking for. 
Of course, you’ll want to use it as a 
leader—and it’sa ‘“‘natural’’— but you 
won’t have to be afraid to sell it 
either. This big 1949 Coolerator car- 
ries a margin which gives you plenty 
of room for trading and promotion. 

LOOK AT THESE FEATURES 
A full 8/4 cubic feet of convenient storage capacity with lots of 
room for tall bottles and bulky articles. 
Space-Saver design —takes up no more room than an ordinary 
"6" —yet holds 25% more food. 
Big built-in frozen food compartment. Separate shelf freezes ice 
cubes in a jiffy. 
Glass-covered Crisp-O-Lator provides generous moist cold storage 
space for fresh fruits and leafy vegetables. 
Choice of right or left hand doors at no extra cost. 
Sealed-in-steel cold-making mechanism backed by Coolerator’s 
5-year warranty. 


Prices have been slashed on all 1949 COOLERATOR models. 
Call your Coolerator Distributor for complete details. Do it 
now—for more sales—and a higher net—in a selling market. 
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Coolerator’s Low fried Budget Model 


Puts muscles in your Drive 
for Range Sales! 


PRICED AT $179.95 TO GET TRAFFIC—it’s the finest leader 
model in the industry. Think of it—a full size—soundly fea- 
tured — beautifully styled—electric range that you can sell for 
less than $30.00 down. That’s really getting cool, clean, fast 
electric cookery within the reach of the mass market. 


FULL MARGINS FOR PROMOTION—This Coolerator leader 
model stands on its own feet and gives you the full, profit you 
need to do a shirt sleeve selling job in a 1949 selling market. 


FEATURED FOR STEP-UP SALES—Coolerator’s Budget Model 
maintains exactly the right ratio of price to features in order 
to make the next step-up in the line the natural, easy thing 
to do in a majority of presentations. It’s the kind of a leader 
you need to increase your sales on top-of-the-line models. 
Ask your Coolerator Distributor for details on this profit 
opportunity, and the New Low Prices on All Coolerator 
Ranges—which reflect Savings Up to $25.00. 


\ Cooler 


Eloithie off Coursl! 


COOLERATOR COMPANY 















Copyright 1949, 
The Coolerator Co. 


DULUTH 1, MINNESOTA 


MAY, 1949—ELECTRICAL MERCHANDISING 















949, 










WATER IN 
FEED LOT 







COW CUPS; 
TAP FOR 
FLUSHING 

FLOORS 


MILK COOLING; 
WASHING 
UTENSILS 
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THERE S MONEY 


IN WATER 


May has been designated as Water Systems 
Month by the National Association of Domestic 
and Farm Pump Manufacturers. If you are not in 


the business, now is a time to start 


By FRANK WATTS 
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NEARLY every aspect of farm life becomes both easier and more efficient with the 


installation of an electric water system. 


HEN a farmer has his place 

\ V) connected for electric service, 
no equipment can be installed 

with so great profit as an electric water 
system. The savings in time, labor, 
and money making possibilities are 
truly amazing. The farmer little real- 
izes how much water he and his family 
pump and carry in a year’s time. 
Many estimates have been made and, 
of course, will vary with every farm. 
Ohio State University estimates that 
10 to 15 thousand gallons of water 
are used on the average farm each 
month. Taking the minimum means 
that 40 tons of water are pumped 
monthly and much of it carried. Carry- 
ing 480 tons per year in itself would 
be quite a task, both in time and labor. 
Yet with all the known advantages 
to be had by the installation of a mod- 
ern electric water system, approxi- 
mately 65 percent of the farms con- 
nected for electric service are without 
one. Here is a good place to emphasize 
that the farm is not the only market 


for water systems. Rural non-farm 
homes, summer cottages, motor courts, 
trailer camps, and roadside stands are 
a market almost equally as large. In 
this article only the farm market is 
being treated, but any dealer estimating 
his farm potential can safely double 
it for non-farm ‘sales. 

With all the profit possibilities to 
the farmer, we may well ask why do 
only 35 out of every 100 have an elec- 
tric water system. We might as well 
face the fact squarely and admit that 
a very inadequate job of informing the 
farmer as to the money making possi- 
bilities of such a system has been done. 
Much as I dislike using the term “edu- 
cating” the farmer, it is, after all, a job 
of education. It is an educational sales 
job of paramount importance. Sound 
selling is founded upon “education” 
substantiated by established facts. 

Now who is to blame for this inade- 
quacy of selling? Perhaps all the fac- 
tors—manufacturer, wholesaler, dealer, 

(Continued on next page) 
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and power supplier—must assume some 
of the responsibility. Agricultural 
schools have done much, but the most 
effective job is always done by those 
who hope to make a profit from sales 
work, The man who is —or should be 
—closest to the farmer is the dealer. 
It is my studied opinion that but few 
dealers have fortified themselves with 
solid and convincing sales informa- 
tion as to all the advantages of running 
water under pressure. In spite of the 
fact that manufacturers have provided 
excellent promotion material in abund- 
ance, relatively few dealers use it. 
What is the first thing a dealer 
should know in making a sale? He 
must first determine how much water 
the farmer will use daily both in the 


WATER AT WORK 


BEFORE 


a Plenty of elbow grease and sweat was used in toting water on the 


farm prior to the installation of a water system. Mrs. Howard Sperber of Evans, Wash., is 
shown carrying part of that 900 gallons figured to be used on the average farm daily. 


home and on the farm. This must be 
based on definite needs of animal units, 
human needs and many miscellaneous 
uses on each individual farm. This 
can be determined only by facts re- 
vealed by research which has been car- 
ried on. For instance, for best milk 
production a cow requires a minimum 
of 25 gallons of water per day; a 
horse needs 10 gallons; sheep 14 gal- 
lons; 100 chickens 4 gallons and tur- 
keys more. The average daily use per 
member of the family is 35 gallons. 
Garden watering or irrigation, trac- 
tors, trucks, automobiles, and the 
dairy all add to the total and should 
be liberally estimated. Ample pump 
capacity to meet maximum require- 
ments adds but little to the cost. 


. IRRIGATING a truck farm near Indianapolis, Ind., where 
field is sprayed by electrically operated pumps (below left). 


Let us take an illustration based upon 
the following needs for a farm. Any 
estimate can be made by taking this 
as a basis in relation to units per farm. 

12 cows (milk — 300 gallons daily 
10 steers or dry cows.... 120 “ 

50 hogs 
200 chickens 

50 sheep 

2 horses 

4 in family 
“Irrigation (garden & lawn 

3 months) 

Tractors, trucks, autos & 


843 gallons daily 
*Will vary depending upon wet or 
dry season, 


This farm will require 843 gallons 
daily, but to be safe, let us make it 
900 gallons. Having determined daily 
water requirements, it should be made 
certain that the well will produce this 
amount of water. This being assured, 
the next step is the selection of a 
pump which will deliver a sufficient 
amount of water. Pumping will not be 
continuous, but allowance should be 
made to deliver at least one half of the 
total requirements in one hour, if nec- 
essary, and the well should be able to 
provide this amount. Thus we should 
have a pump with a capacity of 450 
gallons of water per hour. It is always 
best to have extra capacity ; experience 
has proved that water use, once a sys- 
tem is installed, increases greatly. 


- . « PROVIDING sufficient flow for household cleanliness 
and sanitation. for all inhabitants of the rural dwelling. 
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AFTER s s s Water system installed, Mrs. Sperber is seen happily at work in her electric kitchen. Besides having more 































leisure time in which to enjoy life, she now knows that improved sanitation means better health for the family, and fewer doctor 


and medicine bills. 


The next step obviously is to select 
the right kind of pump for the par- 
ticular installation. Broadly, pumps 
are divided into two classes, deep well 
and shallow well. Shallow well pumps 
may be installed where the total suc- 
tion lift does not exceed 25 ft. Greater 
lifts will require a deep well type of 
pump. Some manufacturers provide 
parts for converting a shallow well type 
to a deep well type. 

Pumps are divided into four main 
types: reciprocating, centrifugal, jet 
and turbine. No description of each 
of these types will be made in the dis- 
cussion, nor is it necessary, for every 
manufacturer provides such material 
in detail. As I write, I have before me 
a booklet of 88 pages issued by one 


- - »« FATTENING hogs who add weight more quickly on 
clean, pure water both winter and summer. 


manufacturer on this subject alone. 
Suffice to say that every dealer should 
be fortified with such information in 
order to recommend the right pump 
for each individual installation. 


Installing the System 


All the foregoing factors having 
been determined, the next problem is 
that of installation. The importance 
of this cannot be over-emphasized for 
upon proper installation will depend 
the satisfactory and continuous oper- 
ation of the system. Pumps are gen- 
erally installed in a pump house, base- 
ment of the home, or occasionally in 
a pit over the well. The latter is the 
most unsatisfactory from a_ service 
standpoint and pollution. Some states 





legally prohibit such installations. 

Care must be taken in installing pipes 
of adequate size. It is far better to have 
pipe of a size too large than too small, 
if the system is to perform satisfac- 
torily. These pipes should be below 
the frost line of coldest weather. The 
depth of the pipes will, of course, vary 
in different sections of the country 
depending upon climate. All installa- 
tion phases to prevent freezing should 
be carefully observed. This applies to 
where the pump is installed as well 
as laying the pipe. While steel pipe 
has been generally used, due to scarcity 
in recent years copper tubing has come 
into greater use. While its first cost 
is somewhat greater, it can be more 
easily installed and repaired. In the 


. . « INCREASING egg production as much as 19 percent 
when the hens are provided with warm water. 





long run it probably will be more 
economical. To go into all the details 
of installation here is not the purpose 
of the writer. However, every dealer 
should have a copy of a manual pub- 
lished by the National Domestic & 
Farm Pump Manufacturers Associa- 
tion, 39 South LaSalle Street, Chicago 
3, Ill. This manual provides a guide 
which is invaluable to the dealer in 
conjunction with his sales and installa- 
tion work. 


Profits from Water 


What has been said thus far has 
been predicated largely upon estimates 
of water required, selection of equip- 
ment, and installation. The factors 
involved in making the sale will pre- 
cede and become a part of this. They 
will be based primarily and most effec- 
tively upon time and labor savings 
both in the home and service build- 
ings, in relation to cost, increased pro- 
duction made possible, human needs 
and their significance in sanitation, 
health, and better, more contented liv- 
ing. Factual data based upon each 
installation will be the clinching force 
in proving to the farmer what a profit- 
able investment a water system really 
is. 


Time and Money Saving 


These sales facts which follow are 
authentic and are gleaned from much 
research, experiment and study of ac- 
tual cases. Let us consider time sav- 
ing. First, however, we must know 
that the use of water increases two to 
four times on the average farm when a 
system is installed. Taking our illus- 
tration of 800 gallons per day, let us 
reduce this to 400, or what was used 
formerly. To ‘pump by hand the 
amount of water with average pump- 
ing equipment would require approxi- 
mately four hours of work. A pump 
with a 4 hp. motor will deliver this 
amount in one hour. 

Figuring labor at 75¢ per hour, hand 
pumping will cost $3.00. A 4 hp. motor 
will consume about 4 of a kw.-hr. of 
electricity to do this work in one hour. 
With electricity at 4¢ per kw.-hr. 
(higher than the national average), the 
cost would be one cent. Doubling the 
water use to 800 gallons, the cost for 
electricity would be two cents. It 


(Continued on page 170) 


. «+ WILL MAKE this once familiar chore 
rare as more farmers install systems. 
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Out of a nine week pioneering campaign on 
electric clothes dryers conducted in Connecti- 
cut by the United Illuminating Co. has come a 


promotional pattern for the rest of the nation, 
| h p f} RYE Q the symbol of the “Unemployed Clothespin”, 
and a lesson in how to run a sales meeting 


THIS WAS A SKIT from U.I.’s highly successful dealer presentation. The sun was shining when the young woman prepared to hang out her laundry. 
Then it suddenly began to rain and as water cascades down the window she asks, ‘‘What do | do with these damn clothes now?’’ 
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CLOTHESPINS, king-size or regular, have been thrown out of a job by the 


electric dryer, according to United Illuminating officials. 


Left to right: 


E. H. Dowson, merchandise manager for New Haven; K. B. Morgan, ad 
agency representative; C. A. Williams, vice-president; Larry Dunn, general 
merchandise manager; and K. B. Batchelor, display supervisor. 


peo ordinary clothespins 


were the symbol. Appliance 

dealers in New Haven and 
Bridgeport, Conn., picked them out of 
their mail one morning last fall. At- 
tached to each was a card bearing the 
single sentence, “He’s going to quit 
September 1st.” 

On the following day they saw the 
first of a series of unexplained news- 
paper advertisements, each a drawing 
of a clothespin inscribed, “Unem- 
ployed.” 

The morning mail on the third day 
brought still another clothespin and 
an obscurely worded invitation to a 
meeting at the auditorium of the 
United Illuminating Co., local utility 
for New Haven and Bridgeport. 

Thus did the power company pre- 
pare to launch what may well have 
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been the nation’s first large-scale auto- 
matic electric clothes dryer campaign, 
a campaign which in its planning and 
execution has set a pattern now being 
followed in other parts of the nation. 

The clothespin, brain child of Kemp 
B. Batchelor, utility display manager, 
was the key, the gimmick, the come-on, 
and the angle around which the whole 
promotion was built. It was a tangible 
device upon which to hang selling 
ideas and activities. 


Limited Aims 


Laurence Dunn, United Illuminat- 
ing’s merchandising manager, knew 
before the campaign started that they 
wouldn’t sell thousands of dryers. That 
wasn’t the aim. They did want to in- 
form the public about dryers and their 
utilitarian value, to make people 
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DEALER-MANNED displays in the utility lobby were seen by 175,000 pros- 


pects, resulted in some phenomenal sales of all types of appliances. 


took turns on the floor. 


Dealers 


One salesman proved so effective that when he added 


up the results of a single day’s efforts, he found he had sold $3200 worth of 


appliances. 


conscious of the dryer’s existence. If 
they could. sell one or two in each 
neighborhood that would be enough to 
keep interest alive. Owning consumers 
themselves would help to spread the 
dryer story. Actually, not more than 
200 dryers were sold during the nine 
weeks of the promotion, but Dunn ex- 
pressed himself as satisfied. “The cam- 
paign did more than anything else we 
had done since the war,” he said, “to 
promote better living electrically. I 
don’t think there’s any doubt about 
the people of New Haven and Bridge- 
port being dryer conscious today.” 
Mistakes were made, U.I. officials 
readily admit. More than 200 dryers 
could have been sold, even this early 
in their product history, if the in- 
evitable errors which always accom- 
pany a pioneering effort could have 


been avoided. But the mere fact that 
the promotion is being copied by others 
attests to the fact that its successes 
outweighed its failures. 


Campaign Foundation 


Obtaining dealer support for the 
promotion of clothes dryers presented 
more than the usual difficulties. Any 
relatively new appliance requires pio- 
neering—and pioneering is notoriously 
unremunerative. Hence, the first step 
in the effort was to overcome a natural 
lack of dealer enthusiasm and get mer- 
chants solidly behind the promotion. 
This had to be done at the dealer meet- 
ing. To make certain that it would be 
done, the meeting was planned with 
all the care and rehearsals of a Broad- 
way production. The result was some- 

(Continued on page 182) 
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Making the 
Most of Small 
Appliances 


At Scruggs, Vandervoort and Bar- 
ney, St. Louis department store, 
they moved small appliances out of 
the shade of major items, gave them 
their own department and their own 
sales staff. Result: An annual vol- 
ume of $150,000 


By ROBERT LATIMER 








SPECIALTY SELLING applied to small appliances is the secret of this saleswoman’s— and Vander- 
Because she sells only low-commission housewares and traffic appliances, she’s as 
eager to sell this mixer as most salesmen are to sell a washer. 


voort’s — success. 








TRAINING SALESPEOPLE has been an important part of small appliance buyer 
James Trenor’s plan to increase traffic appliance volume. Here he points out a 
wafflemaker timer to two members of the sales staff. 
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ELLING a yearly volume of 

$150,000 in small appliances isn’t 

too difficult a proposition pro- 
vided the management goes about the 
job in a “specialty manner”, according 
to James Trenor, housewares and 
small appliance buyer at Scruggs, 
Vandervoort and Barney, St. Louis, 
Missouri. 

Trenor, a veteran of many years 
with traffic appliance merchandising, 
amazed the management of the St. 
Louis department store during 1948, 
when his department produced $150,- 
000 in small appliance sales on some- 
thing like a million dollars in total 
appliance volume. This was all the 
more remarkable, Trenor pointed out, 
in that most of it was accomplished at 
a time when the small appliance mar- 
ket was characterized as “nearing 
saturation” or “overstocked.” Never- 
theless, toasters, waffle irons, coffee 
makers, sandwich grilles, juicers, mix- 
ers and a dozen other small appliances 
kept moving out of the store during 
all of the year past. 

The entire secret, Trenor reports, 
is found in recognizing small appli- 
ances as a specialty sales operation, 
giving them the benefit of concen- 
trated position, sales technique, and 
placing them in the hands of the right 
people. “There’s no black magic to 
boosting the turnover of small appli- 


MAY, 


ances, as long as the dealer figures out 
what’s holding up volume and corrects 
it carefully.” 

Over a period of several months 
Trenor pulled a complete switch from 
past appliance merchandising meth- 
ods in the St. Louis store. His first 
step was to study location of the de- 
partment, from both a traffic and sales 
personnel standpoint. He found that 
small appliances, located in the rear 
or at one side of the major appliance 
department, were distinctly over- 
shadowed ; that people coming into the 
former major appliance section loca- 
tion were likely to give all of their 
attention to new developments in re- 
frigerators, automatic washers, dryers, 
etc., unless they came in specifically 
in search of a small appliance. “Keep- 
ing small appliance displays alongside 
major appliance layouts had the effect 
of making the traffic appliances look 
like accessory items,” the buyer pointed 
out, “and few people would give them 
any attention. There was always some- 
thing new and different in major ap- 
pliances to take up the visitor’s time.” 

Another serious drawback to small 
appliance success, Trenor discovered, 
was that few specialty salesmen in the 
major appliance department would de- 
vote much time to suggesting and 
selling a waffle iron or toaster. Each, 
instead, was intent upon selling the 
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INDIVIDUAL SECTIONS are provided for appliances of similar uses in the attractive small appliance department of the store. Staggered glass shelves enable the 
store to avoid the row-on-row appearance which is frequently the result of unimaginative small appliance display, and which tends to become monotonous. Inventory 
includes two price lines, budget and deluxe models. 


big-ticket appliances which brought in 
maximum commission returns, and 
literally afraid to tie up too much time 
in demonstrating a mixer, for fear he 
would lose a refrigerator or home 
laundry sale. “It was the old story all 
over again,” Trenor said. “Salesmen 
in the major appliance department, 
like everyone else, are interested in 
making money, and can hardly be ex- 
pected to spend as much time selling a 
$39.50 mixer as a $355 refrigerator.” 


Happy Divorce 


The conclusion here was obvious. 
First, the St. Louis department store 
“divorced” the small appliance depart- 
ment away from major appliances 
completely, moving the entire stock to 
two handsome new display rooms in 
the housewares area. These consist of 
eye-catching blonde wood -wall-and- 
counter fixtures, angled around a 
corner of the floor to provide 60 con- 
tinuous feet of display space. Over the 
wall space, a series of staggered glass 
shelves were built, set at varying ele- 
vations and distances, so there is none 
of the usual monotonous row on row 
appearance frequently associated with 
small appliance display. Each section, 
however, carries only one type of 
small appliance, with a dozen coffee 
makers here, 15 samples of toasters 
there, and so forth down the wall. 
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“This means that a customer can stop 
at one point and see all of the brands 
and price lines which cover a specific 
appliance,” says Trenor, “making her 
own comparisons without a lot of ex- 
tra steps.” 

Extra stock space is incorporated in 
the counters beneath, enough to re- 
stock the display shelving for a day’s 
sales. Out in front are block-shaped 
display tables with an elevated center 
shelf for highlighted, popular models. 
With these display advantages, the St. 
Louis store shows more than 200 small 
appliances at all times. 

The next step was skillful, aggres- 
sive selling. Where big-ticket major 
appliance salesmen would ignore small 
appliances, housewares salespeople 
would find them the largest unit sale 
possible, and could be depended upon 
to push their small appliances hard, 
Trenor reasoned. Thus, instead of ap- 
pointing two or three specialty sales- 
people to handle the small appliance 
department, he trained 28 salesmen 
and saleswomen for the job, “Every- 
body in the small appliance and house- 
wares department is entitled to sell 
small appliances,” he says, “and every 
one is ready and anxious. To make 
this easy, we put the whole sales force 
through a series of small appliance 
training classes once a month, plus two 
sales meetings per week on the floor. 
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One by one we took up the points of 
each small appliance, put it through its 
paces, discussed best selling methods, 
and made sure that every salesperson 
knew all there was to know about that 
one.” 

Training classes were held at Union 
Electric Co., the local utility, where 
expert home economists lectured; in 
distributor’s showrooms, where manu- 
facturer’s representatives took over the 
chore, and in the store itself. “We 
found a lot of enthusiasm we hadn’t an- 
ticipated,” the St. Louis buyer says. 
“Most of our salespeople who had had 
no previous chance to sell $30 and $40 
appliances jumped at the chance.” 


Quick to Sell 


It didn’t take long for Trenor to 
develop an on-their-toes staff of sales- 
people, quick to suggest and sell all 
types of small appliances to customers 
in the housewares department. He 
helped them by grouping the traffic 
appliance display near the kitchenware 
departments—so that it was easy for 
the customer buying cutlery, for ex- 
ample, to be steered over to the small 
appliance section to look at juicers, 
mixers, etc. Paid a commission on 
sales, the housewares personnel re- 
sponded mightily; for a single appli- 
ance sale might net as much on their 
books as a half-day’s sales of “kitchen 


gadgets.” “Now, all the salespeople 
bring up the small appliance topic 
with their customers as soon as they 
determine which is likely to interest 
the prospect,” Trenor says. “We’ve 
made it easy to give active demonstra- 
tions of all, with plenty of electric out- 
lets, actual foods, etc., to glamorize 
the operation.” 

Another important switch which 
helped Trenor to build his $150,000 
volume in small appliances has been 
setting up the inventory to include two 
price lines, a top-notch, expensive 
model, and a low price model in each 
type of small appliance. “The secon- 
dary price line helps us to make sales 
where too stiff a price might lose it.” 

The buyer sees to it that small appli- 
ances get regular space in window dis- 
plays, always active with mixers run- 
ning, juicers revolving, toasters pop- 
ping up dummy slices of bread, etc. 
His fine record with small appliances 
has earned the department plenty of 
consideration. Newspaper advertising 
has been increased heavily on traffic 
appliances, and space allotments re- 
cently permitted building a more at- 
tractive, larger shop. All of the 28 
salespeople on the floor are vigorously 
selling—and with plenty of aid from 
this source, the St. Louis store is 
selling a record volume of small ap- 
pliances. End 
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HEAVY TRAFFIC at all times is the rule in Weingarten’s many stores. The appliance department in the HoméliiCenter, “a 
store within a store,’ receives the full benefit of such shopping crowds, who can find almost everything fdiilithe home. 


me 


The Houston, Texas, food chain of J. Weingarten, Inc., wanted to sell 


refrigerators as well as rutabagas, but they didn’t want the two con- 


PAGE 


APPRO 
ian e 


58 








sete. 





















ATELY ONE THIRD of the space allotted to the Home Center unit of a Weingarten store is occupied by the 
partment. The ‘‘assembly line’’ method of display affords the shopper an easy and rapid method of shopping. 


APPLIANCE STORES 
In FOOD MARKETS : 











fused. So they set up separate appliance and housewares units 
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By A. B. WINDHAM 


is the history of Weingarten’s. 

One of the largest retail mer- 
chants in one of the South’s largest 
cities, J. Weingarten, Inc., has kept 
pace with the phenomenal growth oi 
the Texas giant which sprang from 
the oil fields and cattle ranges. 

The number of electrical appliances 
which this mighty Houston firm sells 
annually is almost unbelievable. And 
back of it all is an idea which has not 
only caught the public fancy but which 
has proved a substantial and profitable 
development in progressive retailing. 
Indeed, the Weingarten system of sel- 
ling is a tailor-made program designed 
to meet almost every need of tomor- 
row’s merchandising requirements. 

The pioneer idea which has been 
developed by this Texas firm consists 
of what might be described in a phrase 
as “a store within a store.” The Wein- 
garten Home Center units, now oper- 
ating in five of the firm’s 22 big mer- 
chandising establishments, are complete 
stores within themselves, handled on a 
separate basis from other store sec- 
tions, yet able to take advantage of an 
unending stream of traffic, a roll of 
long established customers and other 
factors which the company offers shop- 
pers. 


a | “HE history of Houston, Texas 


Unusual Business Venture 


The establishment of the Home 
Center idea was a somewhat daring 
business venture when it was put into 
operation back in March, 1947. Wein- 
garten’s had been known to Houstoni- 
ans since 1901 as a chain of food 
markets. The store owners decided 
that since they were so close to the 
buying public and particularly the 
housewife, they should complete the 
service by adding a line of household 
wares and hardware—an effort to pro- 
vide everything for the home from 
rutabagas to refrigerators. But the 
addition was not planned on a minor 
scale nor as a sideline. It was to bea 
complete home furnishings store where 
suburban housewives could at one time 
do their shopping for the regular occa- 
sional household merchandise and at 
the same time, shop for, look at or 
purchase more durable equipment. 
Since this idea could hardly be carried 
out by setting up a department or 
series of departments within the store, 
the heads of the firm conceived the 
idea of creating an entirely new store 
for such sales, but to retain the same 
traffic and growing customer list. Thus 
was born the “store within a store” 
idea, 


Acceptance Came Fast 


The basis of any good home furnish- 
ings store is a top-notch appliance de- 
partment, as the Weingarten heads well 
knew. They spared no time nor effort 
to make theirs one of the best. Calling 
in a young Houston business man, 
David M. Daum, a veteran of 13 years 
experience in the appliance and retail- 
ing field, they launched the new project. 
Mr. Daum obtained the complete Hot- 

(Continued on page 186) 
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By HOWARD J. EMERSON 


GROUP of more than 450 
A eoniiance dealers in Southern 

California have been making 
money selling home freezers during 
the last two years, and their potential 
market is still to be realized. During 
this period, in which they were being 
trained by Philco distributor Gough 
Industries, Inc., they rang up a total 
of more than $4,000,000 gross from 
freezer sales. They achieved this 
freezer sales volume during a period 
when the industry changed from a 
sellers’ to a buyers’ market, and they 
did it in an area where the sales of 
home freezers by the industry as a 
whole is far below the national aver- 
age. 

Without detracting from the per- 
sonal efforts and cooperation of the 
individual dealers, it can be said that 
the success in this promotion and 
selling of home freezers was the result 
of the’ foresightedness and sales mind- 
edness of their distributor, Gough In- 
dustries, Inc., Los Angeles, which 
organized and executed one of the 
most comprehensive home freezer pro- 
motional campaigns in the country. 
This company, under the guidance of 
Phil Gough, the West Coast merchan- 
dising wizard who built the former 
Listenwalter & Gough concern into 
one of the largest appliance and elec- 
-trical supply wholesaling firms in the 
nation (1948 volume over $15,000,- 
000), and with the general manager- 
ship of former NEWA chairman 
Ernie Karsten, and under the direct 
supervision of Gough vice-presidents 
Harry Shane and Tommy Bell, the 
company’s line of Philco home freez- 
ers received a promotional treatment 
that was in itself a textbook for post- 
war selling of home freezers by dis- 
tributors. 

At a time when much of the indus- 
try looked at the war-time backlog for 
home freezers as a satisfactory market 
potential, Gough Industries looked 
years ahead and made it pay off in 
immediate sales for its dealers. This 
company looked at the home freezer 
as a long range, high volume, steady 
profit, specialty appliance which de- 
served the backing of every sales and 
promotional effort in the know-how of 
the appliance industry. The Gough 
management believed that above and 
beyond the wartime-created market for 
freezers there was a much larger, and 
more sound and profitable, market that 
could be reached through the specialty 
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A DISTRIBUTOR PROMOTES 


FREEZERS 
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FREEZER SELLING is easier, says this dealer, following attendance at Gough Industries’ training courses. Eminger, his wife, 
center, and salesperson Imogene Burrows, right, show how sales floor Philco is used by the family as their own freezer. 


Long range, fully-developed 
sales promotional program 
for home freezers is making 
sales for dealers of Gough 


Industries, Inc., Los Ange- 


les, Calif. 


This is the second of a series on 
The first, 
“Breaking the Freezer Jam,’ appeared 


freezer merchandising. 


in the February, 1949, issue 


selling efforts of its dealers. So Gough 
Industries went about the development 
of this market in two stages—one di- 
rected at the freezer dealer and his 
sales staff, and the second designed to 
hit the prospects with a variety of 
high-powered sales ammunition. 
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Stage one, the development of the 
franchised freezer dealers and their 
sales staffs for the specialty selling of 
these products, was under the super- 
vision of Harry Shane. This: man’s 
ability and willingness to look at home 
freezers as a potentially high-volume, 





AT DEALER LEVEL the Gough Industries’ promotion shows in this 
display of slogan banners in the window of dealer C. E. Eminger, 
Pasadena, Calif. Well established as a washer headquarters, 
Eminger was turned into equally effective freezer outlet. 


steady profit appliance spark-plugged 
the early days of the Gough promo- 
tion. He believed that, given the de- 
sire—through personal knowledge of 
the value of a home freezer; the tools 
—thorough sales training, display 
(Continued on next page) 
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A Distributor 
Promotes Freezers 


(CONTINUED FROM PRECEDING PAGE) 


knowledge, demonstration techniques ; 
and the ammunition—advertising, pro- 
motions, tie-ins, contests, etc.—his ap- 
pliance dealers could do an outstanding 
job of selling home freezers. And he 
proved it. 

Shane knows why he went into the 
promotion of freezers so heavily: “The 
distributor must help his dealers de- 
velop their market for home freezers. 
While it represents one of the most 
useful and most profitable appliances 
the customers can have in their homes, 
and while I believe that home freezers 
are a business that will develop faster 
than any other appliance, it is not yet 
a demand item. While it would de- 
velop on its own momentum, it would 
take too long and would be too costly 
for the dealer and distributor to han- 
dle. We have to sell the public on the 
idea of using frozen foods, must show 
them the advantages in living and the 
great savings in cost that come 
through owning a home freezer, and 
then there must be a thorough know- 
ledge of the brand of freezer being 
sold. It is too large a job for the indi- 
vidual dealer. Supplementing the fine 
work being done in some communities 
by the utilities and the trade associa- 
tions, and by special groups such as 
our local freezer distributors commit- 
tee (Breaking the Freezer Jam, EM, 
Feb. ’49, p. 59) there must be a well- 
developed and adequately-financed pro- 
gram devised and carried out by the 
distributor from the moment he gets 
his franchise through to the closing 
of the sale and the follow-up with 
service,” 


The Desire to Sell 


Shane was able to put his thoughts 
into action with a program that in- 
cluded three types of dealer and sales- 
man training, two types of consumer 
training, a 1948 freezer advertising 
and promotion budget of $140,000, 
plus his firm’s cooperation with the 
local distributor’s campaign. ; 

Shane’s approach to the problem of 
increasing his dealers’ freezer sales 
was based on his idea that there was a 
definite parallel between the basic at- 
titudes of both salesmen and prospects 
toward home freezers—through ignor- 
ence of the product, neither believed 
in the inherent value of a freezer, 
therefore the salesman was unwilling 
as well as incapable of selling, and the 
customer was unwilling to listen to the 
product story on freezers. So he made 
the education in the use-value of the 
home freezer the foundation for both 
his salesman and consumer training. 

Beginning in mid-1947, Shane or- 
ganized once-a-month sales training 
meetings for Philco-franchised dealers 
and their salesmen. Attendance has 
averaged 500 at each meeting. Begin- 
ning with a simple approach to the 
idea of owning a home freezer, Shane’s 
program continued on into detailed 
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PROMOTIONAL materials get an airing at one of Gough Industries’ meetings for dealers and salesmen. This distributor spent 
more than $6,000 on streamers, banners, posters, and mailable literature to promote home freezers. 








ATTENDANCE is evidenced by this photo of Los Angeles area dealers and sales- 
men attending one of the Gough Industries freezer promotional meetings. Complete 
freezer sales training program prepared these men and women for intensive selling. 


training in the selection, preparation 
and packaging of foods for freezing, 
length of time for storage, and the 
preparation of frozen foods in cooking. 
With those fundamentals covered, with 
the purpose of creating a desire on the 
part of every dealer and salesman to 
own and use a freezer in his home, the 
Gough Industries courses continued 
with training in the presentation of the 
freezer story to the consumer and then 
on into the product story. The dealers 
and salesmen then learned the types 
and values of the promotion and ad- 
vertising campaigns that were being 
instituted by Gough Industries and 
Philco, and were shown how to make 
use of these helps to build floor traffic 
and other freezer prospects. During 
the training series, a dealer and sales- 


man club was formed to create incen- 
tive and to keep Shane and his dis- 
tributor’s salesmen in close touch with 
the sales record of each dealer and his 
men. Some of these training activities 
are self-explanatory, but others closely 
related to the problems of home freezer 
sales training deserve closer study. 


The Desire to Sell 


Let’s move in on one of Shane’s 
sales meetings and see the approach he 
used to build such a large home freezer 
sales volume. In opening the course 
for a new group last fall he said: 

“T would like to show you how sim- 
ple it is to share in this wonderful, 
new, rich market for home freezers by 
following a few easy—very easy, sim- 
ple rules. Let me prove to you that if 
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you follow these simple rules, you can 
be in on the ground floor, and start 
cashing in right away. However, be- 
fore you can get your share of the rich 
profits in this virgin, fertile market, 
you must know the romance of freez- 
ing, the effect commercial frozen foods 
have on our present day freezer mar- 
ket, and how frozen foods are quickly 
changing our living habits.” 

With frequent reference to the way 
a freezer is u ed in his own home, 
Shane builds his basic story of the ro- 
mance of living that comes through the 
use of a freezer—specifically what it 
will mean in the life of each dealer 
and each salesman in the room when 
he owns and uses a freezer. He paints 
a glowing, but true picture of the time 
saved in shopping and the ending of 
what he calls the boring, fatiguing 
weekly routine of marketing, with its 
waiting in line and the picking and 
choosing of small quantities of pro- 
duce. He describes the pleasures of 
meal planning when infinite variety of 
quality foods are within arm’s reach 
in the home. He gives detailed but 
interesting analysis of the economy 
factor—where savings are made in 
quantity purchase of seasonal foods, 
large unit buying of commercial frozen 
foods, in the vegetables and fruit from 
one’s own garden, and in the freezing 
and storage of leftovers. He tells from 
his own experiences how ice-cream is 
purchased in bulk, how he gets quality 
poultry for all year by buying in sea- 
son. He gives a quick outline of the 
arrangements that have been made 
with a local frozen food distributor for 
bulk purchases. He gives a punch to 
his story on how pastries, rolls and 
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CROWN CLUB membership is awarded dealer’s salesman 
who has produced $1,000 volume in sale of Philco home 
freezers. Lapel pin is gold replica of display crown pinned 
to rostrum. Awarding pin, right, is Gough’s former vice- 
president, Harry Shane. 


bread can be frozen and stored by 
letting the dealers and salesmen know 
that they are to be served frozen- 
stored pastries as part of the refresh- 
ments after the meeting. 

Shane closes his effort to create a 
desire to sell freezers as well as to own 
and use them with: “I hope I have 
made a case for you for frozen foods 
as a modern blessing, as a true step in 
the direction of progress—progress 
towards better diet and more pleasant 
living, with appeal to the pride of the 
good cook, and with a vast saving of 
time and true economy in their pur- 
chase and use.” 


Willingness to Sell 


Realizing that the desire to sell 
freezers can be stymied by a fumbling 
for the right approach to selling, 
Shane’s training program for dealers 
and salesmen moves on to methods of 
showing the consuming public the 
romance of frozen foods, ways of cre- 
ating in the consumer a desire to buy 
a home freezer. As Shane explained 
it at his training meetings: “Perhaps 
it is too bad that we as freezer sales- 
men and dealers must dramatize and 
promote frozen foods in order to sell 
freezers. The fact remains, however, 
that the opportunity to talk, to explain, 
to romanticize frozen food is as yet 
your best sales approach. Always keep 
in mind that people will never buy a 
freezer just for the sake of having it 
in their homes, that mere ownership 
will mean nothing to them except that 
they-are.out the money it costs. So I 
would approach the sale of a freezer on 
the basis of what it can do for them; 
my store procedure would be built 
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freezers. 


around informative and educational 
procedures as the basis of my promo- 
tion. And now that we have seen for 
ourselves how important frozen foods 
are to the sale of home freezers, let’s 
see what should be done to go about 
selling the freezers. With your per- 
mission I would like to use the phrase 
‘If I were a Philco Home Freezer 
dealer : 

‘1. I would realize that the best way 
to learn how to prove the home 
freezer story to others is for me 
to use one in my own home. 

‘2. I would take a real interest in 
how that freezer is used in my 
home, and I would watch for 
significant things in its use that 
would give me sales ammunition. 

‘3. I would familiarize myself with 
frozen foods in just as many 
aspects as possible, including 
prices, brands, varieties and 
also procedures for freezing, 
handling and serving.’ ” 

The continuation of Shane’s “If I 
were a dealer” provides a pertinent 
basic course in freezer merchandising 
that has been used successfully by 
most of the Gough-franchised dealers 
which he has trained, and it has been 
copied freely by many a competing 
dealer. He tells the group of dealers 
and salesmen that, if he were a dealer, 
he would: 

1. Keep in operation every home 
freezer on the display floor. Every 
freezer would be nearly half full of a 
variety of frozen foods, with the date 
on each package showing when it was 
put in. These foods would represent 
many kinds and varieties, including 
fruits, vegetables, berries, meats, ice- 
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GOOD WORK by salesmen and dealers is rewarded by dis- 
tributor Gough Industries. Crown Club president’s cup is 
awarded to dealer, left, by Shane, right, for year’s best 
program of advertising and sales promotion of Philco 


cream, bread, cakes and butter, and 
each would be an automatic starter for 
sales talk during any demonstration. 
Furthermore, as packages get torn or 
dirty, take that food home for use and 
replace it with fresh packages. 

In at least one freezer on the floor, 
keep a serving section where a variety 
of popsicles, ice cream cones or sand- 
wiches, some dry type of cake such as 
angel food, which could be offered as 
refreshments while the prospect is 
listening to the sales story. 

2. Never put an empty home freezer 
into the window. It should always be 
nearly full, at least with dummy pack- 
ages so that the viewer immediately 
associates the freezer with the posses- 
sion of that wide variety of foods in 
her home. 

3. Put large, prominent price tags 
on every home freezer in the window 
and on the display floor. Most people 
think that freezers cost much more 
than ‘they do. 


Hit All the Angles 


4. From every angle, reach the pros- 
pect with a different and catchy mes- 
sage that will carry another point that 
builds her knowledge of home freezing 
and thus helps to create the desire to 
buy. For example, above the freezer 
display, put a sign reading “Eat Better 
For Less Department”. Get across 
another idea with “Frozen Foods Re- 
quire Only About Half the Cooking 
Time of Other Foods” and “Com- 
mercially Frozen Foods Require No 
Washing, No Cleaning to Prepare for 
Cooking” to emphasize the time-saving 
feature to the tired shopper. A sign 
elsewhere reading “Frozen Foods 


Look Better on Your Table, Taste 
Better and Have More Food Value” 
to impress the woman who is proud of 
her home and the table she prepares. 

5. When credit regulations permit, 
use the free-frial installations to get 
freezers into the home and to speed 
up the prospect’s knowledge of how 
valuable the freezer can be. While the 
freezer is on trial, keep in touch with 
the prospect and suggest many ways 
in which the freezer can be put to use 
—that will improve its value and help 
to anchor it in that home. And try to 
use the smallest size freezer on free 
trials so that it impresses the prospect 
with how quickly it can fill up—that 
increases the chance of selling the 
customer a larger freezer when the 
final sale is made, too. 

6. “Arid, if I wanted to be the lead- 
ing freezer dealer in my community,” 
Shane advised his dealers and their 
salesmen, “I would get together a list 
of about 10 to 20 women’s clubs, sew- 
ing clubs, church groups, etc. As soon 
as I had a date established for a group 
to meet in my store, I would contact 
my Philco home economist and ar- 
range for her to put on the frozen food 
demonstration for me, particularly as 
I knew that the distributor would ab- 
sorb the cost of the home economist as 
well as the food used in the demon- 
stration. My only obligation to the 
women attending the demonstration 
would be to donate $5.00 or $10.00 to 
their club treasury from each sale 
made.” 


The Ability to Sell 


Supplementing Gough Industries’ 
efforts to make its dealers and dealers’ 
salesmen want to sell home freezers, 
and to make them willing to sell, is 
further training that gives them the 
ability to sell by providing a sound 
knowledge of freezing and of freezers. 
Using the staff economists, Shane pro- 
vided interesting and factual demon- 
strations and talks which show the 
men why foods stay fresh when frozen, 
the temperatures for freezing and 
storage, the various methods of pre- 
paring foods for freezing, and the way 
to package. Then the dealers and their 
salesmen are given the product story. 
They are shown how the freezers 
work, the various elements and fea- 
tures that can be used as sales points, 
and how to judge the size needed for 
each prospect. 

While the training of dealers and 
salesmen was taking place, Shane 
turned loose the full force of Gough 
Industries advertising and promotion 
department to reach the public with the 
freezer story to back up the dealers’ 
display and sales efforts. A force of 
20 well-trained Gough salesmen was 
available to work with the dealers 
throughout the territory, helping them 
make the best use of the general pro- 
motions and specific displays. And to 
keep up the salesmen’s interest in the 
sales of freezers, Shane created the 
“Crown Club.” 

Advertising under the Gough and 
Philco names was supplemented in 
Shane’s program by an extensive co- 
operative advertising program in 

(Continued on page 164) 
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FOOD PREPARATION TAUGHT: Mrs. Kiene gives a homemaker pointers on meat 
cookery. Similar personal advice on all aspects of food preparation, cooking and 
kitchen management was given the families participating in the nutrition study. 





FOOD SELECTION GUIDANCE was given to homemakers participating in year- 
long family nutrition study to enable them to get greatest value for their food 
dollar. Here we see Mrs. Julia Kiene, director Westinghouse Home Economics Insti- 
tute, shopping with one of the homemakers. 


PAGE 62 





“They Never Suspected” 


Westinghouse helps families find higher physical 
well-being with adequate nutritional 





practices 


By ANNA A. NOONE 


N extensive educational program 
A« acquaint millions of people 
with the importance of adequate 
nutritional practices, sound kitchen 
management in buying, preservation 
and preparation of foods to improve 
the physical well-being of the Ameri- 
can family, was announced recently by 
Mrs. Julia Kiene, director, Westing- 
house Home Economics Institute, as 
the result of a year-long human nutri- 
tion study carried on jointly by Mrs. 
Kiene and Dr. Pauline B. Mack, di- 
rector, Ellen H. Richards Institute, 
Pennsylvania State College. 

Editorial and teaching aids are go- 
ing to more than 15,000 home eco- 
nomists in schools, colleges and utili- 
ties through the country, acquainting 
them with the findings of the study. 
Copies of a 48-page reference manual, 
entitled “They Never Suspected” and 
a four-page Fact Folder are also avail- 
able, outlining the complete find- 
ings of the study, plus 36 master menus 
with enough alternate suggestions to 
provide a choice of 78,650 different 
meal combinations. These menus were 
taken from Westinghouse’s Health- 
For-Victory wartime program. They 
were pretested by Dr. Helen A. 
Hunscher, nutritionist and head of the 
Home Economics Dept. of Western 
Reserve University, and were passed 
by a taste-testing jury. They were 
also tested for ease of preparation. 

A full schedule of advertising to tell 
the story in home economics magazines 
is planned, and Ted Malone, Westing- 
house radio story teller, will broadcast 
results of the study on his ABC radio 
program. In addition, Westinghouse 
district home economists and utility 
and distributor home economists will 
carry this family nutrition story to 
audience groups and on the radio. 
Visual aids are also planned for use 
with audience groups and television 
presentation. 


The Study 


“The study,” said Mrs. Kiene, 
“might be capsule-described as ‘A 
Study in Human Frailties’, and was 
made to find on a scientific basis what 
effect a combination of proper food 
selection, food storage and food prep- 
aration would have on a group of 
American families economically above 
the average. 

“Tt is the first investigation of its 
kind in the field of human nutrition 
where food habits of a group of 
families were studied to find whether 
it was possible to raise the family level 
of physical well-being by following a 
recommended nutritional program. 
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Previous food habit studies made no 
effort to measure the extent of physical 
improvement possible by bettering food 
selection and kitchen management,” 
Mrs. Kiene pointed out. “And it 
showed that homemakers who give 
little consideration to good food selec- 
tion and who plan their kitchen work 
and meals haphazardly, not only do not 
feed their families the food needed for 
good health, but actually spend more 
time doing kitchen chores.” 

Pennsylvania was chosen as the 
locale of the investigation because of 
the availability of complete nutrition 
tests and examinations, and because 
this region is not known as an area of 
substandard diet. Sixty-four families 
agreed to cooperate in the investiga- 
tion. These families included 239 in- 
dividuals whose ages ranged from 
15 days to more than 74 years. The 
average family unit size was 37 
persons. Families participating re- 
ceived no financial benefit. Coopera- 
tion was on an entirely voluntary 
basis. Apparent good health, a fair 
medium-sized income (no income was 
less than $2,500 and none was ex- 
tremely wealthy), and a fair educa- 
tional background (92 percent of the 
homemakers had at least graduated 
from high school) were the three main 
requirements. 


Nutrition Disregarded Toe Often 


Nutrition habits of these families 
were checked a week prior to the start 
of the study. They showed a general 
disregard of essential food values and 
of methods of storing and cooking 
foods to retain the maximum nutrient 
value. “Only 28 percent were eating 
sufficient food to meet recommended 
caloric requirements,” Dr. Mack stated. 
“Nor was sufficient quantity of any 
of the major nutrients—protein, min- 
erals or vitamins—being consumed by 
most of the family members. This was 
reflected in the initial medical, dental 
and nutrition tests given these family 
members. Several participants were 
found to be suffering from unsuspected 
nutrition deficiencies. The average 
initial medical. rating for the group 
was 79.5 based on a 100-point standard 
for excellent physical well-being. By 
the end of the study, however, the 
average medical rating for these fam- 
ilies increased substantially with indi- 
vidual ratings improving as much as 
14 points.” 

Improvement in physical well-being 
went hand in hand with a betterment 
in the selection and handling of foods, 
Mrs. Kiene pointed out. Consumption 

(Continued on page 176) 
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PAINT was chipped on this roaster shell, so Reichart’s 
routed it through its refinishing department—regula- 
tion spray booth, expert painting, it’s all in a day's 


work in this service department. 


SERVICE 
BEFORE DELIVERY 


Reichart Furniture Co., Youngstown, Ohio, spends 


$1,000 a month for pre-delivery service on new ap- 


pliances and radios, but finds the elimination of 


“‘“comebacks” and the return in customer confidence 


and satisfaction well worth the investment 


EICHART Furniture Co., at 241 

W. Federal St., Youngstown, 

Ohio, has in 12 years earned it- 
self an enviable position among the 
city’s leading appliance retailers. An 
“exchange” or a “come-back” is prac- 
tically heresy in the store’s thriving 
appliance department. 

“How come?” we asked L, E. Bar- 
bera, manager of Reichart’s appliance 
department. “What do you do that’s 
different, that keeps °em coming back 
for more?” 

He talked and walked at the same 
time, showing us through “the works,” 
the behind-scenes reasons for constant 
good traffic through appliance displays. 

“We've got a service department 
that gets in its best licks before appli- 
ances leave the store,” he pointed out. 
“Thus we achieve tremendous good 
will among many regular customers. 
Complaints are so few and far between 
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that they are practically unheard of 
around here. 

“In a nutshell, we spend the time and 
money to make sure that a refrigerator 
or a range, for instance, doesn’t turn 
up in the customer’s home chipped or 
with a broken part; a fine radio cabi- 
net doesn’t leave here with dust in the 
cracks, or smudges all over it, or with 
used tubes and so forth.” 

We saw this policy at work, back in 
receiving and shipping, and in the 
radio service shop and other areas of 
the store’s “innards.” 

Our first stop was in the paint shop, 
fitted out with a regulation booth for 
spray work, a mobile power plant for 
compressing air, a plentiful supply of 
paints and sandpapér of various grifts. 
On a work table, nearly finished, was 
an electric roaster cabinet or housing. 

“What’s the story on this particular 
job?” we asked Barbera.. ° 
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A RECORDIO is given a good cleaning and polishing 
before delivery to a customer who, needless to say, 
will be pleased with the condition of the merchandise. 
This kind of ‘‘before”’ service eliminates bring-backs. 











THIS IRONER appeared to be working just right when 
a demonstration sold it to an appliance customer, but 
a close check-up revealed that a loose control arm 
would have given trouble during steady usage. 





L. E. BARBERA, manager of the appliance department,:demonstrates a refrig- 
erator that the service department thoroughly re-conditioned after a lengthy 
stay on the display floor. Result: real quality bringing top price, not a 
“floor sample” sale. 


“It’s more or less typical of the kind 
of service that is always in process 
here,” he replied. “This Westinghouse 
roaster came to us slightly chipped and 
damaged by shipping. We discovered 
it as soon as we had it out of its pack- 
ing, but thought it hardly worth a 
damage claim which is a lot of bother 
anyway. 


Went to Work on It 


“And we don’t believe in marking 
down on the price, either, so we de- 
cided to go to work on it. Now, to do 
the job right, we had to sand off the 
old finish completely, smooth it right 
down to the metal. Then we spray 
paint it, with a blue-tint white priming 
coat. 

“This prevents a yellow tinge later. 
After priming, we place it near or ona 
radiator to speed drying. With it still 
warm, we put on the final white coat 


and it is finished smoothly and gleam- 
ing white, just like it would come off 
the factory line. Then of course we 
assemble it with the hardware and so 
forth.” 

In another corner of the same room 
we saw supplies such as various kinds 
of furniture polish and cleaning oils. 
And here, too, a touch-up or refinish- 
ing job of another kind was in 
progress. 

A Wilcox-Gay Recordio was the 
subject. It had been on the floor for 
some time, Barbera reported, and the 
finish had become dull and dirty from 
customers’ handling and movement 
from one spot to another. With suit- 
able soft cloth, a worker was rubbing 
the cabinet down, removing all marks 
and bringing out a rich glow to the 
finish, 

“Before it came back here for clean- 

(Continued on page 96) 
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AROLD BAIM has what is 
H probably the cleanest set of 

china dishes on Long Island, 
New York. They get washed so often 
in his demonstration dishwasher that 
it is almost a wonder that the sheer 
“hydraulicking” action of the water 
alone doesn’t wear them thin, 

When he opened his store at 218 
Middleneck Rd., Great Neck, on 
January 6, 1947, Baim had no plans 
fer specialization in dishwashers, But 
within three months he was in dish- 
washers up to his neck and at this 
writing had sold some 300 units. 

He got into the business almost by 
accident. “My store had been open 
only a few weeks,” he says, “when a 
friend of mine who isn’t even in the 
appliance business said I ought to sell 
dishwashers. He had one in his own 
home and was crazy about it and 
pointed out that the large proportion of 
upper income homes in Great Neck 
made a natural market. And then this 
friend gave me my first lead, which 
turned out to be my first customer. 
Then I made a follow-up call on my 
first sale and got another lead which 
turned into another sale. And that’s 
the way it’s gone ever since.” 

Out of this initial experience Baim 
evolved one of his two cardinal dish- 
washer selling principles—use the 
user. “After every single installation 
I make a follow-up call,” he says. “It’s 
important to see that the buyer is happy 
and satisfied with the machine; it’s 
important to me to know that it is 
running correctly; and it’s important 
to get the buyer to suggest likely pros- 
pects.” 


Sales by Word-of-Mouth 


Sometimes, of course, Baim doesn’t 
even have to use the user directly. 
“From the beginning I tried to give 
good service and make a good installa- 
tion. I did everything to give satisfac- 
tion. Then recommendations started 
coming in to the store. Mrs. So-and-so 
would call up and say that Mrs. Brown 
had told her about her dishwasher that 
she bought from me. She’d like me to 
come out to her home and see if one 
could be installed there.” 

Word of mouth may be the most 
powerful advertising in the world, but 
Baim was careful not to overlook the 
more conventional means of giving the 
sales ball a push. When he first took 
on dishwashers he sent out 5,000 direct 
mail circulars. He still takes a quarter 
or half-page advertisement in every 
issue of the local weekly newspaper to 
tell his dishwasher story and to help 
sales of other appliances and television. 

While a large share of Baim’s dish- 


LOOKING IN BAIM’S STORE from the 
door shows a lot of appliances besides 
dishwashers. He does a big volume in 
refrigerators and clothes washers. 
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ROBERT W. ARMSTRONG 


washer sales come from user recom- 
mendations, also important are the 
sales that come from in-store contacts. 
Very few customers get out of his store 
without at least hearing the question, 
“How about a nice dishwasher today ?” 
Bain says it with a grin from ear to 
ear and in the same casual tone of voice 
that a grocer might use when recom- 
mending a head of lettuce. If the pros- 
pect so much as grins back she’s in for 
the complete demonstration. 


Dirty China Helps Sales 


Tucked in between the refrigerators 
on one wall are two live machines, a 
Dish-a-Matic dishwasher and Bendix 
clothes washer. The front of the dish- 
washer has been removed so that 
prospects can see the way it operates. 
Baim’s usual technique is to seat the 
customer in front of the machine and 
give a brief description of its features 
and operation. Then he starts pulling 
china out of it. Still talking, he smears 
each dish with lipstick, mustard or 
some other food substance from a 
handy “smear kit” and replaces the 
china. Of course, when the machine 
finishes its cycle the dishes are clean. 
By this time Bain has found out all 
about the customer’s home and is able 
to make a rough estimate on what in- 
stallation would involve. 

“Actually demonstrating the ma- 
chine isn’t nearly so important as the 
impression that a live piece of equip- 
ment makes on the customer,” he says. 
“They see it work. They see it do the 
job. That’s the important thing.” A 
sales talk helps, sure, but a working 
machine does most of its own selling.” 


Installation System 


Once the prospect has agreed to let 
him survey her home for installation 
he and his crew go to work, and here, 
incidentally, is where he saves a lot of 
sales, 

“T’ve learned this much,” he declares, 
“that the best way to sell dishwashers 
is to be able to promise full and speedy 
installation. In order to do this I long 
ago made a deal with a plumber. He 
gets all my work and is always imme- 
diately available. He, in turn, has 
made a deal with a carpenter and an 
electrician. If the job is going to be a 
tough one we all go out to the cus- 
tomer’s and estimate it and get the cus- 
tomer’s approval. When the job is 
finished the customer pays the plumber 
for installation. If a carpenter and 
electrican have been used he pays them 
out of his fee. The lady pays me only 
for the washer. The system has worked 
out exceptionally well, so well, in fact, 

(Continued on page 88) 


LOCATED NEAR THE REAR, Baim’s tele- 
vision salon takes advantage of the cur- 
rent high interest in TV by drawing pros- 
pects through the appliance displays. 
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PROSPECTS FOR TELEVISION at Service Hardware are di- 
rected to the basement studio by a sign over the crowded 
counters and sometimes get an assist, as in this case, from 
manager Mel Mortson. Lack of space made a first floor 


display impractical. 


ANY appliance dealers 
M throughout the country know 

the problem: a comparatively 
small store and a sales floor crowded 
with display stands with all kinds of 
merchandise. 

Maybe in one corner, or along one 
wall, you’ve lined up gleaming re- 
frigerators, home freezer cabinets, 
polished radio-phonographs, appliances 
that need not a great deal more to 
attract attention than the fact that they 
are out where they can be seen. 

And then along comes wonderful 
television. But how are you going to 
get some privacy, establish a selling 
atmosphere, encourage the prospect to 
relax and be sold, if you’re already 
practically out on the street with an 
Overflow of merchandise? 

Well, you could sacrifice some dis- 
plays on the first floor; throw up some 
thin partitions and enclose a modest 
television display. You might get 
quite a bit of traffic through it, but 
on the other hand, the chaff might 
hinder cultivation of the wheat—in 
other words, the mere sightseers might 
loiter around and discourage those who 
want to sit down and really talk tur- 
key, discuss the merits of a television 
set, view several programs, etc. 

“We considered the problem from 
every angle,” said Mel Mortson, man- 
ager of Service Hardware Co., Dun- 
kirk, N. Y. “When television became 
a reality in Buffalo, up the road 25 
miles or so, we realized a vast market 
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ON AN ISLAND in the middle of the cellar stock room is 
the television lounge, constructed of wallboard and studding. 
Mel Mortson conducts the customer inside to a homy at- 
mosphere and the quiet privacy needed for a good sales job. 


was opening up in our own backyard. 
“But how to tap it, that was the 
poser. We consider every square foot 
of our first floor well taxed and earning 
its rent, so changes up here were out. 
We looked around in the basement, and 
hit upon the solution. A little juggling 
around of stock, and we had an area 
about 18x18 ft., about right for display 
and secluded talk about television.” 


Basement Studio 


Service sales personnel spot the 
prospect going to the basement, or 
already have an appointment for a 
demonstration, and they go down to- 
gether. About midway back in the 
basement, on a raised section of the 
concrete floor, sits the “television 
studio.” 

Its walls are constructed of composi- 
tion board, easy to work with, and 
2 x 4 studding. The floor is painted 
red to brighten the interior a little; 
rafters of the floor above are covered, 
and the simulation of a regular sales 
room is complete. The decorative 
scheme is in pale green and white. 

Several table-top lamps are in cor- 












Television in the Basement 


Service Hardware Co. solved the small store's problem of crowded 


display space and the need for private television demonstrations with 
a special studio in the 


cellar of its Dunkirk, N. Y., store 


ners, shedding a soft light and inviting 
a feeling of being in one’s own home. 

“Here we are, then, away from the 
noise and confusion of our busy first 
floor,” explains Mortson. “Down here 
we can talk softly; we are not dis- 
tracted by passing customers who want 
to know what’s going on. We’ve cre- 
ated an atmosphere that is much more 
conducive to salesmanship, and sur- 
roundings that make the customer 
more receptive to us.” 

Folding chairs are on hand for posi- 
tioning in front of any of the six to 
eight television sets that might be dis- 
played at one time here. Mortson 
reports very good results with tele- 
vision merchandising through the use 
of this studio. 


Records Sell Hardware 


While we’re in the Service store, we 
learn that Mortson has done several 
other things that should be of interest 
to the electrical merchandising field. 
Take the time some months ago that a 
Buffalo district record distributor 
dropped in and talked to this enter- 
prising hardware merchant. 

“How about setting up a little record 
department here?” queried the dis- 
tributor. “You’ve got splendid traffic 
through your store, and I think that a 
competent sales force could turn over 
a sizable volume of records here, given 
half a chance.” 

(Continued on page 100) 








INSIDE THE DISPLAY ROOM are eight sets, all hooked up and ready for salesmen 


to demonstrate. 


The 18 x 18 ft. studio, says Morston (right), costs very little, 


eliminates the casual sightseers and avoids crowded aisles. 
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promotion of a line of medium- 
priced residential lighting fix- 
tures is making a regular profit and 
helping to build appliance floor traffic 
for County Electric Co., Escondido, 


(CF rresatio selection, display and 


Calif. With a stock of $750 worth of 
" residential fixtures, at cost, partners 
th Fred Bulmer, Mart Gehring and Chet 
White are getting a 4 to 5 times yearly 
turnover—roughly $4,000 to $5,500 
added gross volume to supplement their 
volume from their full line of West- 
: inghouse and other appliances and 
ond radio. In addition, special sales efforts 
he 4 on lamps are returning another $2,000 
° a year gross, 
ae Under certain conditions, residential 
om fixtures have a definite place in the 
. appliance dealer’s business, these part- 
=A ners believe. But there are conditions, 
si and County Electric has shaped its 
oon fixtures business to fit the situation in 
ol its trading area deep in the heart of 
San Diego County. 
ai. There must be an apparent and acces- 
i. sible market for residential fixtures to 
a warrant the appliance dealer making 
val the investment in stock and the expend- 
_ iture for displays, says Fred Bulmer. 
wt When County Electric opened its store, 
very few electrical contractors were 


stocking residential lighting fixtures 














and practically none had a display. Yet SELECTIVE LINE of residential lighting fixtures, displayed on a false ceiling over an array of traffic appliances and facing 
there was a sizable increase in the displays of portable and table radios, is the successful merchandising of County Electric, Escondido, Calif. Only medium- 
we number of contractors who were Hand- priced fixtures cre stocked. Partner Mart Gehring checks a price tag for a customer. 




















ral ling lighting installations for the many 
= new urban and ranch homes being built . 
- post-war in this predominantly avo- a ¥ e 
ba cado-growing area. There oan defi- ro its r om 
“4 nite need for a local stock and display 
~ of residential fixtures to serve the many 
4 small contractors whose volume did 
‘. not warrant maintaining a stock but 
Fic who needed a few fixtures for each 
' r job. Buyers of fixtures needed a local 
aes showroom, a place where they could : J J . R 
i go or be sent to compare sizes, types A sideline of residential fixtures can mean profits and added appliance 
and prices of fixtures either for new e . c 
homes or for remodeling and relighting traffic for the appliance dealer if he knows what type to stock and how to 
of their old homes. This need applied A 4 : R 
to the home owner, too, the one who display them, say the partners in County Electric, Escondido, Calif. 
made an occasional replacement of an 
old fixture, who would select the fixture tition from furniture stores, but pri- 
and do his own installation. marily because these lamps would re- 
Under those conditions, it was logi- quire floor and table display space 
cal for County Electric to include a which can be used more profitably for 
display of residential fixtures, if it the display of appliances and radios. 
could be done profitably. That brought County’s stock of ceiling fixtures, 
up the second condition which Bulmer incandescent and fluorescent, and their 
explained. The appliance retailer must lines of wall fixtures are displayed 
be able to display and stock a line of without upset to any major or traffic 
residential lighting fixtures at little or appliance. Along the left side of the 
no cost, if he expects to make money store, a false ceiling was built in at 
from it as a sideline. Only if the deal- nine-foot level, three feet below the 
er has the money, knowledge, market regular ceiling. At this height, flush 
potential and the willingness to put on or surface mounted fixtures can be seen 
specialty lighting salesmen, can he_ satisfactorily and the drop fixtures 
expect to compete with the average hang just above the height of a tall 
merchant electrical contractor. Be- man. Along the wall, a single row of 
cause the average dealer is not justified indoor, outdoor, bathroom and pin-up 
in going into the fixture business that fixtures are mounted at six-foot level 
steeply, he must be sure that he does so they may be seen at normal height 
not take space away from his appliances and so they may be turned on individ- 
for the display of a sideline of fixtures. ually. 
The type of display and the extent Fred Bulmer says that the small 
of the display at County Electric has appliance dealer must take other 
: MORE TRAFFIC for the major appliance displays and this small Westinghouse elec- been fitted into that condition. The factors into consideration if he wants 
tric kitchen are provided through the handling of lighting fixtures. Partner Fred store carries no table or floor lamps, his residential fixture line to serve 
‘ Bulmer gives a range demonstration. partly because of the intense compe- (Continued on page 190) 
iG 
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MRS. MAE JOHNSON of Oak Park, IIl., has demonstrated 25 years for the 
Chicago branch of Landers, Frary & Clark. 


yIM OGDEN of the J. L. Hudson 

i} department store, Detroit, has fre- 

quently said, “I like to see live 
demonstrations going on. They reach 
out and catch the interest of people who 
are passing like no other form of pro- 
motion,” 

Return of business to the serious 
side of selling is marked by the ap- 
pearance of demonstrators. Scarcely 
a company showing at the Chicago 
winter markets but was assembling and 
training a fleet of girls or men for this 
work, 

It looks easy. The woods are full of 
good retail saleswomen. But have they 
personality, stage presence? That’s an- 
other question. Can they talk? Again 
a question. Can they carry on without 
supervision? Too many girls blow up 
without it. Then, too, it is not simple 
to persuade women to leave behind boy 
friends, family or husband and take 
to the road. 

Veteran Cleo Foley, who heads up 
this activity for Ironrite, makes this 
comment on the selection of demon- 
strators. “Don’t hire married women 
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unless they really need to earn money. 
Older women are usually more free 
from home ties and more responsible. 
Of course they must have personality. 
They must be immaculate and demo- 
cratic. They must have a pleasant voice 


over a loudspeaker. It is in the unseen ° 


qualifications that you must use cau- 
tion. I find that if a girl has life in- 
surance, education and some of the 
attributes of a solid citizen, it means 
she has dependability. It is a good idea 
to check up on a girl’s credit standing 
for this very purpose.” 

There is a moral risk in demon- 
strators which sounds priggish, but is 
necessary to consider. Femininity is a 
very persuasive quality, yet it also is 
like a can of explosive gasoline. 
Women demonstrators who travel can- 
not do the things that men do simply 
because of their sex. 


Watch Your Step 


Said one authority, “Our women 
arrive in a town and are without super- 
vision during their stay. I am per- 
fectly willing that they go out with 





groups of people but they must not be 
alone with dealers, nor should they ac- 
cept any entertaining alone with people 
in the appliance industry. In the first 
place, dealers may have wives who are 
likely to be jealous of strange women 
on the loose. Secondly, any affair or 
tete-a-tetes with anybody in the in- 
dustry is likely to cause talk and affect 
their usefulness, I am not demanding 
this as a matter of morals, it is purely 
business. Drinking and love affairs 
have ended the usefulness of more 
demonstrators than any other factor.” 

The best routing of demonstrators 
entails giving them at least two days in 
a spot, maybe more. It takes the best 
part of one day to get acquainted. To- 
day’s directors do not ask for any of 
the old travel at night stuff, but permit 
the girl to take a day after she com- 
pletes one stand to get to her next 
destination. Few demonstrators have 
hotel trouble because the distributors 
and dealers have influence and can get 
them lined up. Distributors as a rule 
outline their routing, as they know 
conditions best. 


MAY, 


Smart manufacturers and dis- 
tributors demand that the dealer make 
arrangements in advance by way of 
advertising, direct mail. A high priced 
demonstrator must not go into a town 
cold. She is presented as offering a 
school, a clinic, or expert coaching. 
The dealer or distributor must have the 
utilities ready for her, such as elec- 
tricity, and water if needed; and must 
know the location of her pitch. Dealers 
supply the food. 

The best spots in stores are usually 
in the housewares department, near the 
elevators, or wherever there is a lot 
of traffic. A small appliance demon- 
strator declared that 11, 2 and 4, on 
Tuesday, Thursdays and Fridays were 
the best times of the week to put on 
pitches. But this varies with the kinds 
of crowds that are coming in. 

A demonstrator’s job is threefold. 
It consists in: 1. Training the dealers 
or distributors sales people. 2. Demon- 
strating to a group or special prospects. 
3. Helping the local people with tough 
problems. 


(Continued on page 92) 
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With Women ? 


NOTHING... At E. W. Edwards & Son in 

Buffalo, N. Y., a capable woman demon- 
strator-home economist is a pillar of | 
strength to salesmen and customers alike — 


co 











lis- 


wn 


gh NORMAN KIRCHNER, appliance department manager, Edwards, Buffalo, out- 
lines major appliance sales program and advertising for Mrs. Gravener, home 
economist and sales specialist. 
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TRAFFIC-BUILDING sales of small appliances are held to bring people into Edwards to see the kitchen managed 
by Mrs. Helen Gravener, here demonstrating electric range cookery in her own Home Economics department. 


. . ORMAN KIRCHNER, man- 
\ ager of the appliance depart- 
ment in Edwards, Buffalo, 
N. Y., works sales magic with his 
Home Economics Department within 
his sales organization. In a nutshell, 
he employs a highly experienced home 
economist in the capacity of demon- 
strator, in the store or the customer’s 
home, and as a go-between between 
salesmen and customers in general. 
“We set up our Home Economics 
Department in one corner of our sales 
floor some months ago,” explains 
Kirchner, “and it has accomplished 
wonders for us in cementing good will 
with customers who require a special- 
ized sales treatment—the kind you 
must sell a little further, even after the 
sale has been closed. 
“For instance, a customer buys an 








IN THE STORE, Mrs. Gravener’s experience in handl- 
ing appliances and people, too, comes in handy. 








electric range. The housewife is con- 
vinced that it is a very practical, lovely 
addition to the kitchen, but she pro- 
fesses a slight fear of tackling her 
cooking chores on the thing. There’s 
where our Mrs. Helen Gravener goes 
to work.” 

The salesman who closed the sale 
talks over the plight of the customer 
with Mrs, Gravener. She in turn calls 
the customer and makes an appoint- 
ment at her home for a get-acquainted 
demonstration of the new appliance. 

Mrs. Gravener then drives out to 
the customer’s home and _ literally 


makes herself at home in the kitchen, 
preparing a meal, cooking a special 
dish of some kind, or just going over 
points of operation of the range. At 
any rate, she leaves the customer feel- 
(Continued on page 94) 





THE NAME and address of a customer who just purchased an electric range and 
wishes a special demonstration in her home is given to Mrs. Gravener by 


John Hall, assistant sales manager. 
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MODERN FANS are assuming all shapes 
and sizes, such as this plastic Fanette 
made by the Fresh’nd-Aire Co. which 
can go right along in a traveling bag. 





tains comfort on a hot night. 


FANS GAN DO MORE 
THAN COOL THE AIR 





LACKING A WINDOW exhaust fan, this lady uses her air circulator, operating 
at low speed, to blow cooking odors and fumes out the window. 
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OLDEST AND BEST-KNOWN use of the 
fan is cooling for comfort. Even in a 
one-window bedroom like this it main- 






DRY WINTER DAYS can be made more 


_ livable by turning the fan against the 


shower stream. A few minutes is enough 
to increase humidity perceptibly. 





PORTABLE FANS have grown up in the 
last few years. This one sets up a small 
hurricane that keeps air rushing through 
a small house on a steamy day. 


Drying laundry, eliminating odors, diffusing heat 
and creating humidity are some of the extra uses 


which make this appliance a year ‘round item 


By TOM F. BLACKBURN 


‘6 URN a fan loose in a bath- 
room, where women are al- 
ways hanging their intimate 
apparel, and you will dry this laundry 
in a third to a half the usual time.” 

“Set up a fan in the kitchen so that 
its blast makes a carom shot against 
the wall, and you can blow all the cook- 
ing odors out the windows.” 

“Tf you have a one window bed- 
room, on a hot night a fan can stir 
up enough breeze to guarantee cool, 
comfortable sleep.” 

“Poke a fan up against a radiator or 
a heatrolator fireplace, and it will 
greatly increase the amount of heat 
given off in the room.” 

“Start your shower running, have a 
fan blow through it, and you will very 
quickly increase the humidity in the 
home.” 

The salesman who rings up sales on 
good, substantial fans make use of 
some of these arguments in putting 
over his points. For he must persuade 
the prospect who is in a rush to pick 
up a cheap fan that the device has 
many uses and will be employed for 
months instead of just during the hot 
spell. 


The Hot Day Theory 


For the humble fan, which is second 
only to the sewing machine in being 
the country’s oldest appliance, has the 
reputation of low utility with the 
public. The man in the street thinks 
he only needs one on a hot day. He 
feels there will be only a few hot days, 
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therefore he would be foolish to put 
any amount of money into the job. 

The overwhelming need to trade up 
in this business is evidenced by analy- 
sis of Sears fan sales made a few years 
ago. They found their volume broke 
down as follows: 


8 in. non-oscillating fans... ..... 
a I ois kee sicccee None 


9 to 10 in. non-oscillating....... 3.7% 
9 to 10 in. oscillating........... 24.3% 
5.8% 


SD Ws GR oo 5 oto ve eceess 


In 1941, the last normal year, it has 
been estimated that the country’s 
volume on fans broke down something 
like this: 


| ee 840,000 units 
9 to 10 in. size......... 438,000 units 
| 8 | SRE eer rere 126,000 units 
Per Ed Sciences 96,000 units 
18 in. and over......... 50,000 units 

; Pree 1,550,000 fans 


That faulty retail salesmanship is 
to blame for letting the bulk of the 
business go to the cheapest end of the 
bracket is evidenced by a survey that 
Westinghouse Electric made of a 
group of users: Some 44 percent used 
a fan for cooling; 31 percent used them 
to remove stale air; 20 percent used 
their fans for circulating warm air; 7 
percent used them to dry laundry. 
More people used fans for other pur- 

(Continued on page 162) 
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® NATIONALLY ADVERTISED! 
®@ RECOGNIZED TRADE NAME! 
e@ COMPETITIVE LIST PRICES! 
e@ OUTSTANDING PERFORMANCE! 


fldta-we MOST APPEALING 


PROFIT STRUCTURE IN THE INDUSTRY! 


ARVIN 


Se There’s more to sell in Ar- 

ss aes vin’s flashing colors, smart 
lines, proved performance, 
and national reputation for 
quality! There’s more to 
sell with in these dynamic 
displays, complete with 
streamers, banners and 
newspaper mats! 


4-COLOR PAGE IN 

HOUSE & GARDEN 
June issue of House & Gar- 
den will carry a full page in 
full color to help you sell 
Arvin Rainbow Radios for 
“color accent.” Mail the 
coupon now for full details 
of the tie-in campaign! 





30” Streamers 43” Floor Stand 


SEE YOUR ARVIN DISTRIBUTOR OR MAIL THE COUPON NOW! 
Arvin Radio & Television Division 
Noblitt-Sparks Industries, Inc., Columbus, Indiana 


Please send full details of your Rainbow Radio Deal and the Arvin Portable Package Proposition. 


| Store name 
! 
l 
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SOME OF THE 90,000 persons who packed the Exposition of Electrical Progress recently held in Kansas 
City, Mo., filter through displays featuring everything from irons to television receivers. The show was 
hailed by newspapers as an outstanding success. 


QUEEN OF THE EXPOSITION gives a lesson on taking 
orders for Motorola while distributor Jack Clay, Motor 
Radio Co., Kansas City, enjoys the instruction. 


DEMONSTRATIONS to attract the virtually untouched automatic washer and 
dishwasher markets are held here by the Graybar Electric Co., distributors. 
Crowds responded well to the stripped-down, plastic-topped models in action. 


OVER 75,000 COOKIES were baked and consumed in the Admiral booth during 
the recent Kansas City electrical show. Reports indicate those attending were as 
much impressed with cooking demonstrations as with television showings. 


Demonstrations Feature 
Kansas City Exposition 


First all-industry event since 1921 draws 90,000 


“One of the most lavish, successful 60¢ were attracted by this lusty 


SISSY STUFF, bah! Local football star demonstrates he-man approach as he 
irons shirt in 4Y%2 minutes at Proctor exhibit. Exhibitor claims using teen-age 


boys is good 
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psychology as they appeal to mother instinct in women. 


pre-Easter attractions ever held in 
Kansas , City”, blurbed The Kansas 
City Star, describing the recent Ex- 
position of Electrical Progress, first 
all-industry show held in Kansas City, 
Mo., since 1921. 

Sponsored by the Electrical Assn. 
of Kansas City, the event was sold to 
the public on its significance as a civic 
enterprise. Kansas City displayed its 
approval of the 75 exhibits with a 
paid attendance of 90,000 for the 
show’s five-day run from March 2-6. 

The magic eye of television com- 
manded intense interest as 90 percent 
of the people who plunked down their 
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prodigy. 

Show-stoppers were the G-E “Jun- 
ior”, walkie-talkie refrigerator; the 
football tackle in the Proctor booth 
who ironed shirts in 44 minutes; the 
old washer in the Thor booth; the 
Westinghouse “oomphmeter;” the 
“see-yourself-in-television” gimmick; 
exhibits featuring stripped-down, plas- 
tic-topped, television sets, washers and 
dishwashers; General Air-Condition- 
ing’s electric range and refrigerator 
combination; and the Exposition’s 
Queen, “K.C.’s Current Sweetheart” 
and her princesses who circulated 

(Continued on page 78) 
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Z ‘RIDE THE V0) 4 


y PROFIT LINE 


Yor 9 


{COROAIRE 


E MAJOR APPLIANCE WITH THE MAJOR 
EXPANDING MARKET 
EXTRA PROFITS— 
i) ) NO INCREASED 
OVERHEAD 










\ 


a development — different — revolu- 
tionary principle e Spectacular—patented, exclusive Venturi Tube e Packaged 
—complete home heating appliance e Size of console radio—priced less than 
home refrigerator e Heats for cost of electric light bill—all gases including 
L.P. e Market unlimited—homes new and old, apartments, shops, offices, 
restaurants, business places of all types e Sells year ’round—No repossessions 
—No trade-ins e Tens of thousands sold since the war by major household 


appliance distributors and dealers e Installation simple—trouble-free service. 





WRITE NOW for complete merchandising plan—Large uit! for alert merchandisers. 


THE COROAIRE HEATER CORPORATION 
RST be Th [h 1422 Euclid Ave. © Cleveland 15, Ohio 


_# | pit im? 
5 COROMIRE «77 
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SPRING 
CAMPAIGN 


Appearing in 


THIS WEEK 
(24 CITIES) 


PARADE 
(24 CITIES) 


BETTER HOM 
ES & 
GARDENS 


McCALL’S 


GOOD 
HOUSEKEEPING 


y 


\\i 
AY, 
ViY) 
- A\ 
W/ 


AGITATOR - OVERFLOW RINSE 
loosens dirt on urds «+ - then 
floats ow?eY the soop 

through the clothes 

from one ther. 
hands in water. An Exclusive Thorfeaturel 


ZF 

Daeg 
F , @ 
ARM JOURNAL al. 











makes it childs play 
the worlds finest washing 





No hard work..+ it’s all done with your | ¥ Vv 
fingertips - + at the flick of a switch. 


A wonderful, 
day! The new Automagic 
back breaking work that used to make you 
coming. And the beautiful part is, while you take life easy, 
Automagic Thor gets clothes so clean, so soft, SO fluffy it does 
your heart good just to see them sparkling 0° the line. 


all the 


Nothing could be simpler. You put the clothes in dry; 

_ The laundry is done as only Thor 

ITATOR-OVERFLOW RINSE can 

Thor spins out the water 

never once couch 

...is flick @ 

1 At last, an en rch for the “perfect” washer. 
see the Automagic Thor at your dealer's. 


NEW LOW PRICE 


Formerly $22950—-NOW ONLY 


Save 630° 


Price includes normal installation. 
- Nee —_ ‘i installation necessary. Put it anywhere, upsta 
== much of your wash THOR CORPORATION, 50, Ilinois * , Lid., Toronto, 
Plants in Chicoge, Iinois; Bloomington, Illinois; El Monte, California; Toronto ‘Canoda; London, England 


THOR AGITATOR ACTION 
meons world’s finest washing. 
Gentle. .- but gets eve" grimy 
work clothes really clean! 


y 


SINGLE TUB SPIN - DRYING 
gets ovt 25% more water then 


. Faster, easier on 
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NEW LOW PRICE 


29 MILLION READERS WILL SEE IT! 
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FREE AD MATS 


order by number 


1 col. x 100 lines 
No. 49—222-1 


2 col. x 100 lines NEW LOW PRICE 
No. 49—222-2 


THOR 
AUTOMAGIC WASHER! 


2 col. x 150 lines 
No. 49—222-3 


DEALER'S NAME 


Pers 


ad 


1949 
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The HOTTEST WASHER of the Year 
GREAT NEW 1949 








THOR WRINGER 
WASHER 


MODEL 492 











One of the greatest values ever created 
for you by Thor. Not a stripped down model—but 
a genuine, honest-to-goodness Thor with all the 
time-tested Thor advantages, your customers 
know and want. It’s a washer value that hasn’t 
been equalled for years and years. Available now 
... order from your Thor distributor or branch 
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The HOTTEST Promotion of the Year! 


COMPLETE THOR LAUNDRY OUTFIT 


WASHER-WRINGER 
IRONER 


for what your customers would expect to 






















pay for the washer alone! 








Just the combination, 
you've been wanting to spark 
your Washer sales. Every- 
thing a full-size family needs 









to wash clothes really clean ‘ 
MODEL 0-40 THOR IRONER 


A red hot exclusive Thor development now 


available again. $ 95 
Retails alone for Ru 
team—you'll see why it’s the 


hottest promotion of the year! 
Wire ... phone... or write (Fen So NEW "hai MODEL ASHER 
your Thor distributor or ; THOR Super gitator Ww S 
. : Model 492 
branch for details. | ’ i Balloon Roll Wringer $9995 


Retails alone for 









...and iron them easily, beau- | 
tifully in far less time. 
Plan an early promo- 






tion around this great Thor 
























Thor Corporation 
Chicago 50, Illinois 
Thor Canadian Co., Ltd., Toronto, Canada 















a A $159.90 VALUE 
_ . PROMOTION PRICE 


we 
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Fog Faster, 
Lower-Cost Cooking 


UP eeeeeeese eeeeeer 


For Quick, Easy Cleaning, 
Even When Hot 


eeeeeeeeeeee 





e*eeeeeeeeeeeeeeeeeeeee6 


Now... Buitp Bic REPLACEMENT PROFITS 


with these Easy-To-Demonstrate Features! 


Yes, TK Monotubes* are the answer for 
bigger, more profitable replacement sales of 
electric range cooking units. Monotubes alone 
have exclusive “swivel-action”—Mrs. House- 
wife can see at a glance why these wonderfully 
efficient Monotube Units give her old range 
“new range performance’”’ at low cost. A twist 
of the wrist demonstrates swivel-action—and 
you can easily point to the flat coil that permits 
a bigger utensil-contact area for faster heating, 
lower cost cooking. 


THE RANGES YOU STOCK SELL EASIER WHEN 
EQUIPPED WITH MONOTUBES 


The same easy-to-demonstrate features that make 
Monotubes your best replacement bet also help stimu- 
late new range sales. More and more manufacturers 
are standardizing on this better cooking unit—insist 
that the ranges you stock are equipped with Monotubes! 


Modernize with Moenciiules- | 


Registered Trode Mark 
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A complete merchandising package—the 
Monopack—enables you to capitalize on the 
big replacement demand easily and with min- 
imum inventory. The Monopack has every- 
thing you need to start—a selection of com- 
monly used Monotube sizes, counter display, 
selling helps and complete instructions for 
adaptation to any range. Write your distributor 
today about the Monopack—get all the details 
on the big profit opportunities in Monotube 
Replacement Unit business! 


This Catalog Makes 
Replacement Easy 


Gives you complete infor- / ‘Koa 
mation on adapting Mono- . 
tubes to practically every 
electric range, old or 
new. Write today for 
your free copy. 


THEY STAND ALONE! 


MAY, 





Kansas City 


Exposition 
eee CONTINUED FROM PAGE 72 —— 


through the crowd in bathing suits. 

“If this show proved anything”, said 
Yale Witschner, exposition chairman, 
“it is that the boys out here who have 
been singing the glutted-market-blues 
are off key.” 


Plenty of Action 


Exposition officials asked exhibitors 

to soft-pedal sales and concentrate on 
staging action-packed exhibits. Some 
evidence of order-taking was indi- 
cated, however. E. A. Sander, di- 
vision sales manager, Central States 
Distributing Co., St. Louis, reported 
that his company would ship 20 car- 
loads of Ironrite ironers into the 
Kansas City market as a direct result 
of contacts made at the show. Iron- 
rite’s exhibit combined a pitchman, 
who, in side-show fashion, whooped it 
up with a fast and furious spiel and 
an ironing demonstration. 
“Automatic washers and dishwash- 
| ers were show-stealers in our booth”, 
said W. C. DeBold, sales promotion 
manager, Graybar Electric Co. “Thou- 
sands of greater Kansas City homes 
have ranges and refrigerators, but 
only a small percentage are equipped 
with automatic washers, dishwashers, 
mixers and electric blankets”. Gray- 
bar had 11 demonstrations going sim- 
ultaneously. 

Over 50,000 persons visited the Lee 
Wholesale Co.’s spacious Admiral 
booth where a cool-looking home 
economist baked and gave away 75,000 
cookies. 

Robert H. Dewault, Proctor district 
manager, abided by the no-sales-pres- 
sure edict, but said, “We obtained the 
names of 7,500 iron prospects with a 
giveaway deal and got a good im- 
pression of the local picture. Also 
conducted a survey which proved that 
70 percent of the ironers in the area 
are from seven to fifteen years old, 
and that most homes don’t boast a 
pop-up toaster. We gathered a big 
crop of prospects for our dealers by 
featuring our offer of a $3 trade-in 
allowance on new pop-ups.” 


Seek New Retailers 


Highlighting the show were the 
Dealer’s Daily Previews, 3-hour ses- 
sions reserved exclusively for dealers 
and their families. Exhibitors vied for 
new, lively accounts at these sessions 
attended by 3,500 retailers from a 20- 
state area. Distributors beamed out 
200,000 invitations to dealers over the 
Middle West region. Jenkin’s Music 
Co., wholesaler, had the largest dealer 
representation, 1,600 strong. 

From the dealers’ angle, the show 
presented a rare opportunity to scout 
competitive merchandise and see how 
it stacked up with their present lines. 
Dealer-distributor confabs were fre- 
quent. Many wholesalers had dealers’ 
salesmen serving time in booths dis- 
playing and demonstrating new prod- 
ucts under their scrutiny. 

Since TV will make its Kansas City 
debut a few months hence, the exposi- 
tion gave many persons their first op- 
portunity to see video in actual opera- 
tion. Crowds surged into the video 
theatre where, step-by-step on the 
stage, they were shown the intricate 
process of setting up a full-scale tele- 
cast. Scenes caught by the video eye 
were reproduced on 42 receivers rang- 
ing from portable to 16-in. screen sets 
in booths and on the main floor. End 


eeecee 
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: GIVE TIME 


he foing ft 





It’s the new gift clock display designed with SALES in mind! 
Customers are attracted by the popular Buckingham clock, inter- 
mittently spotlighted. They stop to read the gift suggestions on 
the easel cards—and stay to buy! 


WHAT THE GIFT-LITE DISPLAY 1S: The central display piece, illuminated 
with flashing light, features the favorite Seth Thomas* Buckingham 
clock and the theme “Give Time—The Lasting Gift.”” This appropriate 
theme is repeated on six separate cards (with easels), displayed with six 
clock models emphasizing specific gift occasions. The Gift-Lite Display 
is a symphony of warm color. The central gift card is of fine vellum, 
silhouetted against a rich maroon background. Soft light constantly 
casts a mellow glow on the burnished mahogany case of the Buckingham, 
which stands against a contrasting background of harmonizing gold 
and white stripes. 


HOW TO USE THE GIFT-LITE DISPLAY: This versatile display is designed 
so that all seven units may be grouped as a major display, or separated 
for spotting at various points throughout the store. Use it in restricted 
space with the stand elevated in the window or the store. And of course 
you can display the Seth Thomas clocks individually—anywhere in the 
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store—with the special gift cards. The variety of gift suggestions on 
the cards makes this display completely adaptable for year-round use! 


HOW TO GET THE GIFT-LITE DISPLAY: The display is free with the pur- 
chase of Seth Thomas clocks amounting to $75, dealer price. Selection 
may be made from fourteen suitable models. You'll need at least two 
of the Buckingham—one for the display and an.extra as supporting 
stock. The display will be sent complete except for two electric light 
bulbs—one 15-watt, one 25-watt. For more detailed information, get in 
touch with your wholesaler—or write directly to Seth Thomas Clocks, 


Thomaston, Conn. 
*# REG. U. S. PAT. OFF, 


SYotiMe Witter 


GT a pores Waste tH clocks 


Seth Thomas Clocks, Thomaston, Conn. 
TIME Products of GENERAL TIME Instruments Corporation 
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Like good oil stock, 
your customer lists 
can keep those 
dividends flowing 
in, And here's 

a simple 
merchandising 
formula to help 
you pump new life 
into ‘‘dead"’ files: 





} A-P Thermostat 
Comfort Kit 





Y series Manual Controls. 


——- os 


DESIGNED 


PAGE 80 











Adds AUTOMATIC temperature 
control convenience to any heat- 
er made since 1939 and equipped 
with A-P Model 240-D, U or 


AUTOMATIC PRODUCS 


2400 North Thirty-Second Street, Milwaukee 10, Wisconsin 


DEPENDABLE 0: Zoutrals 


TO 


BRING IN A 


SALES GUGHER 


BY TAPPING YOUR OIL 
HEATER CUSTOMER LISTS! 





Extra Sales from “Check-Backs” for 
AUTOMATIC OIL CONTROL ACCESSORIES 


1. Check over all customer files dated 


back as far as 1939. 


2. Give them to your office girl with in- 
structions to check addresses against cur- 
rent city or phone directories. 

3. Call a sales meeting. Give your sales- 
men the corrected lists and A-P Automatic 
Oil Control Accessories ‘sales ammunition.”’ 


4.Watch for results in new sales to old 


customers. 
heaters, too! 


A-P Oilifter 
Automatically lifts fuel 
oil from remote stor- 
age to all vaporizing 
oil burning appli- 
ances. Ends oil han- 
dling, spilling, waste. 


ELIMINATE 





fide 


Some of them will buy new 


EVERY OLD CUSTOMER A NEW 
PROSPECT FOR ONE OR ALL THREE 





o 


A-P Fuel Oil 
Trap-lt 


Improves heating effi- 
ciency by trapping all 
dirt, sludge, gum and 
moisture in oil lines. 
Saves service expense. 


Consumer catalogs ® Folders for mailing 
® Direct mail broadsides ® News- 
paper ad mats *® Oil control tags ® 
“Album of Famous Vaporizing Oil- 
Burning Appliances” © 15-minute slide- 
sound film available for dealer and 
salesman showing. 


COMPANY 


SERVICING 











A Co-op Cooperates to Sell 


A $10 installation charge for any range or water heater 
is building appliance use, power load and good relations 
with dealers for the Pioneer Rural Electric Cooperative 


By EDWIN N. WALLACE 
Manager 


T the Pioneer Rural Electric Co- 
A operative in Greenville, Ala., we 
are interested, like any other power 
company, in building our load. We’re 
doing that by making it easy for con- 
sumers to install 240-volt appliances 
and at the same time we are main- 
taining good relations with independent 
appliance dealers. 

We're connecting up new ranges and 
water heaters to our lines every day, 
and our members are happy about the 
whole thing. 


It’s Simple 


Here in the deep South it’s true that 
practically all of our original service 
connections were 2-wire, 115 volt. It 
is easy for us to change, though. We 
add a third wire—put in a bigger 
transformer usually, even take out the 
consuther’s fuse box if it’s inadequate, 
and replace it with a circuit breaker 
load center. Then we go ahead and 
install the range or water heater cir- 
cuit. It seems pretty simple to us. In 
fact, it is so simple that we will install 
any range or water heater for a flat 
charge of $10. 

Ever since I have been manager of 
this co-op, I’ve had a three-point plan. 
Those three objectives have been: 

1. To make electricity available to 
everybody in this community. This 
is the area coverage plan which prac- 
tically all REA-financed co-ops follow. 
I’m glad to say that everybody within 
technical range of our substations al- 
ready has power available, or will have 
it in the near future, when we finish 
building the lines we are working on 
now. We have 1250 miles of line 
now and 4500 consumers, 

2. To help all the members of this 
co-op use electric power in the best 
and most efficient way, to make their 
farm work easier and more produc- 
tive, and their homes happier and more 
attractive. ‘* 

3. To operate the Pioneer Rural 
Electric Cooperative as a successful 
growing private business, and replace 
the government loan by the gradual 
influx of local capital. 

To do this it will be necessary for 
the co-op to have about $12,000 a 
month more revenue than we take in 
now. We are aiming at a progressive 
increase of $500 a month for the next 
two years. 


Waking the Dealers 


The best way to accomplish this, it 
seems to me, is by making it easy for 
our members to use electricity in pro- 
ductive ways. This means, naturally, 
that co-op members must be able to 
get and install all the appliances they 
can use. That is why the co-op man- 
agement has worked to develop an 
aggressive dealer interest in getting 





the new business our co-op is bringing 
them. 

For some time we could not get the 
kind of salesmanship and service that 
I feel the co-op members deserve. 
Therefore, we have been merchandis- 
ing major appliances in our own office. 
This is contrary to REA recommenda- 
tions, I know, but it was the only way 
we could get a necessary job done. 
There are only two stores within the 
service area of the cooperative han- 
dling electric appliances exclusively, 
and our relations with both of these are 
excellent. The same is true of most 
other stores which handle electric ap- 
pliances as a side line. 


Dealer Relations 


Here, briefly, are the details of the 
dealer relations program we have de- 
veloped. The co-op has a standing 
offer to install any range or water 
heater in the home of any patron for a 
flat connection charge of $10. This 
includes all wiring, even replacing a 
fuse box with a multi-breaker unit in 
some cases, and, in the case of water 
heaters, a cold-water connection. Of 
course, any change needed in our trans- 
former or service drop is made by us 
at the same time, without charge. The 
$10 charge covers everything. We 
pick up the appliance from the dealer’s 
floor or storeroom—deliver it to the 
member—set it up—level it—give a 
preliminary demonstration—and leave 
the manufacturer’s book of instructions. 
When our man leaves, the appliance is 
ready to operate. 

In the first 60 days this program 
was in operation the Pioneer Electric 
Cooperative sold and installed 44 elec- 

(Continued on page 84) 
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most important question: 





DEF-22 Evaporative Cooler 
Fan-Type, 2200 CFM 





Prospective buyers of window fans 
and evaporative coolers will ask a 
lot of questions. They’ll want a lot 
of detailed information. But the most 
important question of the lot will 
be one that requires just a one-word answer: “Who makes 
this cooler?” 


That’s why the name DEARBORN is so 
important to you—in answering that 
question, it answers SO MANY questions! 


Serpe terra tt A oR RR! 





DEB-25 & 35 Evaporative Coolers 

Blower-Type, 2500 and 3500 CFM Dearborn window fans and evaporative coolers are new to a 
great many people — but Dearborn quality, Dearborn engi- 
neering, Dearborn individuality and Dearborn value aren't 
new to them. They know “Dearborn” means “the best” . . . and 
that takes the place of a lot of high-powered salesmanship! 


COAST-TO-COAST WE'RE TELLING THE 
NATION ABOUT DEARBORN COOLERS! 


A smashing national advertising campaign in The Saturday 
Evening Post, Better Homes & Gardens, Cappers Farmer and 
leading farm and regional magazines throughout America will 
tell millions about Dearborn Coolers ...and backing up this 
powerful national campaign will be free dealer helps — adver- 
tising mats, point of sale displays, radio announcements, direct 
mail pieces, stuffers. Support of this caliber means PROFITS 
for you! 





DWF-25 Window Exhaust Fan 


2500 CFM DEALERS: Write for complete details on the Dearborn coolers... 


DEARBORN STOVE COMPANY 














t ! 
i 1700 West Commerce St., Dept. E-2 } 
STOVE COMPANY g Selim, tee 
Gentlemen: Please send me more information about the complete f 
1700 W. COMMERCE ST. @ DALLAS, TEXAS I line of Dearborn coolers. i 
BRANCH OFFICES B Nome ’ 
Chicago, Illinois San Francisco, California | Store Name E 
Kansas City, Missouri Denver, Colorado 3 t 
Omaha, Nebraska Los Angeles, California 1 Address 
Columbus, Ohio Oklahoma City, Oklahoma f 
Memphis, Tennessee Lubbock, Texas 1 City Zone State t 
Tampa, Florida New Orleans, Louisiana 
&. Houston, Texas lee wee eee eww een © eee weed 
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faster turnover because it offers your customers the 
highest possible quality at a fair price. Stock up 

£ now and display this “Pick of the Portables” for 
greater portable sales and profits! 








ONLY RCA VICTOR 
HAS THE “GOLDEN THROAT” 


| ROL VICTOR @® 


ONLY RCA VICTOR MAKES THE VICTROLA "Victrola"—T. M. Reg. U. S. Pat.’Oft. DIVISION OF RADIO CORPORATION OF AMERICA 
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YL portable you care to promote. 
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Here's why your profits 
are greater with this 


RCA VICTOR 


Higher qualiy and ourstending selling, points of” 
ALL RCA VICTOR insTrumenis keep Turnover high f 


9 FAST CHAPTERS IN THIS BEST-SELLER PORTABLE STORY! 


ANNA 
iW ; Wy, 









“ sant cient 


RCA VICTOR 
PORTABLE 


It... 40 





Indoors or Out—the Built-In 
Magic Loop Antenna assures 
better reception. No outside "ee ” nH i} 
connections are necessary. ay VEE 
Operates on both AC-DC cur- 
rent and batteries. 








More Precise Tuning—because the station 
Wy is framed by the Positive Reading Rotating 
Window Dial. Instant, accurate station tun- 

ing is made easy. 





Here’s another example 
of RCA Victor quality ! 


The RCA Battery Pack in the RCA 
Victor 9BX5 was designed for the set. 
v Both A and B batteries are built into a 
single pack .. . ending uneven life from 
separate batteries and giving uniform 
performance throughout the life of the 


pack. It’s radio-engineered for extra 
making display of Model 9BX5 listening hours. 


. or any other RCA Victor 







Easy to Carry—be- 
cause it’s lightweight, per- 
fectly balanced, and has 
a convenient, close-fitting 
plastic handle (with dis- Customer - Catching Display 
appearing links for beauty —Standing in your window or on 
and compactness). your sales floor, this life-size, full- 


‘tow color piece provides a sales- 











RCA VICTOR—World Leader in Radio... First in Recorded Music... First in Television 





: Pop-Up Toaster fully 


automatic 


2: Corn Popper no stirring 


or shaking 


x 5 Combination Waffle Baker 
Sandwich Grill 


New, smart=luxurious, Dominion’s current 


; 


lee (10 Mel a-ie olgehdlile MeN telllaa-Me) mm olalel-MelaleMyelp 


Tiiclailcli Me iedmilelil-tilel <clammelagest Me iil-mmalelilolae 


For here is a truly representative line of ap- 


pliances that scores on three important counts: 


looks, design, performance 


alelate Ml Milelale Mc dliMmualle AMte allile Melile ML d-t-in 


clare |ialct-ialale Mme (ols Mmsteliil ol (-11-me(-)el-laleleloliiiny 


; 7 
elm Plolulialiels ote} el ilelala + aelg ms al-powu red with 


Nichrome, the electrical heat and corrosion 
resistant alloy that gives trouble-free s¢ 


for a lifetime 


* Nichrome 


Driver-Harris Company \ ni 


HARRISON 


BRANCHES Chicago, Detroit 


Says Domir 


of appliances 


century: "We 


Tathiel@ime |tle| 


for 


specify Nichrome | 


ity and 
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relate Mattel 4-met0ly 
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A Co-op Cooperates 


eCONTINUED FROM PAGE 80 


tric ranges and 22 water heaters. Fur- 
thermore, we installed 15 ranges and 
six water heaters sold by six other 
dealers. This does not include many 
other appliances installed by other 
dealers, the sales of which had been 
stimulated by all this local activity. 

Some may be wondering whose 
pocket the $10 connection charge 
comes out of—the dealer’s or the pur- 
chaser’s. In most cases, the dealer ab- 
sorbs the cost. One dealer tells us he 
adds it to the price on the tag, but if 
the purchaser raises enough sand, he 
absorbs the charge! 

Another question that arises con- 
cerns the competition between differ- 
ent brands of electric appliances. We 
handle the Hotpoint line. However, 
our installation men have instructions 
to do the best selling job possible on 
whatever brand of range or water 
heater the consumer has purchased. 
We want him to feel he has made a 
good selection and has a dependable 
appliance, no matter where he bought 
it. 

The co-op is prepared to service the 
appliances it has installed, when neces- 
sary, in accordance with the manu- 
facturer’s guarantee. In such cases, 
we bill the dealer a standard $2 serv- 
ice charge, which includes travel cost, 
plus $1.50 per hour for the service 
man. 


Load Going Up 


The increased use of electric appli- 
ances is, naturally, raising the average 
power consumption of our members. 
The original lines of the Pioneer Rural 
Electric Cooperative were designed 
for an average consumption of about 
60 kilowatt hours per farm per month. 
The present monthly average is 70 
kw.-hr., and we expect to carry an 
average of 125 kw.-hr. before long. 

Under our rate schedule the con- 
sumer gets the first 200 kw.-hr. per 
month for $6.90. All current over 
that costs 14¢ per kw.-hr., unless there 
is a water heater. Then the user gets 
the next 300 kw.-hr. at the rate of 1l¢ 
per kw.-hr. That would give 500 
kw.-hr. of electric power at a total 
cost of $9.90. The rate then goes up to 
14¢ for power used over 500 kw.-hr. 
a month. 


Helps Meet Competition 


I have not yet mentioned one benefit 
we have reaped from this liberal in- 
stallation policy. We have found that 
it helps us in meeting bottled gas com- 
petition. This, of course, has been 
reduced to a degree by the current 
higher cost of LP gas. However, some 
of our recent installations of electric 
appliances have replaced complete gas 
kitchens. Furthermore, I feel very sure 
that it will be only a matter of time 
before these members will be enjoying 
all-electric kitchens. The results of 
our dealer relations program up to the 
present indicate that this is a logical 
conclusion. Therefore, it is my opinion 
that a program of this kind is good 
business for any rural electric coop- 
erative, and good business for all the 
dealers in its service area. End 
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"*DEEP-CLEAN” is the biggest sell- 
ing feature to hit the cylinder- 
cleaner market in years. Once 
and for all, it takes this appliance 
out of the “luxury” or “auxiliary” 
cleaner class. Yes, the Hamilton 
Beach cleans upholstery, dra- 
peries—even lamp shades and 
linoleum. BUT FIRST AND 
FOREMOST, THIS CLEANER 
CLEANS RUGS! 


THINK WHAT THAT means to you. 
It gives you a broader-than-ever 
market. It makes a prospect for 
you in every home where a single 
cleaner must handle every type 
of cleaning. Best of all, it doesn’t 
cost a fortune. At $72.50 retail 
(accessories included) it’s the low- 
est-priced cylinder cleaner with 
all these features: 


e DOUBLE-ACTION FLOOR NOZZLE 
gets lint, hair, threads, and em- 
bedded dirt, too. 


e SUCTION-REGULATOR SLOT reduces 
suction to keep delicate fabrics 
out of nozzle. 


@ FOUR-WHEEL CARRIAGE rolls easily 


yet locks for safety on stairs. 


e WALL AND FLOOR BRUSH glides 
under beds, reaches tops of doors, 
gets in everywhere. 


e TOE-OPERATED SWITCH controls 


motor. Step on it to start or stop. 


e@ POWERFUL MOTOR with more suc- 


tion than ever. It’s quiet, never 
needs oiling. 


HAMILTON BEAC 


THE ''DEEP-CLEAN’’ THEME 
coupled with the value story is 
being told to your customers now 
in hard-hitting Hamilton Beach 
national ads. Tell the same story 
yourself and watch your cleaner 
business spurt. Hamilton Beach 
Company, Division of Scovill Manu- 
facturing Co., Racine, Wis. 


ESactest to SELL because 
ae castest to USE! 


the New HAMILTON BEACH... 
with Miguide 


Mixgvide is the latest of 
many Hamilton Beach 
easiest-to-use, easiest- 
to-sell features. Other 
exclusives include one- 
hand portability, one-hand 
operation, finger-tip bowl 
control. The easiest mixer 
to use—bar none! So, 
it’s the easiest to sell. 
$38.50, retail. 

($39.25 West of Rockies.) 


HAMILTON BEACH Top-Value 


Ge e % 


The Hamilton Beach “Cham- 
pion” is the top value in upright 
cleaners today. ‘It’s the lowest- 
priced, lightest-weight, full-size, 
first-line cleaner on the market! 


$52.50, retail. 


Vocuum 
Cleaners 


MORE FOR THE MONEY! 
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STYLED TO SELL! BUILT TO DO MORE... BETTER! 
THE SENSATIONALLY NEW 
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A BEAUTY OF A BUY! 


4X ; _ la : . TYLING that’s way out ahead of the field! You need it for 
a ae 1 the competitive selling ahead ...and you get it in this big, 


beautiful new Universal Food Mixer. Massive streamlining, 
sweeping modern design that’s as practical as it is attractive, 
sparkling chrome and rich blue trim . .. all combine to make 
this sensational Universal Mixer the “Beauty Buy” of them all. 

You have a big advantage, too, in demonstrable, sales-clinch- 
ing features. Full power at all ten speeds, extra-large beaters, 
and mistake-proof Power Guide Indicator assure better, faster 
mixing. Thumb-tip Beater Release, Tilt Motor feature, and 
simplified, streamlined design make cleaning and the whole 
mixing job easier. Juice extractor is the most easily attached, 
most practical juicer attachment ever developed. 

From every angle, including powerful national and local 
promotion, this new Universal Mixer “strengthens your hand” 
... Strengthens your profit opportunity in’49! 









IT’S A JUICER, TOO...easy-to- | 
attach, power-driven reamer \ 
juices all fruits easily and 
quickly, gets more juice for 
money-saving economy. Juic- 
ing attachment, strainer, and 
one and two-quart bowls in- 
cluded at no additional cost. 


























Pe ad 




















SIMPLE-SURE POWER GUIDE 
provides choice of 10 recipe- 
tested speeds—assures correct 
speed for every job. 


NEW TILT MOTOR FEATURE 
permits extra-thorough mix- 
ing, also easier filling of bowl 
and beater placement. 








HERE’S UNIVERSAL’S TERRIFIC 
’ PLANNED-PROFIT’ PROMOTION PROGRAM 
Big-Space Magazine Ads in: Life + McCall’s 
Ladies’ Home Journal + Good Housekeeping + Sunset 
PLUS Coast-to-Coast Radio Audience Shows 
PLUS Concentrated Point-of-Sale Promotions 

















BETTER FOR PORTABLE USE SEE YOUR UNIVERSAL DISTRIBUTOR 
evenly balanced and made OR MAIL THIS COUPON TO US TODAY! 


with modern materials for 
durability without weight. 


THUMB-TIP BEATER RELEASE 
is conveniently located for 
quick, easy operation—in- 
stantly releases both beaters. 










LANDERS, FRARY & CLARK 
NEW BRITAIN, CONNECTICUT 

DEPT. M-EM 

1 would like to have the complete story on your 
Spring “Planned-Profit’’ Food Mixer Program. 





Store 















Name 





Street 





UNIVERSAL 
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a eee we a le: 


Model 201 


50% QUIETER in LOW - 12% QUIETER in 


Everywhere, they're saying... 
MEIER HAS FOUND ITIL 
- the secret of silence in window fan perform- __ 





3523 EAST WASHINGTON STREET 


2 Great Lines For 49 
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Two Ways to 
Sell Dishwashers 


eumeemsCONTINUED FROM PAGE 65 em 


that the longest it has ever taken us 
to install a job was 48 hours from the 
time of delivery.” 

The system enables him to cut the 
cost of installation and thereby saves 
sales. He tells of one instance where a 
customer had purchased a washer at a 
discount from another merchant who 
had to give up the sale because he 
couldn’t install it. When she came to 
Baim he and his experts figured out a 
way to do it, got the full price for the 
machine, and still saved the lady’s 
money. 

Surveys, follow-up calls and the 
everyday routine travels that any 
dealer makes keep Baim out of the 
store most of the time. That leaves his 
one salesman to handle the business, 
Klaus Paradies, who came to this 
country only two years ago, learned his 
selling—and his English—the hard 
way. Unable to find any other work he 
took a job ringing doorbells, canvass- 
ing cold turkey. He and his early 
prospects must have endured agonies 
while attempting to reach a mutual 
understanding on the features of a 
vacuum cleaner for which Paradies 
knew no English words. It was a 
tough way to learn, but, according to 
Baim, it produced wonderful results. 
Paradies has picked up Baim’s own 
tricks and this makes for a rewarding 
continuity of sales approach. 

In addition to Paradies, Baim em- 
ployes four servicemen who install and 
service television, repair Bendix wash- 
ers and small appliances. These em- 
ployees eat up “a running payroll here 
of $500 a week.” 

Major appliance repair is handled 
by distributors, which enables Baim 
to keep his payroll as low as it is. 

From his 20x80 ft. store he sells a 
lot more than dishwashers, of course. 
“Right now,” he says, “the biggest 
volume is in television, but last year I 
sold about 100 refrigerators, and auto- 
matic clothes washers sell very well. 
Dishwashers, particularly, are a very 
big factor. The section I’m in is A-l 
for dishwashers. The market here 
hasn’t even been scratched.” End 





A DIFFICULT INSTALLATION requires 
the efforts of a plumber, an electrician 
and a carpenter. When it’s done, Baim 
will get new leads from the new owner. 
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NOW—A COMPLETE LINE! 
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. Who 
se he 
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out a From the ultra-magnificent combinations to the 
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lady's beautifully streamlined table models, every 
ee Zenitht Television set hits the “bulls eye” for sales 
t . . 
be appeal. Every one has the sensational Zenith ad- 
f the vancements found in mo other television set... 
hee the Giant Circle Screen for a bigger, brighter, 
this clearer picture ...and Bulls Eye Automatic Tun- 
—— ing—one knob, one twist, there’s your station, 
ork he your giant picture, your sound... automatically 
~~ pre-tuned to perfection! 
early ‘ - ° 
sonies Yes, Zenith has what it takes to-assure the ulti- 
— mate in customer satisfaction and bring you the 
Pe So most beautiful profit picture in television. 
Was a 
ing to 
— SEE YOUR ZENITH DISTRIBUTOR 
> Own 
irding ZENITH RADIO CORPORATION 
— 6001 Dickens Ave., Chicago 39, Ill. 
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THE ZENITH MARLBOROUGH. Super deluxe! Zenith 
Television with “Giant C” Giant Circle Screen. Plus “Twin 
Cobra” Record Player; FM-AM and Short Wave Radio. In 
an authentic Regency console of hand glazed Honduras 
mahogany veneers, a masterpiece of the furni- * 
ture craftsman’s art. . . (plus Federal excise tax.) $}] I 
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THE ZENITH WALDORF. 
Modern television console 
of imported Afara veneers 
in blonde finish. With “Big 


B” screen. $4§995* 


WILSHIRE model with ‘Super A”’ 
screen, $449.95.* Both models also 
available in mahogany finish. 


THE ZENITH MAYFLOWER. 


Period table set in mahog- 
any-finished veneers of im- 
ported Afara. Has “Super A” 


television + 
seis $3995 
Matching table, 26 inches high, 


available at $29.95.* Receiver 
and table also in blonde finish. 





S THE GREAT VALUES 


t® 
*Suggested retail price. 

West Coast prices slightly higher, 
Prices subject to change 

without notice. 
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SAVES YOUR onulee 


with the purchase of a 

Proctor DeLuxe Toaster 

*Proctor #1481 Toaster...$22.00 — 
*Proctor-Maid Tray Set... 9.95 % 
Total Retail Value... $31.95 


BOTH FOR ONLY $25.95 
*Beautifully gift-wrapped. 


LO0K, 














/ TWOBIC 


TO INCREASE 





Beautifu 


beautifully gift 


with the purchase of a 
Proctor #1468 Toaster 
Proctor #1468 Toaster... $15.95 
*Proctor-Maid Tray Set... 9.95 

Total Retail Value ... $25.90 


BOTH FOR ONLY $19.95 
*Beautifully gift-wrapped. 


SAVES YOUR omens 


| 3-Piece 


Proctor-Maid 
Tray Set 


Combines both gift and 


- personal appeal! 


The big 16-inch, heavy-gauge aluminum 
tray has a continuous “flame” design 
around its wide polished rim; center in- 
sert of cork is colorfully decorated in 
peasant pattern with courtship motif. The 
two pastel-colored covered dishes are 
made of underglaze pottery, marked for 
jam. and butter. All tray sets shipped 


wrapped. 





JUST IN TIME FOR SPRING GIFT SALES! 


These two marvelous offers start your spring gift 
selling off with a bang. Proctor backs you with 
national advertising —a four color, full page ad 
in Life Magazine... 26 million readers... at the 
peak of the June gift season. With free window 
banners, counter displays and ad mats—complete 


point-of-sale promotion, top-notch traffic builders, 
sales makers. 


Order from your distributor...and order TODAY! 
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4 
ASSORTMENT “A” ASSORTMENT “’B” 
*3 No. 1481 Toasters ........... 3 No. 1468 Toasters......... 
*1No. 18 Tray Set ........... SAECO 01 bo. 18 Tray Set.......---..+-- { 904.56 
1 Bride Display Card with Tray 1 Bride Display Card with Tray 
SE Seer FREE NE eniiitewavai<sduceksus ace FREE 

1 Window Banner.............. FREE 1 Window Banner.............. FREE 
incon taghacoeeaas FREE fo . | Soe eee a FREE 
Consumer Leaflets ............. FREE Consumer Leaflets ............. FREE 
iiss ce aacaabe eatin $45.00 gg ns ow Sian $34.58 
YOUR SELLING PRICE .......... $69.95 YOUR SELLING PRICE........ $51.85 
Ce $24.95 Lb ng ee Pe $17.27 


* Toasters and tray set beautifully gift-wrapped. 


MAY, 


*Tray set beautifully gift-wrapped. 
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You offer kit 


FREE 


with the purchase 


of a 
PROCTOR Never-Lift IRON 
at retail price of $14.95 

ASSORTMENT “C” 
2 No. 984 Never-Lift Irons .... 
1No. 983 Championiron..... $28.23 
3 No. 1 “Easier Ironing” Kits... 
1 Ironing Kit Display Card..... FREE 
1 Window Banner.............. FREE 
1 Never-Lift Iron Tent Tag...... FREE 
DED cicxdueccvectconeecs FREE 
Consumer Leaflets ............. FREE 
Co ear $28.23 
YOUR SELLING PRICE.......... $42.85 
Ea $14.62 
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PROCTOR GIFT OFFERS 


YOUR IRON AND TOASTER SALES! 









PRO CTOR 
® ZASIER [ROMNG Kit 


$2.95 worth of merchandise! 
You offer it to your customers 


free of charge! 

Six valuable items that every woman wants 
...and needs! Jiffy elastic slip-on iron- 
ing board cover. Handy press mit for 
pressing shoulders, etc. Handsome yellow 
and blue plastic sprinkling bottle. 48-inch 
square plastic sheet to wrap dampened 
clothes. Tailor’s press cloth for woolens, 
etc. 52-page completely illustrated “Iron- 
ing Can Be Easy” book. Yes, you offer all 
six items (retail value $2.95) free to 
Proctor Iron buyers. 


You offer kit 


FREE 


with the purchase 
of a 


PROCTOR Champion IRON 
at retail price of $12.95 


PROCTOR 


Autonatice Electrical Appliances 


PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PA. 
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APPROVED 


by LEADING DISHWASHER MAKERS! 


@ Electra-Sol fulfills the 4 special re- | 
quirements of electric dishwashers! 


1. Electra-Sol leaves no film on 
dishes or machine! 2. Electra-Sol 
makes no suds! 3. Electra-Sol has 
greater cleaning strength than is 
possible with manual compounds! 
4. Electra-Sol is absolutely harm- 
less to metal utensils! 


@ Non-caking! Backed by over 25 
years’ research! Builds store traffic! | 
Top profit margin... full 31% on | 
your selling price! What’s more, 
Electra-Sol gives you colorful dis- 
plays and sales aids absolutely free! 


HOW ELECTRA-SOL ELIMINATES CLOUDY GLASSES, FILMY DISHES! 


Ordinary cleansers combine with calcium 
and magnesium in hard water to create 
insoluble, hard-rinsing sludge which 
clouds glasses, films dishes. 






GENERAL ELECTRIC 
HOTPOINT 





apex 
DISH-A-MATIC 
WESTINGHOUSE 


Electra-Sol, thanks to amazing new 
tripolyphosphate, forms clear, free- s 
rinsing solution—thus leaves no film to 
dull lustre, harbor bacteria! 














' 
‘ Also send for colorful ELECTRA-SOL dealer sales aids. Yours, free! 
: Address ECONOMICS LABORATORY, INC., ST. PAUL, MINN. 





What’s the Matter with Women? 





A demonstrator for Noblitt-Sparks 
stated that demonstrators work best if 
they are not required to sell. “If you 
sell,” she said, “the other sales people 
feel you are taking business away from 
them and resent your presence. If your 
activities add to their business they will 
play ball with you for all it is worth.” 

At a show held in Goldblatt’s de- 
partment store in Chicago, not long 
ago, there were 11 demonstrators and 
only one of them did any selling. 


Long Haul Pay Off 


There is a distinct carryover after 
the demonstrator leaves. Sales nearly 
always jump up. You can trace her 
across the map by the activity that 
spurts when she has gone away. 

Good demonstrators get from $250 
a month up, plus mileage for their cars. 
Counting hotel bills it costs around 
$500 or $600 a month to travel a 
demonstrator. Because most of their 
salary is net, on account of living ex- 
penses being advanced, demonstrating 
is a very good job for women who can 
qualify. Sometimes their salary cost is 
split 50-50 with the dealer, but in any 
case the girl likes to get her paycheck 
from one source. 

In the appliance field the “pitch” 
type of demonstration is very rarely 
used. Lecturers do not seem to work 
out in this medium, it seems. The 
motherly type of woman who can give 
good advice to other housewives has 
proved to be the most convincing. Just 
as appliance floors do not do their best 
business when crowded, it has been 
found that most women buying major 
appliances like to come up and receive 
confidential advice. 


Samples Stop the Crowd 


In the table appliance field a great 
deal of sampling is done. Particularly 
sensational have been the liquefier 
shows which rapidly present a bewil- 
dering array of colored drinks and 
preparations, such as put on by Knapp- 
Monarch, most of which are passed out 


CONTINUED FROM PAGE 68 





as samples to the crowd. Landers, 
Frary & Clark have been successful 
with coffeemakers, and small paper 
cups of coffee seem to win visits from 
most passersby. 

“I have noticed that the people who 
first sip your coffee are not the buyers,” 
says Mrs. Mae Johnson of Oak Park, 
who has for 25 years worked as a 
demonstrator for Landers, Frary & 
Clark in Chicago. “It’s like passing out 
samples of peanuts. Later when they 
come back they don’t take a sample of 
coffee, but they mean business.” 

Noblitt-Sparks has had a very ef- 
fective demonstration on their grill. 
Toasted cheese sandwiches were the 
tidbits passed out. The odor of the 
cooking, said one of their demon- 
strators, is what brings crowds on the 
run. A small fan placed behind the 
grill will waft the appetizing aromas 
still further, she declares. Spicy, odor- 
ous foods attract the most people. 
Colored items are also goed. 


Timing is Everything 


One can make a mistake in passing 
out samples of food around noon, At 
that time you are likely to get store 
employees as your best customers. One 
veteran demonstrator makes up an 
extra batch of food which she hands 
out especially to store employees be- 
cause it wins their favor. 

Shows go best which combine food 
with the mechanics of preparation. 
One of the all time classics of demon- 
stration occurred in Minneapolis with 
Miss Val Thorsen of Northern States 
Power Co. A heavy inventory of waffle 
irons had to be moved. Val made 
cookies, cakes, gingerbread and a dozen 
other items on her waffle iron to the 
astonishment of crowds. By adding a 
third element of novelty she set up a 
demo which was irresistible and filled 
the aisles. 

This year is going to see every- 
thing in the demonstrating bag. It’s 
never failed in the past—and it prob- 
ably won’t in 1949, End 











“MAYBE | LIKE TO PLAY STANDARD RECORDS AT LP SPEED” 
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Fans Blow Profits 
] 


RETAIL PRICE 


ae Se Se 
$ 95 ig 

— pe Handybreeze brings you a quality line of electric fans 

Sct = especially designed for home use. These sensibly priced 

INCLUDED gor Ep models have many exclusive features. They will help you 

ar sell the rich residential market! 














sseeees NEW “SHOW ALL” ACTION DISPLAY -------- 























Handybreeze 12- inch, 2-speed, ** Spectacular attention-getter + A sales builder that shows the 
oscillati ng fan ‘ that will sell more fans for you cooling action of Handybreeze 
Exclusive thumb screw adjustment for any arc of oscil- 
shaded 4-pole induction motor. d-in oscillating : The complete Handybreeze 
mechanism. Self-aligning, oil-impregnated bearings. promotional package for deal- 
Rubber cord and plug attached. Packed one to carton ers includes the “‘Show All’’ ac- 


tion display, window banner, 
counter card, local mat service, 
and 50 fan folders. 

VALUE $5.00 


No charge to dealers with the 
purchase of one model No. 
3104 fan. See your Handyhot 
distributor today or mail the 
order form below. 


weighing 14 Ibs. 
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P 4 Order Form* ° 
e, $1495 t Quantity Model none = —_ , = more) : 
e ” @ 

gel ° 3909—8 $ 5.95 | $ 4.06 | $ 3.83 « 

a : 3205—10” 14.95 10.21 9.62 ¢ 

° 3104—12” 22.95 15.68 14.77 $ 

3 4 TN. 3104 Fon $22.95 $15.68 : 

RETAIL PRICE 4 eumaiens rr . 














$ 
5 9 5 =) $ * Tear out and mail with your letterhead to your Handyhot Distributor. 


E F F ° a em . 
Fo tag eel o* If uncertain as to location of Handyhot Distributor, send to Chicago 


ik ee. e Electric Manufacturing Company for remailing. 


HANDYHOT QUALITY APPLIANCES 
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There’s more “SELL” in the product 
with G-E Components 











A TANGIBLE EVIDENCE 
+ OF QUALITY 











a 
On the counter, where the competition is stacked side by side against 
it—every product needs the extra push that finally makes it the 
customer's choice. 
Getting the choice—making the most of that last-minute decision— 


is a cinch for the G-E Flamenol* cord set. The big, bold, General 





Electric tag gets attention fast. The smart, tough cord and molded-on 


plug tell their own story of reliability. 





Wherever you see the G-E Flamenol cord and tag—let them help you 
sell. Give them display, and watch them pay off in sales. Section 
Q34-523, Construction Materials Department, General Electric Company, 
Bridgeport 2, Connecticut. 


*Trade-mark Reg. U.S. Pat. Off. 
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What’s the Matter with Women? 





CONTINUED FROM PAGE 69 


ing a lot better about cooking with the 
“new-fangled range,” and establishes 
a sizable chunk of good will towards 
Edwards at the same time. 

“With this specialized treatment, in 
this instance, we are able to make a 
customer happy; in fact, happy enough 
that he or she will think of us when 
the time comes to buy another appli- 
ance,” said Kirchner. “But that’s only 
one aspect of Mrs. Gravener’s work.” 

Mrs. Gravener is lord and mistress 
of her own department within the ap- 
pliance department—that is, she has a 
completely furnished kitchen, range, 
refrigerator, home freezer, dishwasher, 
garbage disposer, automatic laundry 
facilities—and she conducts cooking, 
washing, dishwashing, ironing and 
other demonstrations and home eco- 
nomics schools, according to the over- 
all sales plans set forth by Kirchner. 

When a salesman has a prospect for 
one or several of these appliances, he 
turns the prospect over to Mrs. Grave- 
ner, who gives a personal demonstra- 
tion, in the store kitchen, and offers 
her services when the appliance is de- 
livered and installed in the home. She 
has been able, with this procedure, to 
aid the salesman in closing the sale in 
many instances where the issue was in 
doubt. 

“I never write an order,” she re- 
ports, “and if I go out on a demonstra- 
tion job to a home, nothing is deducted 
from the sales commission coming to 
the salesman in question. I’m paid a 
salary, and more or less run my de- 
partment as I see fit, under Mr. Kirch- 
ner, who hired me.” 

Mrs. Gravener has a wealth of ex- 
perience in home economics, having 
graduated from the Pratt Institute, 
New York City, which has a fine home 
economics college, and having since 
been associated with many companies 
in conducting kitchen work demonstra- 
tions of all kinds. 


“As for the qualifications other ap-— 


pliance store managers should look for 
in this type of employee, here are my 
feelings on the subject: 

“1. First of all, a home economist 
in this job must be promotionally- 
minded. She should get a kick out of 
people, and drop whatever “school 
teacher” attitudes she might have. She 





must be able to mingle and understand. 

“2. She must be flexible, quick to 
change from one problem to another 
just as a salesman must adapt himseli 
to the personality which he must han- 
dle at the moment. 

“3. Although she does no actual 
selling, she must always remember that 
the sale is the thing, that through her 
competent service the sale is assured 
and future sales are made possible. 

“4, She may be a good home econo- 
mist (well steeped in facts), but if she 
doesn’t know how to sell herself, the 
effort might be wasted. She must drop 
the “instructor” attitude, be sociable, 
and show an enjoyment of her work. 

“5. Plenty of cooking school experi- 
ence, for instance, is very helpful, but 
the home economist as conceived at 
Edwards is a person who thrives on 
more stimulating personal contact 
work, while retaining the ability to 
demonstrate to large groups, too.” 


Traffic Is All-Important 


Edwards has run all kinds of pro- 
motions to acquaint customers with 
the Home Economics Department and 
Mrs. Gravener. 

“in selling appliances,” says Kirch- 
ner, “traffic is the all-important factor. 
To get people acquainted with our 
kitchen corner and demonstrator, Mrs. 
Gravener, we’ve held the usual schools, 
and being one of the volume sellers in 
Buffalo, we’ve been able to run spe- 
cials on hot plates, whippers, pop-up 
toasters and so forth, to further direct 
traffic to our kitchen, or home econom- 
ics corner, and to help sales in gen- 
eral.” 

Kirchner has sold about 1,000 hot 
plates and 500 whippers, all by similar 
campaigns. One promotion consisted 
of cooking a ham in an electric range 
oven without using a roaster, having 
slices of the ham passed out to people 
attending the demonstration, and giv- 
ing a 10-Ilb. ham free to the buyers of 
ranges within the three-day promotion 
run. 

“We think a home economist on our 
payroll is one of the best moves ever 
made here,” concludes Kirchner. 
“Manufacturers’ demonstrators can’t 
better the job Mrs. Gravener does.” 

End 
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“I'M WAITING FOR MY DINNER TO DEFROST” 
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ar The Cleveland Plain Dealer is the only 
morning newspaper in the famous Cleve- 
_ land 2-in-1 home appliance market... 
our consisting of Greater Cleveland plus 26 
“4 adjacent counties, with 141* cities and 
in towns. This means local newspaper sup- 
al port for your dealers in their own com- 
‘ect munities—all with one low-cost metro- 
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the Cleveland Plain Dealer’s individual- 
“se ized marketing service in this $48,000,000 
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ork sales volume of major home appliances 
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a Plain Dealer Market Survey Depart- 
ment, Cleveland 14, Ohio. 
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SPRING and Summer time is Marquette 
Home Freezer time . . . profit time for you. 





Lif FIRST STRAWBERRIES 
that’s your cue. Drool, when you 
tell them how good fresh straw- 


berry shortcake will taste on cold Winter 
days. 


FRESH FRUITS and VEGETA- 
BLES . .. picked from your own 
garden are yours to enjoy every 
day of the year. There’s never any want 

. or “off-season,” instead, you enjoy an 
endless variety of more tempting meals 
with a Marquette Freezer in your own 
home. 





.MARQUETTE 


Yome Freeze* 





Selling Time 


ef ~~ SUMMERTIME is Play time. 
‘@.. Marquette Freezers are the “Key 
' to Better Living” . a new way 
of living that puts extra hours in every 
day. Owning a Home Freezer simplifies 
meal planning . . . saves the housewife 
much kitchen drudgery . . . eliminates the 
need for daily shopping trips, or staying at 
home waiting for deliveries. It provides 
more nutritious meals in less time. It 
means Better Living all year ’round. 


= MR. DEALER, if you don’t already 
(~ have a home freezer in your own 
iS home, NOW is the time to install a 
¥* Marquette Home Freezer. It’ll put 
an extra punch into your sales message 
because you'll know from personal experi- 
ence all the advantages of owning a MAR- 
QUETTE Home Freezer. 





WRITE FOR DEALERSHIP DETAILS 
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A size for every need. . 
Medium sized 12 and 8 cu. ft. models . 





MARQUETTE APPLIANCES, Inc. 
MINNEAPOLIS 14, MINNESOTA 








. Large 16 cu. ft. Farm and Home Freezer .. . 
. and the 4 cu. ft. apartment sized 





Service Before Delivery 
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ing and polishing, a radio serviceman 
check it over completely to make sure 
it was working perfectly,” said Bar- 
bera. “Come along to the radio serv- 
ice room and maybe we'll see some- 
thing of that phase of the work.” 

A Philco console model radio was 
going through a thorough check-up. 
It was explained that it was sold that 
day, and taken from the floor. Before 
delivery it would be necessary to test 
the tubes and controls, and the cabinet 
would be given a polishing similar to 
the one in progress on the Recordio. 
The customer must be satisfied that the 
item was really “new” upon delivery. 

In addition, we saw a Fold-A- 
Matic (full size ironer that folds away 
into a table-top cabinet) that had ap- 
peared to function perfectly when 
demonstrated on the sales floor, and 
that had been subsequently sold. 

But when the service department, as 
a matter of routine before delivery, 
gave the appliance a going-over, it 
found that one of the moving parts was 
not fastened strongly enough to func- 
tion very long when in steady use. Of 
course the proper adjustment was be- 
ing made before it left the store, and 
Reichart’s could chalk up another good 
will accomplishment—even though the 
customer would never know of the 
trouble eliminated by this precaution- 
ary measure. 


$1,000 a Month for Pre-Service 


“We spend about $1,000 a month for 
labor and supplies for our ‘before’ serv- 
ice on appliances,” reported Barbera. 
“In that time, I’d say about five 
refrigerators, four ranges, six washers 
and say ten radios might be routed 
through our various service areas for 
adjustments, finishing work, cleanups 
and so forth. Others would get in- 
spection, of course, even though no 
extra work would be necessary. 

“It’s a very worthwhile investment, 
because we have gained a reputation 
for our thoroughness and the quality of 
all deliveries. One customer tells an- 
other, ‘you know, or tells a prospect, 
and we benefit in traffic and sales. An- 
other point of the whole setup is this: 
we have no ‘floor sample’ sales.” 

By that, he explained, he meant that 
older models and appliances that had 
been on the floor for some time, and 
might show it, are routed through in- 
spection and clean-up or repair, and 
sold as first-line merchandise. They 
are first-line, and they look it, when 
the service department gets through 
with them. 

He pointed out a Norge refrigerator 
on the floor. Through floor handling 
and demonstrations, it had received a 
crack in the control panel strip; the 
vegetable bin had been banged up a 
little. Everything had been put in tip- 
top condition, and the entire refrig- 
erator refinished right in Reichart’s, 
and then the product was again put up 
for sale at top price. 

“We'll sell it, too,” he said, “and the 
customer will be satisfied that we’re de- 
livering quality merchandise. We 
make our service sell for us in cases 
like this, every day.” End 
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Here’s the one completely automatic washer that has all the features 
demanded by housewives . . . plus “Suds-Miser”, the amazing saver of ~— fF 
hot suds and water! WHIRLPOOL’S simplified design and ease of 
installation make it a dealer’s dream for profitable selling and service- 
free operation. In city after city, WHIRLPOOL has become the 
“pace-setter” for the automatic washer market. Backed by a complete 
line .of the world’s finest conventional washers... ironers ... small 
washers ... and a revolutionary automatic dryer soon to be released ... 
WHIRLPOOL is the automatic to sell, not sell against! Write us 
today for full details and name of your WHIRLPOOL distributor. 


WHIRLPOOL 


AUTOMATIC WASHER 











These teatures make selling simple- keep customers enthusiastic 


EXCLUSIVE ‘“‘SUDS-MISER"’— Re-uses hot FULLY AUTOMATIC — YET FLEXIBLE — WAIST HIGH TOP-LOADING DOOR — 
OD sodsy woter again and again as women prefer. Does the whole laundry with a single dial No stooping or stretching. Spring-up finger- 
setting. Can be stopped and re-started, or . 

TIME-TESTED AGITATOR ACTION— ota < Prins pei touch control door can be opened any time. 
Proved best for washing, best for clothes in 

30,000,000 American homes. “SEVEN TIMES CLEAN” RINSING— Four BEAUTIFUL DESIGN — Smart counter-level 

© pressure spray rinses, one 2-minute deep cabinet harmonizes with modern kitchens. 

NO BOLTING DOWN — Installs any place agitated rinse, two more pressure sprays re- Finished in lifetime bonderized enamel, 


— simply, economically. Unique suspension move every trace of soap — leave clothes fresh. gleaming white, with chrome trim. 
absorbs vibration—assures quiet operation. 


ELIMINATES PRE-SOAKING BOTHER — 


SAVES SOAP, WATER ON PART LOADS Unnecessary with WHIRLPOOL’S double- BACKED BY A COMPLETE LINE—Of the 
— Has 9-lb. capacity, but will wash less in efficiency agitator action. However, flexible world’s finest conventional washers, ironers, 
any amount of water desired. cycle permits pre-soaking. and dryers — and 50 years’ experience! 


NINETEEN HUNDRED CORPORATION sr. sosepu micnican, u.s. A. 


For 50 Years Manufacturers of the World's Finest Home Laundry Equipment 
Ty We OPN P-\DY- Cao) Tale lalol it uml Go MEM Kol colat (of @)al lol dle) 
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Model 150—G-E 3-way 
portable. Brings in stations 
like a big set! G-E Dyna- 
power speaker. 5 tubes 
plus rectifier! Easy- 
to-read slide-rule dial. 
Maroon plastic cabinet. 
Also available in light 
gray plastic cabinet — 
Model 150G. $39.95* 
(less batteries) 











i? 2, 


NEWG-EDUAL 
PURPOSE DISPLAY 


This new G-E display stops j 
re Papeete soeets tener | customers, starts sales!Can be 
; . Wi over! Can be recharged from used as either a floor or win- 
me SW AC house current. Giant 5%" j dow display! Holds six port- 
ae G-E Dynapower speaker. ables or six table model radios. 
- wren ™ Natural color tone. Maroon ( Sturdily constructed of wood and 
GENERAL @ EHESTN plastic cabinet. $79.95* | Masonite—no cardboard or 


paper! Overall size for floor use— 

} 39" wide x 20" deep x 63" high. 

; (When used in window, with spe- 

a cial low base—overall height, 48".) 
It’s a space-saver, a traffic stopper, an 
eye catcher, a sales getter! Get your 
order in now! See your G-E radio distrib- 
utor for prices and further information. 


eee 











GENERAL @® ELECTRIC 


PAGE 98 MAY, 1949—ELECTRICAL MERCHANDISING 






































sues LOUD 


(%) “hhe outstanding protit line for 49! 


_ with power, filled with sel/ing features! Knockout 










Ru ao performance-engineered at Electronics Park for tone, 
for fine reception! And what a fine reception they'll get from your 
a customers! For complete information call your G-E radio dis- 
tributor or write General Electric Company, Receiver Division, 


Electronics Park, Syracuse, New York. 
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Model 145—G-E “very thin” personal portable. 

Easy to sell! Only 2%" deep, only 71 Ibs. Lies flat, packs easily in 

suitcase (good selling point!). 3-way. Easy to service! Batteries 

are where you can get at them—not buried under power cord! 

Beautiful maroon plastic case. $44.95* 
Goes haere * Prices slightly higher West and South—subject to change without notice 
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The Bonderite seal can influence sales for you. How? By 
presenting visible proof of an invisible added quality 
on an appliance. The Bonderite seal means that this 
appliance will look better longer. 


Bonderizing creates a paint-holding surface on metal. It 
resists rust and corrosion, making a scratch through the 
paint a minor mishap instead of a major calamity. 


Your customers know nationally-adver- 
tised Bonderizing for what it is and what 
it does. They'll know what you mean 
when you point to the seal and say, ““This 
appliance will look better longer because 
it’s Bonderized’’ 





Bonderite, Parco, Parco Lubrite—Reg. U.S. Pat. Off. 
ee tA 
~~ PARKER RUST PROOF COMPANY 
2164 East Milwaukee Ave, 
Ta Detroit 1, Michigan 








BONDERIZING Holds Paint to Metal .... PARKERIZING Inhibits Rust ... PARCO LUBRIZING Retards Wear on Friction Surfaces 
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A RECENTLY installed record department 
carries a $1500 inventory, has become a 
traffic builder which increases sales of 
hardware and small appliances. 


Tele in the Basement 
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Mortson turned the idea over in his 
mind. Finally he gave in, somewhat 
reluctantly, he admits, and told the 
distributor to send out about $200 
worth of records. He set aside an area 
toward the rear of the store, about 
5x10 ft., and built several display 
racks with slots for handling the rec- 
ords. 

Location of the record department 
towards the rear of the store caught the 
attention of many customers passing 
that way for transacting business at 
the long counter near the rear wall. 
And it had another advantage—per- 
sons coming in to see records passed 
displays of small hardware items, 
planned for impulse buying. 

“We did a little advertising,” said 
Mortson, “but I really didn’t expect 
the response that gradually built up. 
Hardware and records can be sold to- 
gether. And of course we already 
handled radio-phonograph combina- 
tions, and customers for these were 
naturally turned into record prospects, 
too.” 

Service Hardware now carries an 
inventory of records running to around 
$1500, which is pretty good for a small 
store, with hardware its main concern. 


Speakers Get Attention 


Another “trick of the trade” more 
commonly employed by appliance and 
record stores, but seldom seen or heard 
around a hardware outlet, is a loud- 
speaker hookup installed by Mortson 
to play records to the passersby out- 
side the store. 

“It’s unique to my trade, so far as I 
know,” reported Mortson. “We have 
small grills covering the speakers on 
either side, below our two show win- 
dows fronting the store. And here’s 
something—we don’t ‘blare’ the music 
out, so that it can be heard all over the 
block. 

“We keep it soft, so that it has a 
tendency to pull customers up to our 
windows, close to the displays. They 
must stand right next to the window to 
hear what’s being played, and that’s 
what a great many do.” 

Often as not, the listeners come into 
the store and sales have been helped 
in this fashion, End 


1949—ELECTRICAL MERCHANDISING, 











nt 


>f 


ooOoNsS "tw 


“se WY 








Not the radio variety... 


but real corn—has a great future! ... The hybrid varieties that added 
so much to the farmers’ incomes will be obsolete in five years... 







superseded by improved strains with stronger stalks, greater yield, 
higher protein and oil content, more resistance to drought, pests, 
disease ... and come up earlier, grow farther North. 

Possible developments are several small ears on a single stalk 
...mutants that resemble grass, grow in dryer soil, produce kernels on 
spikelets like wheat, can be harvested with a combine... stalks that 
yield sucrose, like Cuban cane or sugar beets . . . and a switch 
in the starch content could open wide industrial utility in plastics, 
fabrics, etc. Science and nature promise new prosperity in this old 
agricultural staple . . . “Hybrid Corn Is Up To New Tricks” on 
page 28, SuccessFUL Farminc for April, is an inspiring article no 
alert advertiser can afford to overlook! 


And for farm home makers... 

Wax enthusiastically . . . Facials for furniture give glamor, 
smarten the room... page 104 

Comfort and convenience . . . for minimum cost . . . Item by 
item budget for every room in the new SF farm home, as furnished pe |miteR 
by St. Louis store... page 40 

You needn’t work so hard . . . Testimonial for electricity by the Cletus 
Wagners, Defiance County, O.... they like television, too... page 34 

Be a planner . . . And prevent narrow doors and cabinets, “catercorner”’ 

fireplace, inaccessible storage space, furniture that doesn’t fit rooms . . . page 38 


Most missed market...in most marketing plans are the best farm 
families in the 15 Heart States... with the most fertile soil, highest yields, 
largest property investment...and spendable surpluses above urban income 
equivalents. Of SuccessruL FARMING’s 1,200,000 subscribers, a round 
million farm families in the Heart States average some $10,000 in 
income—$4,000 above the US farm average... . are the best electrical 
goods market in the world today! 

Giving high penetration where general media run thin, SuccEssFUL 
FARMING is indispensable—if your national advertising is really to be 
national! Get the facts from any SF office . . . SuccessFuL FARMING, 

Des Moines, New York, Chicago, Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles. 
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F CASCOS 
40-pc. TOOL’N’RAK * 






© a 
S¢@- 
Caz $ a 5 
Here are the popular Casco Power workshops that are hitting the jackpot compute 
for 20,000 retailers! Complete with the famous 27,000 RPM SUPER- 


- in @ smart, streamlined SPEED Casco Power Tool, and every precision accessory needed to build = a de solid 
burgundy-toned, models, fashion jewelry, monogram glassware, tool leather, carve nee efi 
plastic chest! plastics—for drilling, sawing, grinding, polishing, sanding—plus a dads: ° 

1001 time and money-saving uses around every home! They’re the finest 


New and Power Tool values on the market... the fastest-selling kits the year Newest Tool Kit 
Welcome Gift I ’round—and sold only through jobbers to retail stores! Sensation! 





PAGE 102 MAY, 1949—ELECTRICAL MERCHANDISING 


CHECK YOUR STOCK! ORDER NOW! CALL YOUR CASCO JOBBER TODAY! 
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Many appliance retailers pass-up one of the BIGGEST GIFT 


DAYS of the year—Father’s Day! By June 19, 1949, over 
$106,000,000 will be spent! Wives, daughters, and sons of some 
25,000,000 fathers will be out gift hunting in droves...walking 
by your store, looking at your windows, reading your ads, eager 
to buy! All looking for something new, something different—not 


the usual shirt-and-tie standby! 


That’s where you come in! You have one of the hottest gift 


items—a natural for Father’s Day—right in your line! Tell this 
horde of gift hunting shoppers about Casco Power Tool Kits. 
How every man wants one! How every home needs one! How 
it’s the gift that every Father wants above everything else! Feature 
Casco Power Tool Kits in your window, on your counter, in your 
ads! Go after and get your share of this terrific gift business—and 
Casco gives you the promotion ammunition you need to do a 
BIG JOB on the BIG DAY! 





re : 
Here’s how you rake in 


Father (5 Day sales I and pep-up your Spring volume! 


4. Take advantage of Casco’s SPECIAL COOPERA- 
TIVE ADVERTISING ALLOWANCE! Full details sent 
with other promotional material. 


FRE 


| @ Contact your Casco distributor—Check your 
stock and make certain you have enough Electro- 
matic and new Tool ’n’ Rak kits on hand. 


2 @ Write for Casco’s FREE Father’s Day Promo- 
tion Package, including: 


di. Special Poster for your store window—or for 
interior display. 

b. Special newspaper mats in 1 column, 2 col- 
umn, and 3 column sizes. 

C. Special sticker for your Casco Demonstrator- 
Display Cabinet. 


3 @ Get the full benefit of Casco’s terrific 
NATIONAL ADVERTISING in the top maga- 
zines—Saturday Evening Post, Collier's, Popular 
Mechanics, Popular Science, Mechanix Illustrated 
and Science Illustrated! 

















FATHER’S DAY PROMOTION PACKAGE 


CASCO PRODUCTS CORPORATION, BRIDGEPORT 2, CONN. 


Please rush me Casco’s special Father's Day Window Poster, newspaper 
mats, special sticker for my Casco Demonstrator-Display case and full 
details about cooperative advertising allowance. 


NAME 





STORE 





ADDRESS. 





CITY STATE 





DISTRIBUTOR’S NAME 





CASCO PRODUCTS CORPORATION, Bridgeport 2, Conn. 
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Popular demand for OSTERETT is really stepping up. And 
little wonder, because OSTERETT does every food mixing 
job with unsurpassed efficiency and convenience. It's the 
handy, low-priced mixer your customers have been wait- 
ing for. There are already tens of thousands of happy 
OSTERETT users. Get your share of new mixer profits 


from this new mixer market. Call your supplier for 
OSTERETT today. 


The new OSTERETT is currently featured in large 
space national advertising in 


LIFE...Good Housekeeping 
True Story... McCall’s 
JOHN OSTER MANUFACTURING COMPANY 


RACINE, WISCONSIN 
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Comes packed 
in an attractive 
individual display box. 
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HE week of June 6th to June 13th 

will be National Home Launder- 
ing Week, it was recently announced 
by the American Washer and Ironer 
Mfrs. Assn., Chicago, Ill. According 
to M. A. Toussaint, chairman, sales 
and advertising committee, $25,000 
will be spent on the promotion which 
will feature the slogan “For family 
washing there is no place like home”. 
Regular members of the group will be 
assessed on a basis of 1¢ per unit for 
all units sold during the year to cover 
the costs of the promotion and the 
National Sanitation Foundation, Mr. 
Toussaint continued. He urged the 
industry to devote the entire month to 
the continuous promotion of the asso- 
ciation’s products. Member companies 
are presently being informed of the 
various promotional details pertaining 
to the event and are being advised on 
how to tie in their individual maga- 
zine and trade journal advertising with 
the drive. In turn, these companies 
will announce and plug the Week with 
their distributors and dealers. 


Announce Details 


Promotional details made known in- 
clude a window display contest in 
which a series of prizes will be pre- 
sented for windows which best sell 
the complete home laundry idea. To 
be eligible for a prize, each window 
must show at least one washer, ironer 
and dryer, contain the official slogan, 
and maintain the display for at least 
one week. The manufacturer’s or 
wholesaler’s representatives who nom- 
inate the winning dealers will also re- 
ceive prizes. Competing stores will 
be divided into three classes and dupli- 
cate prizes will be awarded winners 
in each class in the five geographical 
sections of the country. Prizes will 
be U. S. Savings Bonds amounting to 
over $10,000 at matured value. Pho- 
tographs of competing stores ac- 
companied by entry blanks counter- 
signed by the nominating agent must 
be submitted on or before June 30th. 


Store Classification 


The association announced that 
stores would be classified as follows: 
Class A—department stores in cities 
of 25,000 population or over; also all 
utilities; Class B—all appliance and 
hardware stores ; Class C—department 
stores in cities under 25,000 popula- 
tion, all furniture stores, and other 
stores otherwise not classified. 

Prizes will be awarded as follows: 
Window displays—first prize—$200; 
second prize—$100; third prize—$50. 
The awards for the nominator’s, man- 
ufacturer’s or distributor’s representa- 





National Home Laundering Week 


American Washer and lroner Mfrs. Assn. promotion will 
be held June 6-13; group votes $25,000 to sell idea 
that “For family washing there is no place like home” 


tives will be: first prize—$100; sec- 
ond prize—$50; third prize—$25. 
Since the prizes will be U. S. Savings 
Bonds, the amounts listed represent 
the approximate purchase price of the 
bonds. 

The country will be divided into 
five geographical divisions, Northeast, 
Southeast, Midwest, Southwest, and 
Intermountain and West Coast. 


Advertising Program 


The group plans to appoint an ad- 
vertising agency to handle the cam- 
paign ad details which include full 
page ads in several trade publications, 
packaged mats for use in’ selected 
newspapers, sales letters listing manu- 
facturers cooperating in the promotion, 
radio tie-ups with network programs 
such as those sponsored by large soap 
companies, 500,000 stickers for use 
on correspondence, invoices etc., lapel 


pin buttons to be worn by manufac- 
turer’s and distributor’s representa- 
tives prior to and during the week. 
The $25,000 outlay is tentatively 
being broken down as follows: Prize 
money—$7,500; trade paper adver- 
tising—$1,500; mechanical preparation 
of ads—$1,000; strips or banners— 
$5,000 ; mats—$1,000; stickers— 
$2,500 ; buttons—$250; and reserve for 
contingencies—$6,250. 


Committee Personnel 


Full support of the following com- 
mittees is being enlisted for the cam- 
paign. Conventional Washer Prod- 
ucts Division—Paul N. _ Berner 
(Norge), chairman; D. A. Rizor 
(Dexter), S. B. Welch (Horton); 
Automatic Washer Products Division 
—Parker H. Ericksen (Bendix), 
chairman; and C. E. Anderson (G-E) ; 
Ironer Products Division—W. R. 





AMONG the home laundering equipment industry leaders attending a recent meeting 
of the American Washer and Ironer Mfrs. Assn. were (left to right, front row): Parker 
H. Ericksen, F. M. Mitchell, H. Paul Nelligan, Roy A. Bradt, D. A. Rizor, and Paul 
N. Berner; (rear row): M. A. Toussaint, Frank Breckenridge, John A. Drake, Joseph 
Groshans, Howell G. Evans, A. H. Noelke, O. L. Earl, R. H. Thompson, A. B. Murray, 
and Paul J. Pannier. 
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Dabney (Ironrite), chairman; Joseph 
Groshans (Barlow & Seelig), E. H. 
McConnell (Horton) ; Dryer Product 
Division—F. M. Mitchell (Frigid- 
aire), chairman; L. I. Sweetland 
(Hotpoint), R. G. Halvorsen (Ham- 
ilton; Associates—O. L. Earl (Acme), 
chairman; H. C. Kunkelman (Bliss & 
Laughlin) ; G. W. Green (B. F. Good- 
rich) ; J. J. Goodwillie (Dole Valve 
Co.), N. L. Etten (Chamberlain 
Corp.) T. C. Craig (Mullins) ; W. L. 
Kauffman (Lovell); E. G. Fahlman 
(Permold) and H. S. Smith (Burgess- 
Norton). 
Engineering and Rearch Committee: 
Frank Breckenridge (Automatic), 
chairman; G. I. Cockerill (Apex) ; P. 
E. Geldhof (Nineteen Hundred) ; 
John B. Dyer (Easy), C. S. O'Neil 
(Hamilton) ; T. R. Smith (Maytag) ; 
N. L. Etten (Chamberlain); W. F. 
Oliver (Bendix) ; H. E. Metz 
(Landers, Frary & Clark); W. C. 
O’Connell (G-E); H. P. McCarty 
(Hotpoint) ; David Hays (Preventi- 
tive Maintenance Co.) 
Export Traffic—S. H. Lewis (Easy), 
chairman; J. B. Burrows (Nineteen 
Hundred); F. R. Mason (Altorfer 
Bros), R. H. Thompson (Maytag). 
Finance and Budget—H. G. Evans 
(Hamilton), chairman ;G. W. Yeager 
(Dexter) ; H. A. Bumby (Barlow & 
Seelig). 
Government—H. L. Clary (Norge), 
chairman; W. S. Hammersley (Do- 
mestic); H. A. Bumby (Barlow & 
Seelig); A. C. Scott (Apex). 
Market Research—John A. Drake 
(Norge), chairman; A. E. Cascino 
(Bendix) ; E. G. South (Frigidaire) ; 
C. F. McCandless (Easy); E. G. Hig- 
don (Maytag); G. A. Beise (Hot- 
point) ; C. H. Rippe, Jr. (Hamilton) ; 
R. C. Upton (Nineteen Hundred) ; 
M. H. Powless (F. L. Jacobs); C. 
A.\Brewer (G-E) and M. A. Tous- 
saint (Conlon-Moore). 
National Sanitation Foundation— G. I. 
Cockerill (Apex), chairman; W. F. 
Oliver (Bendix); P. E. Geldhof 
(Nineteen Hundred); H. G. Evans 
(Hamilton) and William Shaw. 
(Continued on next page) 
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Pr Les Air Equipment’s new 

: 1949 line of Nitecool and Koolmaster 

TER Attic Fans . . . Window Fans... Vertical 

KOOLMAS Fans. A complete line for more sale . . . 
oOL and more profits. 

NITEC A better range of sizes, better quality con- 

OOLMASTER struction. Standard G E Motors, Torring- 

ton Fan Blades, Standard Bronze Bearings, 

\TECOOL Standard V-Belt Drive, Certified ASH&VE 


Ratings, underwriters’ Label. 


Learn more about this quality line of fans. 
Clip out the coupon below and mail it 
today. 





Nitecool Arnc 
and Commercial 
Belt-Driven Fans 


Kooimaster 
Window Fan 


Nitecool 
Vertical Fans 


AIR EQUIPMENT CO., 1713 Carroll Ave., Chicago 12, Illinois 


Please send me without obligation, complete information on 








your 1949 line of Koolmaster and Nitecool Fans. I am a 
dealer, agent, ____ distributor. 
Name —____ St a a ee 
Address. Sen. Seem — ae Re ae 
a: State _ 


*e © ete © © @ @ 


AIR EQUIPMENT co. 


1713 W. CARROLL AVE., CHICAGO 12, ILL. * WAREHOUSE, 630 S. MILLER ST. 


55 Years of Experience and Proare 


ive Management 
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Parts and Service—A. B. Murray 
(Maytag), chairman; C. L. Atkinson 
(Easy) ; J. W. Krull (Apex); R. A. 
Simons (Nineteen Hundred); J. B. 
Dobbertin (Conlon-Moore); N. B. 
Wood (Hamilton); F. L. Buelow 
(Barlow & Seelig). 

Sales &Advertising—M. A. Toussaint 
(Conlon-Moore), chairman; J. S. 
Morris (Barlow & Seelig); R. G. 
Halvorsen (Hamilton); S. B. Welch 


(Horton); J. L. Armstrong (Ben- 
dix); John A. Drake (Norge); 
William Shaw. 

Trade Practices—R. A. Bradt (May- 
tag), chairman; Paul N. Berner 
(Norge); R. G. Halvorsen (Hamil- 


CONTINUED FROM PAGE 105 





National Home Laundering Week 





ton; L. O. Reese (Armstrong Prod- 
ucts Corp); F. W. McGrath (Appli- 
ance); Parker H. Ericksen (Bendix). 
Trafic—R. H. Thompson (Maytag), 
chairman; L. P. Kulm (Conlon- 
Moore); J. C. Voss, (Voss Bros.) ; 
W. R. Dunn (Easy); H. J. Benzie 
(G-E). 
National Security Resources Board— 
W. S. Hammersley (Nineteen Hun- 
dred), secretary; J. S. Sayre (Ben- 
dix); W. H. Reeve (Easy); W. R. 
Dabney (Ironrite); A. A. Danekind 
(Maytag); O. A. Lenna (Black- 
stone) ; and O. L. Wertz (Frigidaire). 
Government representatives are F. 
C. Elliott and Lester Doidge. 











Scheduled 


U. S. CHAMBER OF COMMERCE 


Annual Meeting 
Washington, D. C. 
May 2-5 


NATL. ELECTRICAL 
WHOLESALERS ASSN. 


Annual Convention 
Netherland Plaza Hotel 
Cincinnati, Ohio 

May 2-6 


BRITISH INDUSTRIES FAIR 


Olympia, London, and Castle Brown- 
wich, Birmingham 
May 2-13 


MISSOURI VALLEY ELECTRIC 
ASSN. 


Sales and Rural Conference 
Hotel President, Kansas City, Mo. 
May 5-6 

Annual Meeting 

May 17 


AMERICAN PUBLIC POWER 
ASSN. 


Annual Convention 
Fairmont Hotel 

San Francisco, Calif. 
May 10-12 


AMERICAN MANAGEMENT 
ASSN. 


18th Natl. Packaging Exposition 
Auditorium, Atlantic City, N. J. 
May 10-13 


CHICAGO METROPOLITAN 
HOME BUILDERS ASSN. 
Annual Chicagoland Home Show 
Chicago Coliseum, Chicago, Ill. 
May 14-22 


NATL. ASSN. OF CREDIT MEN 


National Convention 
Atlantic, N. J. 
May 15-19 


RADIO MFRS. ASSN. 


5th Convention and Annual Radio 
Parts Industry Trade Show 

Stevens Hotel, Chicago, Ill. 

May 16-20 


HOMEBUILDERS ASSN. OF 
NEW ORLEANS, INC. 
Home Show 
Municipal Auditorium, New Orleans, 


La. 
May 21-29 





Meetings 
PACIFIC COAST ELECTRICAL 
ASSN 


Annual Meeting 
Coronado Hotel, San Diego, Calif. 
May 25-27 


CANADIAN INTL. TRADE FAIR 


Exhibition Grounds, Toronto 
May 30-June 10 


EDISON ELECTRIC INSTITUTE 
Annual Meeting 
Traymore Hotel, Atlantic City, N. J. 
May 31-June 2 


NATL. HOME & BUILDING 
EXPOSITION 


Pan-Pacific Auditorium 
Los Angeles, Calif. 
June 2-12 


AMERICAN WASHER & IRONER 
MFRS. ASSN. 


Natl. Home Laundering Week 
June 6-13 


STOKER MFRS. ASSN. 


Annual Meeting 
French Lick Springs, Ind. 
June 13-14 


STORE MODERNIZATION 
INSTITUTE 
Intl. Store Modernization Show 
Grand Central Palace, New York, 
N.Y. 
Week of June 20th 


CANADIAN ELECTRICAL ASSN. 


Annual Meeting 

Banff Springs Hotel, Banff, Alberta, 
Canada 

June 28-30 


CHICAGO MARKETS 


Merchandise and Furniture Marts, 
Chicago, Ill. 
July 5-16 


NATL. HOUSEWARES MFRS. 
ASSN. 


Natl. Housewares & Home Appli- 

ance Mfrs. Exhibit 
Auditorium, Atlantic City, N. J. 
July 11-15 
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Here’s The Appliance That Knows 
No Seasonal Slumps...Weathers 
Toughest Market Conditions! — 


GAIN Hotpoint heads the field—this time 
with the amazing 1949 Hotpoint Automatic 
Electric Dishwasher that’s proving to be a steady -~ 
profit-builder for aggressive, merchandising-minded 
dealers from coast to coast. 

For here’s a really new kind of appliance that 
women everywhere want—the greatest time- and 
work-saver ever invented for their kitchens! Take 
advantage of the great new “Magic Market” it 
offers. Sales are waiting .. . NOW! 


You Get Hotpoint’s Famous Selling Features: 


TABLE TOP 
ELECTRIC DRYING 


Plus exclusive Impeller Screen, Front Opening, 
Top-Spray Action and 12 great 1949 advancements. 
New '49 sales clinchers include gasketless door 
that closes like an oven door, simplified drain 
system, steam baffle and many more. With achieve- 
ments like these, is it any wonder dealers call 
Hotpoint “the franchise with a future”? 

Hotpoint Inc. {A General Electric Atfiiate) 5600 W. Taylor St, Chicago 44, Ill. 





Everybody's Pointing To 


Ranges + Refrigerators » Water Heaters + Freezers + Dishwashers 
Disposalls® +» Clothes Washers » Dryers + lroners * Cabinets & Sinks 
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(Tis TWO-MINUTE 


DEMONSTRATION 
S GETS THE ORDER 
Dl /N A HURRY! 


ORDER NOW! 


aim. Table, rug and demonstra- 
tion plan is ready to sell 
for you. ORDER TODAY. 





















0 
0 pk It Walks*—by it- 
1 self cleaning as it goes. 
Proof that it’s EASIER! 


pn” 
Once over (that’s 


A F all) and it’s Clean. 
. Proof that it’s FASTER! 













1 GETS MORE DIRT! 


Keene OR 4 REFUND rN 


gve | 
























of Gets deep S$” Guaranteed by > 
ee down dirt and Good Housekeeping 
surface litter. Lab- @ ’ ene 
* “oratory tests prove that no S ADVERTISED 


other cleaner can equal Eureka for 
FASTER, EASIER, BETTER CLEANING! 


| ~ pmuy ARNETT PROVES tu SELLS 


' CLEANERS FAST AT r AT FULL PROFIT! 
2284 ame oA yp - 


SOLD!6 EUREKAS | 519-9 95 
IN ONE DAY each 


—all to store ‘cocbtorstc a with Eureka 
Automatic Walking Cleaner 
demonstration: — rug and domme 


You can iiaidlle more 
money with Ewrekal 












moves Forward 8° 
VY) Se Lhe Oller Te), ie ge) oy: 4 


Order Complete Eureka Store Demonstrating Station. Beau- 
tiful (light green) Table Stand 45” x — and special EUREKA 
Demonstrating Rug . . . Only $29 









TO: EUREKA DIVISION, EUREKA WILLIAMS CORPORATION, 
Bloomington, Illinois 


I am definitely interested in your new store demonstrating 
program. Please send full details. 


Name of Store 





Address 

















PAGE 108 MAY, 1949—ELECTRICAL MERCHANDISING 











| EE] Hears Newcomb Call "W" 


‘ 














Biggest Block to Sales 


13th annual conference told 
public wants 10% down rule. 
Hughes, McCall winners named 


Mrs. Housewife is using strange 
fuels and her appliance purchasing 
instincts are snarled up by government 
controls, Theron J. Newcomb, sales 
manager, Electrical Appliance Divi- 
sion, Westinghouse Electric Corp., 
told the 15th Annual Sales Confer- 
ence of the Edison Electric Institute. 
Some. 717 utility people, including 70 
women, were on hand at the Edgewater 
Beach Hotel from April 4 to 7. 

“IT don’t take too gloomy a view of 
the buyers’ market,” he said. “Forty- 
three years since the turn of the cen- 
tury have been buyers’ markets and 
industry growth has been consistent. 
Electricity is the best energy to sell, 
and it is gentle, strong and clean. 
Since the war, new items have con- 
tinued to appear on the market to sell 
the public such comforts as television, 
the dishwasher, and blankets. There 
is literally no end to what we can do 
with electrical energy.” 


Utilities Get Orphans 


“True,” said Mr. Newcomb, 
“NEMA has said there are 87,066 
dealers in the U. S. selling electric 
refrigerators. This is 24 times the 
number that were in business in 1941. 
There will be an inevitable scale-down 
and the utilities are going to be asked 
to keep the orphans operating. 

“Chief stumbling block to progress 
at the present moment,” he continued, 
“lies in government fumbling. 

“There is the present procrastination 
of Congress in regard to taxes. There 
are the delays of the Federal Reserve 
Board in regard to Regulation ‘W’. 
The half-way handling of the ques- 
tions has postponed buying impulses. 
Even the recent releasing of the brake 
on Regulation “W” did not give the 
public what it wanted, which was 10 
percent down.” 


Outlines Problems 


Mr. Newcomb listed the following 
problems facing the industry: (1) 
Adequate wiring: “We can’t sell the 
public a fraction of the appliances that 
can be used ;” (2) Excise tax: “There 
should be a 2 to 23 percent tax spread 
over a wide variety of items. Such 
a tax would produce more than the 
10 percent now levied:” (3) Difficulty 
in getting a full-line approach on ap- 
pliances. Tendency is to let George do 
it when it comes to new items. Utili- 
ties have the duty of encouraging 
broader use of existing devices and a 
constant promotion of the new in order 
to get consumption of current; (4) 
Water heater difficulty. Water heater 
standardization is needed. Too many 
utilities expect the public to use hot 
water in ratio to the utility’s needs, 
not the public’s. The demand for 
hot water is constantly increasing due 
to the incoming dishwasher, automatic 
washer and other items. Greatest pos- 
sible blow to LP Gas could be through 
the hot water and the cookstove. (5) 
Education and sales training. Some 
48.5 percent of the present population 
has never experienced a free market 
for appliances. Of these, 21 percent are 
adults. Some 58.4 percent of the pop- 
ulation has had only indoctrination of 
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share-the-wealth ideas. There is need 
of education and sales training such 
as we never had before. 


Survey Results 


E. O. George, Detroit Edison Co., 
related that automatic laundries gave 
his utility a load of 1,340 kw.-hrs. or 
$34 a year revenue per unit: $24.65 
from dryer, $3.60 from washer, and 
$5.74 from ironer. A survey made in 
Detroit revealed that 96.1 percent of 
dryer users were satisfied, also 81.5 
percent of automatic washer owners. 

Dryer owners liked the texture of 
dried clothes, particularly towels and 
baby clothes. Dislikes included mois- 
ture, steam and lint, and inability to 
dry woolens. Washer owners appre- 
ciated time and labor saving, elimina- 
tion of rinsing, dry hands. 


Wide Dryer Operation 


Larger families, averaging 4.8 peo- 
ple, used the dryer. Automatic washer 
families averaged 4 persons. Some 
60 percent of dryer owners also had 
electric ranges, while only 37 per- 
cent of automatic washer customers 
had one. Some 66 percent of clothes 
dryer owners used ironers. Dryers 
were used during the morning in 48 
percent of the families and afternoon 
in 19 percent. Some 10 percent em- 
ployed dryers on Sunday. Dryer usage 
hit a kw.-hr. average of 89 for high 
and 63 for low periods of year (July or 
August). A family of two used 556 
kw.-hrs. with dryer; family of six, 
1,291; family of eight, 1,702. Service 
calls on dryers have been running 1 
to 17; not one has been removed be- 
cause of cost of operation. 


Freezers Not Supported 


F. F. Duggan, sales manager for 
Deepfreeze, pointed out that home 
freezers have acheived a saturation of 
1,400,000 units without yet enjoying 
support of utilities. He said the power 
shortage won't last and the even load 
of freezers is desirable to utilities. 

Fred A. Compton, general sales 
manager, Detroit Edison Co., revealed 
the load building possibilities of tele- 
vision. 


Name Winners 


George A. Hughes award winners 
were: Class I: the Southern California 
Edison Co., for electric kitchen promo- 
tion; second place, Union Electric Co. 
of Missouri; Class II: domestic elec- 
tric range promotion. Utah Power & 
Light Co.; second place, Pennsylvania 
Power & Light Co.; Class III: Elec- 
tric water heater promotion, Detroit 
Edison Co. ; second place, Penn, Power 
& Light Co.; Class IV: commercial 
electric cooking promotion, West Penn 
Power Co.; second place, Ohio Power 
Co. 

Laura McCall Home _ Service 
Award winners were: division A, 
Lucile Ramirez, Washington Power 
Co.; division B, Margaret Schneider, 
Wheeling Electric Co.; division C, 
Marguerite Fenner, Pacific Gas & 
Electric Co.; Elizabeth Parker, 
Georgia Power Co.; Kathryn Spencer, 
Indianapolis Power Co. 


1949 








CONCENTRATED POWER PLUS as represented by (left to right): Lee Clark, Frigid- 


aire; J. R. Poteat, G-E, and T. J. Newcomb, Westinghouse. Conference found most sales 
executives optimistic about the appliance future pendi 
selling obstacles. 





g the removal of several current 





SERIOUS CONSIDERATION is given to Regulation W's paralyzing effect on sales by 
W. A. Blees, general sales manager, Crosley Div., Avco Mfg. Corp. (left) and Frank E. 
Mueller, Cleveland Illuminating. Mr. Blees has been an outspoken foe of credit controls. 





ALL SMILES during the recent Edison Electric Institute 13th annual sales conference 
were J. T. Coatsworth, E.E.1. commercial director (left) and O. R. Doerr, San Francisco. 
Despite negative influence of “W", executives see bright picture for appliance sales. 





TWO LEADERS in home service attending 
meetings were (left to right): Ada Bessie 
Swann and Edwina Nolan. 


FREEZERS have glamour, Philco’s Adelaide 
Fellows told the Edison Electric Institute con- 
ference. 
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Is there a career for you 





in this GIANT industry? 





I. this ad over with your wife or sweetheart tonight. 


Let her help you decide if it is directed to you. This is an 
opportunity to grow ... in a business with greater potential 
than refrigeration, television, radio, air conditioning, or any 
other home appliances. 

It’s the business of supplying beautiful and efficient white- 
enameled steel kitchens to the nation’s homes. We call it the 
Youngstown Kitchen Merchandising Business. 


As the world’s largest makers of steel kitchens, we have seen 
our market grow faster than that of any other home equipment. 
Already, we have almost a million enthusiastic owners. But we 
look at this as just the beginning! 


That’s why we define the Youngstown Kitchen Merchandising 
Business as the next giant industry—an industry that will bring 
convenience and happiness to millions of homes and profitable 
employment to thousands of outstanding men. This may be the 
opportunity you are looking for. 


GREAT EXPANDING MARKET 


We recognize in the new Kitchen Merchandising Business the 
greatest opportunity for growth in our 75-year history. 


Why? 


Our reasons are simple: 
First of all, there are 20 million homes that need new 
kitchens—and an almost equal number of families with the 
ability to buy. 
Second, there are hundreds of thousands of new homes 
built yearly and every one must have a kitchen. 
Third, you can find out for yourself in talking with any 
woman that the desire for a modern kitchen is one of the 
things closest to her heart. 


We know the bigger we grow—the more we produce—the more 
economically we can produce .. . the larger our market becomes, 
whether it is a buyers’ or sellers’ market. 


This advertisement is itself proof of our belief in the future of 
the great new industry. So is our national advertising program 
that tells the story of Youngstown Kitchens to the people of 
America in effective full-color ads, appearing in national maga- 
zines with a combined circulation of over 52 million! 

AN ENTIRELY NEW IDEA 
When Youngstown began its pio- 
neering in the Kitchen Merchan- 
dising Business, we soon found 
that women have always wanted 
modern, work-saving kitchens. 





Today they can afford them because we have applied the best 
in mass production methods to a new idea of kitchen planning. 


Already, the Youngstown way of building standardized kitchen 
units that combine to fit any home has made possible many 
outstanding careers. It will make possible thousands more. As 
we expand, kitchen-planning experts will be in great demand. 
These men will be not merely salesmen—but trained consultants 
who can help the housewife, the architect and the builder plan 
the kitchens that mean better living for all. 


HERE’‘S WHAT WE SAY TO YOU 
There never has been an easy “open sesame” to success. 


But this is a golden opportunity . . . an invitation to work for 
the profits that your ability and effort deserve. 


All of us here—and our distributors and dealers believe: 


No ounce of your creative energy, no hour of your 
time, could be invested more profitably. 
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bee sg Gun in YOUNGSTOWN KITCHEN 
LERS’ DRIVE for Specialized Manpower 


This advertisement appears in the May 7 issue 
of The Saturday Evening Post 
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If you qualify, you will be connected with a “certified” Youngs- 
town Kitchen Dealer—probably in your home town—one of a 
nationwide network of dealers that grows daily in size and 
stature. 


You will receive what we sincerely believe is the finest sales 
training available anywhere—a course that condenses years of 
experience into hours. You will have at your disposal time-saving 
sales tools that are the envy of the appliance business. 


You will have the opportunity to contact actively interested 
prospects immediately. 


You will be backed by advertising that produces live prospects. 


Already, more than a million and a half men and 
women have sent in coupons with dimes and quarters 
to get more information on Youngstown Kitchens. 


This is a chance for experienced and qualified men to use their 
sales experience where it can be more productive in income. 








It is an opportunity for inexperienced but capable and ambitious 
men to start in what we are convinced is the greatest selling 
opportunity of the day. 


For all of you who qualify, it will lead to a chance to move ahead 
as supervisors, sales managers—and possibly a chance to own 


a business of your own. 
WANT TO KNOW MORE? KS = 
aD 
us 








This picture shows a typical Youngstown Kitchen—an arrangement of white-enameled 
steel units. These units, including Kitchenaider cabinet sink, wall and base cabinets and 
accessories, are easily combined in thousands of different ways. This makes possible a 
modern, work-saving kitchen for any home, regardless of shape or size of area available, 


y 
y BY MULLINS 


World’s Largest Makers of Steel Kitchens 


N 

If you are ambitious, ready and anxious BNE / 
to grow, write and tell us all about your- \>= 
self. Enclose a snapshot, if possible. Al’ 


Your letter will be carefully considered in all ways. You will hear 
from us. We will tell you where and when you can learn the com- 
plete details of this opportunity and what it may mean to you. 


Chav A Narrow 


CHAS. A. MORROW, Vice President in Charge of Merchandising 











MULLINS MANUFACTURING CORPORATION 
WARREN, OHIO 
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1F YOU HAVE A FRIEND OR RELATIVE WHO MAY BE INTERESTED IN THIS OPPORTUNITY, PLEASE SHOW HIM THIS ADVERTISEMENT 
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More Faces at EE] Conference 












y 
| PS ; 
fore than ever.. 
A C Leader , i 
anaes UTILITY VIEW was offered during a luncheon discussion at the EI conference by 
Carl L. Hoffman (left) and R. B. McElroy of the Washington State water power company. 
eo Shan bs 
in the Field 











HOME SERVICE WINNERS of the McCall’s magazine competition receive congratula- 
tions from Elizabeth Sweeney Herbert, McCall’s household equipment editor (second from 
left). They are (left to right): Lucile Ramirez, Spokane; Margaret Schneider, Wheeling, and 
Elizabeth Parker, Atlanta. 
Give Briggs & Stratton 
4-cycle, air-cooled gaso- 
line engines any job with- 
in their power range. 
You'll soon see why Briggs & Stratton 


engines are recognized as the leaders 
in the field. 


You'll find the Briggs & Stratton en- 
gines are tough, dependable, trouble- 
free — why they outperform and out- 
last any other engines of equal horse- 
power — and why they are today’s 
outstanding power value. 

BRIGGS 





LIGHTER MOMENTS included a skit presented by (left to right): Clara H. Zillessen, 
Philadelphia; Larry Dunn, United Illuminating Co., and Carl Robbins. 

& STRATTON CORPORATION 

Milwaukee 1, Wisconsin, U.S. A. 





*eo° 


Maintaining Since 1917, for more than 30 years without 
i hi interruption, it has been the constant aim 
Leaders ip at Briggs & Stratton to build the best 4- 


single-cylinder, air-cooled gasoline engines that engi 
neering brains and precision 


cycle, 


manufacturing can provide. 

The attainment of that goal is acclaimed by more than 
4,000,000 engines built and put into the hand 

Cor 


is of users 
stant field and laboratory testing — constant developing 
and experimenting have added feature after feature, 


improve- 
ments and refinements. New manufacturing processes, too, and 





ever-increasing precision in production and assembly are fur 
ther assurance of the maximum in efficiency and performance 








. 


pence 


FIRST PRIZE for the electric kitchen promotional activities classification in the 1948 


George A. Hughes award competition was won by Southern Calif. Edison Co. Leonard C. 
Truesdell, Hotpoint (center), makes presentation to Henry C. Rice, Edison, as H. M. 
Sawyer looks on. 
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Marep 25, 1949 


M H, W. Ma ate eer, agpdtsher 
Electrica; ailere Pehang 

530 West 4 42nq Strees®: 

New York 18, New York 













Dear Mr, Mateer, 


anni versante. ar Worth n noti hen they C Onmen ona t 6 Pleasant 
©vents, Apex wi1”* Shor rtly cotepten rate that kind, 


When o our addy vertisement runs in Your Coming Me ®8Y issue it wilj 
be the 180th Consecutive “PPearance Of Apex nN your inside 
== n 


front COver ch th ars With rrupt Ne 
S8se noti that th 8 sec 1 nNtinueg ughout the wap 

years hen we hadq Oducts t ell dist Lbut and 

Saler 


Since the first sdvertisemer, nt a “or ered Our busine 83 has eX~ 
in tun ith "4 eu PPlian’s 


e ce In 
terms of Creative and Product tye Tacilitics 83 wel] 8s in 
2cceptance pong the distributry, ”° trade, The - Potentiajs of 
M indu d 


this 8reat Quipment rket Provide a 
Complete line Products Vac aners, nger an 
tomat4 Cloth washers, Clot ners a yers and 
f nally Omplet ly tomatic d r Carrys Our 
© and gs 85 a Stributon hr Ughout ¢ Uniteg States 
Plus repre ©ntation in mog Of th di Countr; 
by Rca Int 1 
It pl Ses t Calize hat th Success Pex Pests 
Square) upo 800d wi} f thous nds he distripy 
tor Caler nN Amer e ELECTRIcar HANDISty 
been Partne help ° builg t 800d wit) y 
Carrying Apex les Ssage €ach month Ustri puto. 
and dealer 


This is just to te13 you how We Value o Dea itule in — 
TRICAL MERCHA SING, We hope to Celebre = ith You 
c 8 


Sincerezy Yours, 


res den 
F Quali FOR MORE THAN THIRTy YEARS 
























Were you in on the 





For the past two years, the sales volume of Storage Type Electric 
Water Heaters has been over 1,000,000 units a year. This represents 
more than $126,000,000 annual sales volume, and that’s not peanuts 
in anybody’s language. 


If you didn’t promote and sell Electric Water Heaters, how much 
of that volume did you miss? 


Proof that Electric Water Heaters are what people want 
Not only actual sales volume but surveys—by such magazines as 
McCall’s and Successful Farming, by the Office of Civilian Require- 
ments, and NE.MA—show the rapidly increasing demand for modern 
Automatic Electric Water Heaters. 


Here’s WHY people want Electric Water Heaters 


This trend is growing daily as people see for themselves the many 
advantages of the modern Automatic Electric Water Heater: 


(1) Automatic (continuous hot water, no attention); (2) CLEAN 
(smokeless, sootless); (3) DEPENDABLE AND TROUBLE-FREE (as 
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Electric Water Heaters 


electric light); (4) Economica (fully insulated storage, short hot 
water lines); (5) SAFE (all electric, dependable temperature control); 
(6) FLExrBe (can be installed anywhere, even in living quarters; 
no flue or vent). 


Here’s why dealers like to sell Electric Water Heaters 


Not only do people want to buy Electric Water Heaters, but dealers 
like to sell them because of: 


© Larger Individual Sales. One Electric Water Heater repre- 
sents as much dollar volume as two or three smaller appliances. Each 
sale also represents... 


© More Profits for You. Dealers make attractive profits on the 
sale of Electric Water Heaters. And there is also the added advan- 
tage of... 


®@ Pleased Customers who come back to you for other electrical 
appliances and services. 


That’s why you’re missing plenty of sales and plenty of profits unless 
you stock and sell modern Automatic Electric Water Heaters! 


ELECTRIC WATER HEATER SECTION, 
155 East 44th Street, 

BAUER «+ FAIRBANKS MORSE «+ FOWLER « FRIGIDAIRE ¢« GENERAL ELECTRIC ¢ HOTPOINT 
NORGE « PEMCO « REX « RHEEM « SELECTRIC « SEPCO + SMITHWAY 
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} 900,000 








During the six years preceding war-time manufacturing restrictions, ] 800,000 
sales of Automatic Electric Water Heaters almost tripled. Since the 700,000 
war, sales have really soared. The years 1947 and 1948 showed a gain of : 






























































more than 500% over the best pre-war year. This points to a high vol- 600,000 
ume for years to come. The Electric Water Heater is what people want! 
500,000 
7 400,000 
7 300,000 | 
- ) WAR 200,000 











1935 1936 1937 1938 1939 1940 1941 1942 1945 1946 1947 1948 
Source: January; 1949 Statistical Issue; Electrical Merchandising. Industry Figures developed from Statistics compiled by NEMA. 





National Electrical M facturers A iati 

New York 17, N. Y. 

HOTSTREAM + JOHN WOOD «+ KELVINATOR + LAWSON + MERTLAND + MONARCH 
THERMOGRAY « TOASTMASTER + UNIVERSAL + WESIX + WESTINGHOUSE 
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An Ex7ra Sales Advantage 
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CHROMALOX Electric Range Units win 
praises from homemakers because the “2 
Units in 1’ CHROMALOX feature offers 
separately controlled areas that fit 
small and large pots and pans. This means 
more cooking flexibility, greater effi- 
ciency, more economical operation . . . 
and a more comfortable kitchen. 


Too, CHROMALOX Supreme Units have 


CHROMALOX 
a 4 
Eloi Range Unitd 





the exclusive triangular cross-section 
that gives more cooking contact surface; 
and convenient reflector pans that lift 
out for thorough washing. 


These selling points and many more— 
plus the fact that with a small stock of 
CHROMALOX Units you can service all 
makes of electric ranges—make it more 
profitable to handle CHROMALOX. 





wight for 
V fit 





V price 


CHROMALOX 
Replacement Units 
fit ALL Ranges 








V profit 


For Range Moderngalion 
CiiROMALOXK 


*More than 90 out of every 100 New Elec- 
tric Ranges Have the “2 in 1" Feature. 
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EDWIN L. WIEGAND CO., 7525 THOMAS BLVD., PITTSBURGH 8, PA. 


See eeseeeaeas SSSASSASSVSSsssVsssVssssssssss VSssssssssssssassy 


EDWIN L. WIEGAND COMPANY 
7525 Thomas Boulevard, Pittsburgh 8, Pe. 


Please send me my free copy of the new CHROMALOX RANGE UNIT 
REPLACEMENT CATALOG RU- 147. 


: 
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Washers, Water Heaters, lroners, 
Vacuums Hike Output in February 


Ranges, refrigerators, radio and video 
production is below January; two month 
1949 totals generally less than last year 


By William J. Hoffmann, Jr. 


Washers, water heaters, ironers and 
vacuum cleaners were conspicuous in 
their roles as the only electrical appli- 
ances to boost production during 
February, according to industry statis- 
tics. Generally speaking, manufactur- 
ing output was below January totals 
and the first two month manufacture 
for 1949 was in most cases under that 
of the same time a year ago. 


Washers Halt Decline 


After four consecutive months of 
declining production, industry reports 
show standard washing machines with 
electric and gas engines resuming an 
upward course. An advance of 30,600 
units for a total of 208,500 was regis- 
tered during February as against 177,- 
900 in January. Yet the February 
total was 42.09 percent less than the 
360,029 washers produced during the 
same month in 1948. The two month 
1949 total of 386,400 units is 46.95 
percent below the 720,474 washers 
turned out during the first two months 
of last year. 

The reverse procedure was ob- 
served in the production of electric 
refrigerators which dipped to 348,539 
units in February as compared with 
396,329 in January, according to 
NEMA. However, the February total 
was 15.49 percent better than the 301,- 
802 units produced a year ago. Two 
month 1949 total of 744,868 refrig- 
erators is also 27 percent more than 
the 586,528 units manufactured over 
the corresponding months in 1948. 


Video and Radio Off 


Combined totals on all types of radio 
and television sets for February, ac- 
cording to RMA, continued the de- 
creased production trend with a de- 
cline to 716,538 units as against the 
revised 830,871 of the previous month 
and were 58.55 percent below the 
February production of a year ago 
which was 1,379,605. Likewise, the 
first two month output in 1949 only 
registered 1,547,409 sets which was 
43.09 percent below the 2,718,861 pro- 
duced in 1948. 

Although the decrease in radio pro- 
duction is not surprising, the decline in 
television set manufacture for the sec- 
ond straight month caused some notice 
in trade circles. Video receiver out- 
put dipped to 118,938 units as com- 
pared with 121,238 in January. How- 
ever, the February total was 231.41 
percent higher than the 35,889 sets 
turned out a year ago. Likewise, the 
first two month 1949 television total 
of 240,176 units was 264.51 percent 
ahead of the 65,890 sets manufactured 
during the January-February period 
of last year. 

NEMA statistics indicate that stor- 
age water heaters advanced to 40,343 
units during February as compared 
with the 32,425 produced during Jan- 
uary. Nevertheless, February’s pro- 
duction was 28.69 percent below the 
56,576 units manufactured during the 
same period last year. The two month 
total of 72,768 for this year was like- 
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wise 34.79 percent under the 111,583 
water heaters manufactured in the 
same period in 1948. 

Vacuum cleaners went ahead during 
February to 241,267 units as against 
the revised 228,769 of the month be- 
fore. However, the February produc- 
tion mark was 22.53 percent less than 
the 311,448 turned out during the same 
time last year, and the first two month 
totals for 1949 were 23.66 percent 
lower, 470,036 as compared with 
615, 721 a year ago. 


21,586 Less Ranges 


Electric ranges dropped 21,586 units 
from 109,919 for January to only 
88,333 manufactured during February. 
Moreover, the February total was 
16.35 percent below the 105,602 total 
for the same period last year. The 
two month 1949 total of 198,252 was 
also 5.79 percent below the 210,432 
total for the first two months of 1948. 

Industry estimates show ironers 
edged ahead by 250 units during Feb- 
ruary for a total of 28,250 ironers as 
compared with 28,000 in January. 
Nevertheless, the February mark was 
45.31 percent below the 51,651 units 
of February 1948. Moreover, the first 
two month totals of this year were 
38.75 percent under 1948. 56,250 
ironers as compared with 91,843 in 
1948. 

Freezers dipped 2,965 units during 
February from the revised January 
total of 27,205 to 24,240. The Febru- 
ary mark was also 27.70 percent less 
than the 33,529 freezers manufactured 
during the same month in 1948. Like- 
wise, the initial two months production 
total of 51,445 freezers for 1949 was 
27.38 percent under the 70,840 units 
produced during the same time last 
year, 


(FOR COMPLETE STATISTICAL 
SUMMARY SEE PAGE 192) 


Lewyt Expands Research 





SECTION of the new $50,000 Lewyt 
laboratory with the latest modern test 
devices shows company engineers at work 
on vacuum cleaners. The new lab is part 
of the Lewyt expansion in engineering 
and research facilities designed to im- 
prove and develop new product features 
which the company feels are demanded 
by increased competition in appliances. 
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oday’s most popular 

home design is the 
one-floor, basementless 
Ranch type... 





The modern Ranch-type home has tremen- 
dous appeal because it combines beauty 
with maximum convenience. 


Only the new TOASTMASTER Water Heater 
has the Modern Styling to suit this trend! 


MORE RANCH-TYPE HOMES are being built 
than any other style—many times more! 
Homes with cellars are being modernized. 
Laundries are being relocated in or near 
the kitchen to make way for rumpus rooms 
and hobby shops. And all this gives you a 
booming market for the new ““Toastmaster” 
Water Heaters. 


THESE NEW BEAUTIES are “upstairs” appli- 
ances. They’re at home beside the finest- 
appearing range or refrigerator. For the 
first time in a kitchen-type water heater, 
here is capacity to meet the needs of both 
the automatic dishwasher and the auto- 
matic laundry. 


YOUR CUSTOMERS GET economy, too, with the 
new ‘“‘Toastmaster’” Water Heaters. For 
most hot water is used in the kitchen. And 
kitchen installation means short pipe runs, 
less heat loss between water heater and 
faucet, faster hot water service, and savings 
in operating cost. 


YES, OUTSTANDING APPEARANCE is one big 
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reason why ‘““Toastmaster’s” beautiful new 
water heaters are easier to sell. Here are 
several more: 


“LIFE-BELT’* ELEMENT operates at gentle 
“black heat,” is practically burn-out proof. 
Reduces service expense for you—saves 
your customers money. 


“ONODIC"* SYSTEM prevents rust, stops cor- 
rosion, doubles tank life. Protects you 
against loss of customer good will. 


10-YEAR GUARANTEE—the only protection 
plan covering both tank and element. No 
other guarantee is nearly so liberal! 


STILL OTHER “Toastmaster” Water Heater 
features include: new sombrero-type cold- 
water baffle for high efficiency, new one- 
piece, more efficient heat trap, and heavier 
insulation. 


THROUGH NATIONWIDE PROMOTION, electric 
water heater buyers are fast realizing that 
the “Toastmaster” brand is better looking, 
better built... hence, a bigger value. 


1949 


The kitchen frequently doubles as a utility room. So all equip- 
ment, including the water heater, must be smartly styled. 

















CASH IN ON this ex:panding demand. Write for details 
on the profitable ‘““Toastmaster”* Water Heater fran- 
chise.. McGraw Electric Company, Clark Division, 5201 
W. 65th St., Chicago 38, Ill., or 1055 W. 5th St,, Azusa, Calif. 






30-, 50-, 67-, 
82-, 100-, 
125-, and 
150-gal. 
capacities. 


NEW De Line 
MODELS 


IN FIVE SIZES! 


40-gal. table-top, -— 
40-, 50-, 67-, 
and 82- 


gal. capac- Ga 
=— 







ities. 





Built by the makers of the famous ‘‘ Toastmaster’’ Toaster 


TOASTMASTER 
Ahitomaitic Electeic Weiler Heil 


*“TOASTMASTER," “LIFE-BELT' and “1onopic” are trademarks of McGraw 
Electric Company, makers of ‘“Toastmaster" Toasters, ‘“Toastmaster"” 


Electric Water Heaters, and other “Toastmaster” Products. 
Copr. 1949, Clark Division, McGraw Electric Co., Chicago, Ill. 
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WALL THERMOSTAT 


Step up your profits even more! Sell the QUAKER 
3210T with convenient, automatic wall thermo- 
stat. Just set it and forget it. The thermostat tends 
the fire and gives just the degree of heat wanted 
automatically! 


DA SATAN LT IRE RTE SIH ete Sod py 


Here is the most amazing record in the heating industry! Imagine! # 
A heater that sells for $60 to $90 more than the highest-priced 
competing unit, yet produces more dollar volume than any 
heater in history! That’s the astonishing record of the famous 


‘ Quaker 3210! And no wonder! Every sale leads to other sales” 


because every owner becomes an enthusiastic salesman for you 

in your own community. And don’t forget this ...once a 

prospect sees and gets interested in a 3210 there’s no competi- 

tion! There’s no other heater like a Quaker 3210. What’s more, 

only Quaker dealers can prove with simple demonstration that 

the QUAKER 3210 pays for itself in the fuel it saves. And you 

make twice the average profit ... between $80 and $90 on 

every sale! See the proof and judge for yourself! Write today” 
for the name of your nearest distributor. Just tear out and mail 

the coupon at the right! 


SENSATIONAL QUAKERTROL 


Nothing like it! Supplies just the right - 
amount of air to the flame at aor 
setting. No chimney worries . 

draft adjustments. QUAKERTROL , a ; 
‘perfect heating results automatically. 
It squeezes every bit of heat from 
every drop of oil and saves up to 40 4 
in fuel per season! 


GIANT INNER HEATER DRUM 


79% more primary heating surface | 
.. releases more heat into the home — 

. less goes up the chimney. . - keeps 
fuel costs low! Scientifically engia- > 
eered to prevent waste ... another © 
reason why the QUAKER 3210 pays” 
for itself in the fuel it saves! 
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QUAKER MODEL #3013 


Completely redesigned . . . inside and out to offer more heater _ 
per dollar at this price than ever before. Only the QUAKER ~ 
Challengers are engineered for quick addition of optional, 
profit-boosting automatic heat circulators and mechanical draft 
boosters that increase efficiency and reduce fuel cost. The four 
basic Challenger models convert into the customers choice of | 
14 different models that offer additional convenience, comfort 
and economy. You carry a minimum inventory... and still 
have lina for extra profits. Mail the cones aun for full 


HERE ARE YOUR © 
PROFIT BOOSTERS — 


Se sal 
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Install either heat. circu- 
lator, draft booster or both 
in 5 minutes with just a 
screwdriver. Step-up your 
profits as much as 40%! 


see Bet RAN 


wen, 





QUAKER ‘MODEL : 
‘QUAKER MODEL all 


" QUAKER MODEL 3010 


& Profr 
So Send the tatiay 
ame 


MANUFACTURING CO. 


223 W. Erie St., Chicago . Export: A. J. Alsdorf, Chicago 
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Fortify Yourself 


Knowing what to expect is half the 
battle when it comes to the fight for 
the consumer dollar. The best way to 
fortify yourself for the sales skirmish 
ahead is to be “in the know” about 
your industry. Gird yourself with the 
knowledge of what your industry is 
doing and thinking, what plans your 
competitors have for the future, and 
what your sources of supply have up 
theirsleevesin the way of newproducts, 
delivery, prices, and policy changes. 


JULY 1949 





NATIONAL 


The July 1949 NATIONAL 
HOUSEWARES AND HOME AP- 
PLIANCE EXHIBIT can be invalu- 
able in helping you to get a larger 
share of the consumer dollar. It can 
give you not only many of the facts 
you must have to build your sales 
volume, but also the latest informa- 
tion on new products and how to do 
more business with them. There will 
be new merchandising ideas galore. 
It’s the show you can’t afford to miss. 








HOUSEWARES 


AND HOME APPLIANCE 


MANUFACTURERS 


EXHIBIT 


J UJ LY | |_| by Monday Thru Friday 
ATLANTIC CITY 


ATLANTIC CITY 
NEW JERSEY 








NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(INCORPORATED NOT FOR PROFIT) 


Executive Offices: 1140 Merchandise Mart, Chicago 54, Illinois 
Phone Delaware 7-8585 
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J. W. Craig Urges 
Further Easing Of “W” 


Increased liberalization of Regula- 
tion W to permit 10 percent down pay- 
ments and two year terms plus longer 
home trial installations was urged by 
John W. Craig, vice-president, Avco 
Mfg. Corp., and general manager, 
Crosley division, during the recent 
Ohio State University annual sales 
and advertising conference in Colum- 
bus, Ohio. 

In his address before sales execu- 
tives from Ohio and adjoining states, 
Mr. Craig assailed those “business 
hypochondriacs” who are trying to 
make a serious illness out of a simple 
headache. He pictured the present 
business scene as irritating rather than 
gloomy because two surmountable bar- 
riers are preventing industry from 
maintaining prosperity at the highest 
possible level. In addition to Regula- 
tion W, Mr. Craig criticized the lack 
of energy by all industry in retail 
sales. 


Offers Panacea 


Revitalizing the dealer sales front 
and easing Regulation W, according 
to Mr. Craig, would help move inven- 
tories, strengthen new industries, and 
enable families to buy necessities and 
conveniences for the home. He cited 
the fact that 57.5 million people are 
earning $215 billion a year as com- 
pared with $78 billion in 1940 as an 
invitation to increased sales staffs, 
more advertising, greater support to 
dealers, broader market analysis, bet- 
ter sales forecasting and inventory 
control programs, and intensified sales 
training. Mr. Craig concluded by ob- 
serving that the home freezer field is 
only four percent saturated, electric 
ranges only 17 percent, and television 
a mere two percent. 


Video Set Manufacturers 
Form New Association 


The formation of an association de- 
voted exclusively to the preblems of 
television set manufacturing has been 
announced by Michael L. Kaplan, 
president, Sightmaster Corp., New Ro- 
chelle, N. Y. At the first meeting re- 
cently held in New York and attended 
by nearly 20 receiver manufacturers 
and component producing firms, it was 
agréed to call the organization the 
Television Mfrs. Assn. 

Temporary officers elected are as 
follows: Mr. Kaplan, president; Rob- 
ert G. Kramer, Remington Radio 
Corp., vice-president; and Herbert 
Mayer, Empire Coil Co., Inc., secre- 
tary-treasurer. 


Hotpoint Doubles Washer 
Output To 2,000 A Week 


To meet strong consumer demand 
following special showings in the coun- 
try’s key cities, Hotpoint, Inc., recently 
doubled its production of automatic 
washing machines to bring operations 
up to 2,000 units a week, according to 
an announcement by James J. Nance, 
president. Mr. Nance added that al- 
though the appliance industry has re- 
turned to a normal seasonal sales 
pattern, the company does not have 
excessive inventories at its plants. He 
stated that production and sales for 
the ‘first two months of -this year 
were the highest the company has ever 
known. 
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“WE SELL 





THAN AWAG 


Says AGGRESSIVE HOUSTON DEALER 


way, the sure way to make more sales and more profits! 


Company, Houston, Texas. 


methods are outstanding examples of the right way, the easy 





“Deepfreeze home freezers are easy to 
sell,”’ states aggressive Houston dealer. 
Mr. Sinclair says, “My selling methods 
have been so successful that | am strictly 
a carload purchaser. 

“Here are two of the merchandising 
tactics | use, effective methods every 
Deepfreeze home freezer dealer can use.” 


DISPLAY MODEL 
IN OPERATION! 


Mr. Sinclair adds, ‘‘We have our dis- 
play models in operation, filled with 


frozen foods. In this way,” he says, 
“the prospect sees at first hand the 
efficient way the Deepfreeze home 
freezer keeps foods fresh!” 


DEMONSTRATION! 


**My two firms follow up each sale with 
a home service call by a member of our 
home economics staff to be sure cus- 
tomers understand the uses of the 
Deepfreeze home freezer. And we ob- 
tain names of their friends who are 
potential customers.” 


TRADE-MARK REG. U. S. PAT. OFF 


HOME FREEZERS 


BY THE CARLOGAD:" 


H. W. SINCLAIR, 
Owner of Acme Airco and H.W. Sinclair 











\ 


ait," 
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NATIONAL ADVERTISING 
and SALES AIDS HELP SELL! 


‘Deepfreeze national advertising pro- 
gram, plus the sales aids I receive from 
J. A. Walsh Co., our Deepfreeze dis- 
tributor,” says Mr. Sinclair, “establish 
the idea that there is really only one 
Deepfreeze home freezer. The sale is 
half made when the prospect walks into 
one of our stores.” 


DON’T DELAY! See your Deepfreeze 
distributor today about the number I home 
freezer franchise . . . or write us direct! 


DEEPFREEZE DIVISION * MOTOR PRODUCTS CORPORATION © North Chicago, Illinois 
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LOOK HOW MUCH RINSO IS DOING | 


Ladies Home 


ter washing 
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Here’s the dynamic message that the makers of 
New 1950 Rinso are sending out for you to the 
8,180,000 readers of the Ladies’ Home Journal. 
It shows them that “It’s more economical, sim- | 
pler, more satisfying to wash at home.” It will c 
get them to spend their dollars in the home 
laundry equipment industry — and that means 
more business and profits for you! y 





“oh New e 
hing with New, 
HOMO ee ME MONEY, 
950 Rinso SAVEE Ty Kumpfer, $28 
says Mrs. Nn. J. 4 one 
“ ‘ 
‘ych that my new them- 

ww practically pay + 

‘ vat whiter 


“home 
meron ge wee 
clothes whiter 
than the day | 
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TO HELP YOU SELL MORE WASHERS 


THIS BIG FULL-PAGE AD IN JUNE LADIES’ HOME JOURNAL 


WILL HELP DRIVE YOUR APPLIANCE SALES UP! 





Again Rinso Gives “All Out” It’s a matter of record that for 22 years in a row Rinso has been 


*way out in front of other soaps in helping to boost sales of modern 
Powerful Support To home laundry equipment. And now ... tying in with the 1949 


° National Home Laundering Week, June 6 to 13... Rinso is happy 
Home Laundering Week to be helping again with all the support you see on these pages. 









AMOS 'N’ ANDY...TOP-RANKING RADIO SHOW WILL WORK FOR 
YOU...TELLING MILLIONS -ABOUT HOME LAUNDRY EQUIPMENT 


A powerful “selling” message for your washers. The millions of women who 
listen to the May 29th Amos ’n’ Andy comedy program will hear a forceful message 
“kicking off” National Home Laundering Week from Mr. H. P. Nelligan, President of 
the American Washer and Ironer Manufacturers’ Association. This important support for 
your event-of-the-year will create still more demand for your appliances. Once again the 
famous team of Amos ’n’ Andy and New 1950 Rinso are working with you—and for you. 












Here’s how fo tie in with this 
big-scale publicity by running 
your own promotion 


USE THE TESTED, PROVEN 
RINSO WASHING MACHINE 
PREMIUM PLAN... 

IT WILL SELL MORE 
WASHERS FOR YOU! 








You can make this proven sales plan work for you FOUR WAYS 
to increase your sales and profits. Here they are... 


USE THIS HANDY ORDER BLANK...MAIL TODAY 








1. Make it bring you new customers... Run a hard-hitting washer cam- 
paign with Rinso as a premium. Offer as little as 20 p&ckages, or a 
year’s supply—a whole case of 60 842-ounce packages. Women want: 
as a premium the soap they use in their home—and Rinso is used 
by more women than any other washday soap in the world. 


LEVER BROTHERS COMPANY, DEPT. 329 
LEVER HOUSE, CAMBRIDGE 39, MASS. 





PREMIUM RINSO ORDER BLANK 





For use as “Sales Closers” with our washing machines, ship freight prepaid 
(express collect) and bill to us ............ cases of New 1950 Rinso—60 packages 
to case (minimum order 3 cases)—as per following price schedule: * 


2. Make it sell higher-priced machines for you...The offer of New 
1950 Rinso makes it easier to “trade up” prospects from low-profit 
to high-profit models. Remember, women know that New 1950 
Rinso, with 3-times the whiter-washing action of any other soap, 
brings out the best in every washing machine. 


3 through 34 cases—$6.40 less $1.75 advertising allowance each case 
35 through 74 cases—$6.34 less $1.75 advertising allowance each case 
75 or over —$6.27 less $1.75 advertising allowance each case 


You may take this order as an assurance that we shall not offer less than 20 
packages of Rinso per customer to our washing-machine customers and pros- 
pects; that we shall furnish you upon request a list of persons to whom we 
give free Rinso, as required by the terms of the Rinso Washing Machine 
Premium Plan. 


3. Make it turn customers into salesmen for you...The offer of a case 
of New 1950 Rinso will make your customers send prospects into 
your store. One woman tells another the exciting news—and up goes 


your store traffic! 
ee | ee a ee a ee a. 8 


4. Build a bang-up laundry combination offer around it... Make your 


sale an even bigger “magnet” by building it in combination with SEIT a neem pine mnie meeertnn mes nmnn etam rare ian eee 
related items such as New 1950 Rinso, drain tub, electric iron, is aiiisiabiitieiistiinsiciastinaiine iapiedat lad: clnedg..diell do-able 
ironing board, clothes hamper, clothes pins, etc. Related-item sales 

‘ ‘ GROERED OF ner cctnn nance nen eee 
are sure-fire business builders! 


he ee 
— — — ae ee ee ee ee ee ee ee ee ee ee oe oe eee ee ee eee ee ee 


Be ready. Mail the convenient order form at the right today. 
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GOPHER'S EXCLUSIVE 
MODULATING CONTROL 

A thermostat operating 
without electricity holds 
room temperature varia- 
tion to two degrees or less. 
Only Gopher Heaters have 
this BIG selling feature. 


XL 


AUTOMATIC HEATING 


¥ WITHOUT ELECTRICITY 
¥ WITHOUT HAND DIALING 


Only GOPHER OIL HEATERS give you this 
powerful sales advantage because of 


Exclusive GOPHER “Modulating Control” 


“Set it in the Fall, forget it ’til Spring!’”” That’s the sweet 
sales story you have when you sell Gopher Oil Heaters. 

1949 buyers are demanding automatic heat—and only 
Gopher gives that in oil heaters. 

1949 buyers are demanding economy of operation—and 
Gopher’s patented pilot flame burns only 6/10 of a gallon of oil 
in 24 hours, the most economical operation on the market. 
(Most heaters burn 2 gallons in the same period.) 

1949 buyers are demanding EVEN HEAT—no more freez- 
ing at breakfast, roasting at noon. 

Gopher Heaters give EVEN TEMPERATURE. Room 





temperatures can vary less than two degrees, no matter how 
suddenly, how drastically outside temperatures rise or fall. 
The proof is shown below. 








A Gopher Oil Heater with mod- 
ulating control was installed in a 
small home of light construction. 
A mechanically operated tempera- 
ture recorder was set up in the 
home. The time was mid-winter, 
and the outside temperature ranged 
from 15 degrees below zero to 20 
degrees above. At the right is the 


GOPHER 





graph the machine recorded for a 
period of 72 hours—note that room 
temperatures varied less than 2 
degrees! Jag at left side of graph 
resulted when sunlight struck the 





recorder. Gopher Heaters with 
modulating control give even heat. | 


OIL HEATERS 


American Gas Machine Co. 
Albert Lea, Minnesota 
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More Manufacturers Cut 
Prices On Appliances 


Reductions include range, 


radio, refrigerator lines 


Price reductions on appliances and 
radios were announced by more manu- 
facturers last month, continuing the 
trend started in February and early 
March when cuts were made by G-E 
Frigidaire, Hotpoint, Norge, Arvin 
and Utility Appliance Corp. 

Bendix Home Appliances, Inc., has 
reduced prices on two of its Gyromatic 
model automatic washers, according 
to Judson S. Sayre, president. Model 
G-310 has been lowered over 10 per- 
cent in price from $329.95 to $295, 
and Model G-315 has been dropped 
from $349.95 to $319.95 both including 
normal installation. The balance of 
the washer line, Mr. Sayre added, re- 
mains as is. 

Gibson Refrigerator Ca., effected 
price adjustments on two refrigerator 
models. Model E-859, formerly priced 
at $319.95 is now selling for $299.95, 
and Model G-879, previously listed at 
$349.95, is now priced. at. $329.95, ac- 
cording to J. L. Johnson, general 
sales manager, Mr. Johnson also an- 
nounced also following reductions in 
the company’s range line: Leader 
Model A, priced at $199.95, is reduced 
to $179.95; Model C, priced at 
$239.95, is reduced to $219.95; and 
Model D, priced at $279.95, now lists 
at $269.55. 


Bendix Cuts Radio Prices 


Bendix radio-television and broad- 
cast division, Bendx Aviation Corp., 
has lowered list prices as much as 
55 percent on 18 console combinations 
and table model radios, according to 
Edward C. Bonia, general sales man- 
ager. The reductions apply to dis- 
continued models which include 10 con- 
soles and eight table models. Largest 
cut was effected on table model 636-D 
reduced from $45.95 to $19.95. Model 
1217-D, a 14 tube AM-FM set for- 
merly $425 is now priced at $199.95, 

Later Mr. Bonia announced price 
reductions on five models in the 1948 
radio line affecting a plastic portable 
and four console combinations. Three 
of the console combinations were 
sliced $50, another $40, and the port- 
able was reduced $10. 

Mr. Boniapalso told of a new price 
structure on television which will 
allow company dealers to accept liberal 
trade-ins on video sales. Table model 
235M1 will have an allowance of $50 
on an old radio or TV set; blonde 
table model 235B1 will allow $60; and 
four-way console model 325M8 will 
allow $130. 


Westinghouse Range Cuts 


Westinghouse electric appliance divi- 
sion announced price dips of $25 and 
$15 on two models of its 1949 electric 
range line, according to R. M. Beatty, 
manager, electric range department. 
The Commodore model was cut*from 
$214.95 to $189.95 and the Chieftain 
from $244.95 to $229.95. Price reduc- 
tions ranging from 20-50 percenf on 
nine radio models including table, con- 
solette and console combinations in 
16 cabinet variations have been made 
known by J. F. Walsh, sales manager, 
home radio division. The cuts range 
from $7 on a table model to $130 on 
two console combinations. 


MAY, 


Air King Products has cut its 
A-1000, 10 in. TV table model set 11 
percent and its A-1001 10 in. console 
set by 13 percent. 


Stromberg-Carlson Co. reduced 


prices in Philadelphia on three table ~ 


models in the radio-television Roches- 
ter line, the cuts ranging from $40- 
$44.50. This adjustment is under- 
stood to affect only the Philadelphia 
area and is not national in scope. 

Landers, Frary & Clark has lowered 
prices on two models of vacuum 
cleaners. One model, formerly $64.95, 
is now priced $49.95; another, pre- 
viously $59.95, is presently listed at 
$39.95. 


Refrigerator Prices Down 


International Harvester has an- 
nounced price reductions averaging 
8.3 percent on its 1949 household re- 
frigerators. Greatest cut amounting to 
$30.25 or 12.1 percent was made n 
the firm’s standard unit. The deluxe 
model was reduced $15.25 or 5.5 per- 
cent, and the super deluxe unit $25.25 
or 7.8 percent. 

Price reductions from $10-$25 on the 
1949 refrigerator and electric range 
lines have been announced by W. C. 
Conley, Jr., sales manager, Coolerator 
Co. Refrigerator cuts are as follows: 
Model 9RD8 from $339.95 to $329.95; 
Model 9RC8 from $319.95 to $299.95; 
Model 9RD7 from $299.95 to $289.95; 
and Model 9RB8 from $234.95 to 
$219.95. Range prices cuts are: Model 
9HC61 from $299.95 to $279.95; 
Model 9HB42 from $239.95 to $214.95; 
Model 9HB41 from $224.95 to $199.95 ; 
and Model 9HB43 from $199.95 to 
$179.95. 


Water Heaters Lower 


Combustion Engineering-Super- 
heater, Inc., has reduced prices on 
electric water heaters as much as 15 
percent. The 52-gallon Heatmaster 
Twin Element Model is now priced 
$149.75 as compared with the previous 
$159.68. 

New suggested cash prices on re- 
frigerators manufactured by Kelvi- 
nator range from $204.95 for Model 
CR to $454.95 for Model TM while 
the company has announced range 
prices from $154.95 for Model ER481 
to $309.95 for Model ER489. 

Lindemann & Hoverson Co. has 
effected price reductions on its 1949 
line of ranges and water heaters from 
$5 to $20, according to company offi- 
cials. The firm is also adopting a 
policy of delivered price to wholesalers 
based on purchase of units in carload 
quantities, 

Eureka has chopped $10 off the list 
price of its tank-type vacuum cleaner, 
reducing it from $59.95 to $49.95 
through May 31 as a special promo- 
tion, it has been announced. 


G-E Radio-Phonos Dip 


Continuing the price cuts instituted 
last month, G-E suggested retail price 
reductions ranging from $15-$90 on 
three radio-phonograph combinations 
in seven models, according to Walter 
M. Skillman, sales manager, receiver 
division. Sets affected are a table 
model radio-phonograph and two con- 
sole radio-phonograph combinations. 
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Every day more dealers say, “White’s PLUS 


= en9 
tg a Sales prove it Ss of more hot tpater gives people the extra 


value that closes sales fast in a buyer’s 


aun 
eS 
By 





2 
oe ee 


B ia ata 99 market” . . , and that’s exactly what you 
3. ea the natu r al need today for profits and stability. 


to fe 10-YEAR WARRANTY . 
‘ae rer these AND NATIONAL ADVERTISING! 
White is urged ahead by colorful National 
Consumer Advertising, White proyides 


; : : re om p etitive self-selling literature and display material, 


* ft : and $ales are readily clinched\with 
.@ Ex White’s 22 advanced features, covered 

ms \Be ays ‘ by White’s/ 10-year Warranty. White has 
| & oe everything you want—including profits! 
: uf For the White Franchise story, write 

le Exclusive ‘Water Hotter” 

mn iy Baffle—designed to prevent your White Distributor Ore eeeewe 

dilution of hot water by in- 

coming cold water. Result: 


; WHITE PRODUCTS CORP. + Middleville, Michigan 
aS 2 & 6.9% MORE hot water at os, ipahieineeienremeiile 
19 . 2 oe the faucet. 
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BUILD SALES VOLUME 








Dominion 


TABLE STOVES 






Table Stove No. 1421 





























Raise Monotube coil, Lift out triangular Lift out removable Wipe surface of 
which operates on a coil support. aluminum drip pan. frame clean 
swivel to upright with damp cloth. 
position 





No. 1420 is an exceptionally fine model—up-to-the-min- 
ute in design and appearance. Has famous Tuttle & 
Kift units — more efficient, longer life, easier cleaned. 


Many Models for Many Applications 


This is table stove season! People are moving—new equipment is need- 
ed. Vacation season is just ahead—cottages, trailer owners and many 
others are ripe prospects for this compact, portable cooking equipment. 
Capitalize on this diversified line of table stoves from one of the 
country’s largest table stove manufacturers. A range of prices, sizes 
and features to fit every kitchen need. 


DOMINION ELECTRIC CORPORATION 


MANSFIELD, OHIO 


A full line of traffic appliances 
Table Stove No. 1417 available through reputable distributors across the nation 
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Electronics Flips Its Lid 





The man with the look of space 
ships in his eyes is wearing 
science’s successor to the beanie 
with the prop on top. It’s a radio 
hat, a head-held portable AM set 
powered by a B battery and a flash- 
light cell in a pocket pack. 

It was designed by Victor T. 
Hoeflich, the man who modestly 
takes credit for the flying saucers 
which terrorized the nation in 1948, 
and who is also president of the 
American Merri-Lei Corp., 918 
Halsey St., Brooklyn, N. Y. He 
expects to sell about 5,000,000 hats 
the first year, figures that at $7.95 
each they'll be useful at the beach, 
Picnics, sporting events, in factories, 
and on fishing trips. More modest 
models with the tubes inside, the 
antenna and control knob built 
under the rim, may soon be on the 
market for those who are just as 
happy if they don’t look like rocket 
ship pilots. 


Radio Sandwich 


One earphone carries the sound, 
and the tubes and antenna can be 
unplugged for packing. Wiring, 
condensers, resistors, tuning coil 
and other parts are built into the 
hat lining in a quarter-inch sand- 
wich. American Merri-Lei, a 30- 
year-old manufacturer of paper leis, 
horns, cups, and party favors, is 
making certain that its hats won't 
be missed by offering them in 
colors ranging from canary yellow 
and chartreuse to lavender blue and 
chimeric cerise. Dealers will pay 
about $4.50 per unit for the privi- 
lege of marketing the electronic 
toppers, but will not be required 
to wear them. 











RMA Inaugurates Program 
To Inform Public On TV 


The Radio Mfrs. Assn. recently 
started a public relations program 
aimed at providing the general public, 
government, trade and other interests 
complete and accurate information per- 
taining to video broacasting service 
and receiving sets, it has been an- 
nounced. The “objective, orderly and 
constructive” presentation of full infor- 
mation on television, including pres- 
ent broadcasting sets and service, in 
the present VHF channels as well as 
the UHF bands was initiated, accord- 
ing to RMA, before the many recent 
statements, articles and incidents which 
have caused confusion and misunder- 
standing about video by the public, 
radio wholesalers and retailers, gov- 
ernment and other interests. 
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ORIGINATORS OF THE FAMOUS ARVIN LECTRIC COOK 


Now ARVIN Ge 


Fast Selling Cooking Appliances 







A GRILL ONLY ae 
Here’s the biggest $995 eon : 
and best at only... +e ee 








- ARVIN MODEL 3000 scic*site item! Chrome 


finish, ebony bakelite handle and base. Light signals 


ARVIN MODEL 3400 ~iic™ cocking “appliance! 


The gift supreme for weddings, anniversaries, special 








when heat is right for pouring “batter; signals again occasions. The outstanding beauty of its gleaming 3 
when waffles are done. Thermostat control in- chrome finish with black bakelite handle and base tthe 
sures uniformly delicious waffles, as light or as dark attracts customers’ attention instantly. 190 square ae. | 
as desired. Makes four big waffles at a time—plenty inches of cooking surface—equal to three 10-inch : “2 
for everybody without waiting. Underwriters’ listed. skillets. Big enough for 16 hamburgers, 8 pancakes, si 
or 4 toasted sandwiches at a time. 2. £ 
Wonderful for steaks, chops, bacon * 

and eggs! Thermostat control; signal A: 

light; expanding hinge; drip spouts 5 

§ —all are big selling features. Opens 2 

Here ~ an easy extra sale! flat like a book for maximum con- 4 
venience. Display Arvin Lectric en 

SSS WAFFLE GRIDS (34 GR.) Cook now, and watch it make money % 

for you, fast! Underwriters’ listed, ae | 

Convert Model 3400 into a fully eta, ' % 

automatic waffle baker Write for distributor's name. ; a: 

Waffle grids lock into place on - § “4 

Model 3400 Lectric Cook, make it a N 0 B L | T T S P A R K S ‘ 

fully automatic waffle Saker. Sell ys 

grids to every Lectirc Cook customer | N D U S T R E S ? N C ¥ ee | 

and make a $5 extra sale! 3 ia 

Columbus, Indiana ae 

% 

% 
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Nothing like 


Bseveeeeessesseessesevsevsses 


a breeze! 
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Oscillating 
Air Circulator 


£1.20450 Wt 








The finest circulator of all; adjustable 
for either 45° or 90° oscillation, or 
stationary use. If oscillation is obstruct- 
, the exclusive Surf safety release 
keeps fan from tipping over. Ultra-quiet 
24-inch blades. Sapecde. NEMArated, 
7000 c.f.m. Underwriters’ approved. 


@ ae 





Suef 


10-inch Fan 
s}}%5 List, incl, tox 


A real beauty; more compact, more 
versatile than any 10-inch fan on the 
market. Moves 500 c.f.m. with quiet, 
vibrationless operation. Adjustable 
through full 360° vertical arc for all- 
direction efficiency, without draft. 

MA rated. Underwriters’ approved. 





4292 North Knox Avenue 
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Get all the facts on 
these powerful profit 
makers. See your 
distributor or write: 






Chicago 41, lil. 








NEW OFFICERS at the first meeting of NASA take a breather to face the camera. 
Reading, left to right, seated: Wilfrid L. Clautier, secretary-treasurer; Keith L. 
Chamblin, Ist vice pres.; Morton C. Mandell, president; Thibaut C. Kaemmerlen, 
2nd vice pres. Standing, (I. to r.) Executive Board members, Y. Carl Bressie, Port- 
land, Ore., Bertram F. Roland, Philadelphia, Pa., Martin A. Van Howe, Detroit, Mich., 
Sterling A. Shimer, Kansas City, Mo., James |. Arnett, Philadelphia, Pa., and John D. 
Hilburn, Kansas City, Mo. 


Small Appliance Service 
Groups Form Association 


Aims include improved 
service and fair profit 


Created to provide better service 
to consumers, improve relations with 
the manufacturer, distributor and 
dealer, and seek ways and means to 
permit the traffic appliance service 
station to operate at a fair profit, the 
National Appliance Service Assn. has 
been organized at a meeting in Chi- 
cago, March 24-25. 

Applications for membership in the 
newly formed organization were ac- 
cepted from some: 25 traffic appliance 
service stations in the United States 
and Canada. Associate memberships 
were granted to three manufacturers. 
These service stations have franchise 
service contracts with manufacturers 
of small traffic appliances for service 
during the inwarranty period. They 
also do service work for dealers after 
expiration of the guarantee period. 


More Education 


With the formation of a manufac- 
turers relations committee, the new 
organization hopes to work with the 
manufacturers for better education of 
distributors and dealers in the prod- 
ucts they sell. It is felt that many 
traffic appliances are over-sold and 
often the customer hasn’t been cor- 
rectly advised in their operation nor 
as to what the guarantee covers. This 
makes for unnecessary demands on the 
the service station. It was cited, for 
example, that 25 percent of traffic 
appliances coming in to one manu- 
facturer for repair was in good work- 
ing order but the customers did not 
know how to operate them properly. 
With the dealer trying out the appli- 
ances before they are sold and read- 
ing instruction books that accompany 
them, much customer dissatisfaction 
and many needless calls on the service 
station can be eliminated. 


Officers Elected 


Officers elected for the first year 
are: President, Morton C. Mandell, 
Pearsol Appliance Co., Dallas, Tex.; 
first vice-president, Keith L. Chamb- 


lin, Chamblin Electric Service, Los 
Angeles, Calif.; second vice-president, 
Thibaut C. Kaemmerlen, Kaemmerlen 
Electric Co., St. Louis, Mo., and sec- 
retary-treasurer, Wilfrid L. Cloutier, 
1015 Dime Bldg., Detroit, Mich. 


Demonstrations Urged To 
Increase Ironer Sales 


Confronted with continued consumer 
sales resistance to the electric ironer, 
Robert Farris, Farris Stores, Inc., 
Hammond, La., arranged a special 
meeting with the local utility and dis- 
tributor to find out why sales were 
slow in spite of a spirited advertising 
and promotion campaign. 

To boost ironer sales, the following 
points were agreed upon: (1) gener- 
ate confidence in the store’s own per- 
sonnel: (2) spread this confidence 
throughout the area through personal 
contact and demonstration. Many 
present. and prospective owners of 
ironers, it was found, have the im- 
pression that the units are automatic 
and become discouraged when ironing 
shirts and other garments. Demon- 
strations are part of the selling job. 
Customers should be reminded that flat 
work is relatively easy, but the more 
complicated the cut of the garment the 
more skill it takes to iron it, Mr. 
Farris learned. 


New Kansas City Plant 
Ups Rival Iron Output 


Final installation of machinery and 
equipment in the newly-leased Kansas 
City Plant and the complete transfer 
of the entire production of the Steam- 
O-Matic iron to that city from San- 
dusky, Ohio, have resulted in the out- 
put of more than 1,000 irons a day, it 
was recently made known by Foster 
L. Tage, president, Rival Mfg. Co., 
Kansas City, Mo. “This volume will 
be stepped up 500 weekly until our 
production goal is reached,” he added. 
“We intend to produce 2,500 of the 
irons daily in Kansas City before 
autumn.” 
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OLIN Flashlight Battery Advertising Increased to 


Of These Messages In Leading Magazines* In 1949 











DARKNESS. ie 


te 3 DANGER 





PROFIT 


by the fact that... 
darkness means dan- 
ger...to every cus- 
tomer. 


Make | 7 | Gitias 
$17.14 “. ) PEOPLE 
PROFIT ei as 


on an investment of 
only $34.32 by setting 
up a No. 145 Winches- 
ter-Olin or No. 419 
Bond-Olin Flashlight 
and Battery Merchan- 
diser in your store. Ask 
your wholesaler’s sales- 
man for full details. 
Olin Industries, Inc., 
Electrical Division, 
New Haven 4, Con- 
necticut. 























May, June and July 44-page ads 
in brilliant 4-color, sparkling 
2-color, and striking black-and- 
white design. 


IN THE SATURDAY EVENING POST « LIFE * COLLIER’S * COUNTRY GENTLEMAN + CAPPER’S FARMER 
PROGRESSIVE FARMER * POPULAR MECHANICS « MECHANIX ILLUSTRATED FIELD & STREAM * OUTDOOR LIFE 
NSIDE DETECTIVE « FRONT PAGE DETECTIVE » AND 21 MAGAZINES IN THE POPULAR FICTION GROUP 
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Their names: Atlas Appliances, Tommy Tucker, 
Better Housekeeping, Peninsula Refrigeration & Ap- 
pliance Co. 


Their addresses: East Orange, New Jersey; Asbury 
Park, New Jersey; Red Bank, New Jersey; Palo Alto, 
California. 


Their occupations: All are appliance stores. 


Their single thought: To get extra sales and extra 
store recognition. To call attention of LIFE readers 
in their neighborhoods to their stores as headquarters 
for the well-known and desirable appliances which 
are advertised in LIFE. This attention-calling was 


iit oe ia by ; eT alee Sh 
ike = 


ies ba ' 


1. Atlas Appliances, East Orange, N. J. Owner Herman Silberstein’s news 
dealers told him that LIFE Magazine was “. . . far and away” their best- 
seller (to 1 out of 3 families in the U.S.) So Mr. Silberstein put LIFE ads 
to work for him in his store (above) and in his windows. “The window 
sold more radios than any window we’ve ever used. This wall display 
even sold merchandise we didn’t have, but had to order from LIFE 
advertisers!” 


ADVERTISED IN 


iFE If 


3, Better Housekeeping, Red Bank, N.J. Paul Joy, lila of this site 
saw that this particular display looked just like the ad! Mr. Joy, devoted 
both of his windows and enough interior space for 31 different displays 
tying in with LIFE during this promotion. These forceful windows and 
displays stopped passing traffic cold; sold appliances! 
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Quick tour of four LIFE promotions 


done by mounting ads from LIFE, stickers, arrows, 
banners and LIFE covers in windows and on interior 
displays of LIFE-advertised appliances. 


Their common experience: In each case, sales were 
boosted. Traffic at windows and in the stores zoomed. 
Customers and salespeople perked up and showed 
considerable interest—even excitement—in the pro- 


motions! . 


Their common recommendation: Ads in LIFE sell 
constantly to 26 million people. Tell LIFE readers in 
your community that you carry the appliances that 
they’ve read about in America’s most fascinating 
magazine and they'll buy them from you! 





2 Tommy ry Asbury P2 Park, N. J. This LIFE-advertised-products win- 
dow (above) gave such outstanding results that it was left in for twice 
the time originally scheduled, according to Orville Wintersella, Tommy 
Tucker’s assistant manager. Sales went up, traffic went up, television 
sales increased, and record-playing units sold nearly as well as records! 
Eleven interior displays and his two windows were used in this LIFE 
promotion with spectacular results. 





4. Peninsula Reftig. & Appliance Co, Palo Alto, Cal. Beverly Clark and 
Dorothy Palmer, ad managers (above), say, “Three cheers for our LIFE 
promotion!” These fireballs invited the whole Women’s Club to special 
demonstrations during the LIFE tie-in. “LIFE brought people to our 


store who had never been there before, broadened our sales!” ’ 
MAY, 1949—ELECTRICAL MERCHANDISING 
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These items will be advertised in LIFE, soon 


Just put the ads beside the products, and see what happens! 


MAJOR APPLIANCES 


May 2 Westinghouse Laundromat—page, color 
American Gas Association—!4 page 
Williams Oil-O-Matic—70 lines 

May 9 Hotpoint Automatic Electric Range— 

spread, color 
Frigidaire—page 
Norge Double Capacity Automatic 
Washer—page 
Lewyt Vacuum Cleaner—]Y, page, color 
Permaglas Water Heater—!4 page, color 


Speed-Queen Washerand Ironer—]/ page, 
color 


Moto-Mower—S6 lines 

May 16 Crosley Refrigerator—spread, color 
Hoover Cleaner—page, color 
Philco Refrigerator—page, color 
Westinghouse Refrigerator—page, color 
Paragon De-frost-it—'4 page 
Toro Power Lawn Mower—S6 lines 

May 23 Hotpoint Refrigerator—page, color 
Kelvinator “Automatic Cook” Range— 

page, color 

Frigidaire—page 
Sutton Air Circulators—page 
Westinghouse Appliances—l4 page 

May 30 Paragon De-frost-it—'4 page 


SMALLER APPLIANCES AND 
HOUSEWARES 

May 2 Swift’s Vigoro—spread, color 
Libbey Glass Hostess Sets—page, color 
Gold Seal Glass Wax—page 
Dormeyer Electric Mixers—]4 page, color 
Larvex—\l4 page 
Never-Stain Aluminum Clothes Line—14 

page 

May 9 Dutch Boy Wonsover Paint—page, color 
Universal Beam-O-Lite Iron—page, color 
Saran Screens—]l4 page, color 
Decoralite by Lightolier—!4 page 
Osterett Electric Portable Mixer—Y4 page 
“Phenoplast” Protective Coating—lA page 
Windex Wax—}, page 
Rexair Cleaner—l4 page 

May 16 Eversharp Schick Injector Razor—p., c. 
Simoniz Wax—page, color 
Bruce Floor Products—}4 page, color 
Universal Coffeematic—l4 page 
Clorox—¥4 page 
Nylon Bristle Paint Brush—¥4 page 
Santay Auto Clothes Carrier—% page 
Saf-T-Hed Thumbtack—14 lines 

May 23 Johnson’s Glo-Coat—page, color 
Bon-Ami Glass Gloss—page 
Gold Seal Glass Wax—page 
Saran Screens—Y, page, color 
G-E Toasters—l4 page 
Universal Electric Mixer—!4 page 
Knox-Out Fly Spray—¥4 page 
Windex Wax—\4 page 


Read in 36% of the nation’s families 


HOMES AND HOME 
FURNISHINGS 

May 2 Bigelow Sanford Carpets—page, color 
Lane Cedar Chests—page, color 
Pequot Sheets—!4 page 

May 9 Cannon Percale Sheets—page, color 
Lane Cedar Chests—l% page 

May 16 Nairn Floor Covering—spread, color 
Clopay Shades—page, color 
Glamorugs—page, color 
Kentile Flooring—page, color 
Koroseal-Household uses—page, color 
Kroehler Furniture—page, color 
Spring-Air Mattresses—page, color 
Lane Cedar Chests—l% page 
Ostermoor Mattresses—112 lines 

May 23 Lane Cedar Chests—page, color 
Simmons Hide-A-Bed—page, color 

May 30 Congoleum Floor Covering and Congo- 

Wall—spread, color 

Cannon Towels—spread, color 
Kenmar Furniture—l4 page 


TELEVISION, RADIOS, RECORDS 


AND INSTRUMENTS 


May 9 RCA Victor Home Instruments—page, 
color 


Columbia Records—page 
Arvin Radios—]4 page 
G-E Eye-Witness Television—¥4 page 
Lester Piano—l¥4 page 
Sylvania Radio Tubes—4 page 
May 16 “Eveready” Radio Batteries—'4 page, 
color 
May 23 Motorola Portable Radios—page, color 
RCA Victor Table Model Radios—page, 
color 
G-E Radios—]l4 page 
Stromberg Carlson Radios—l4 page 
May 30 RCA Victor Instruments and Records— 
spread, color 


JEWELRY, CLOCKS AND 


WATCHES 
May 2 Gruen Watches—spread, color 
De Beers Diamonds—page, color 
Jacques Kreisler Watch Bands and Men’s 
Jewelry—page, color 
Elgin Watch—page 
Farrington Jewel Cases—page 
G-E Clocks—]4 page 
Flex-Let Expansion Bracelet—l4 page 
Marvella Pearlsx—'¥4 page 
Krementz Men’s Jewelry—¥4 page 
May 9 Art-Carved Rings by Wood—)4 page 
Krementz Men’s Jewelry—% page 
May 16 Telechron Clocks—spread, color 
Swiss Watch Federation—page, color 
Longines-Wittnauer Watches—page 
Westclox—page 
Swank Men’s Jewelry and Watch Bands— 
Y4 page, color 


Sessions Clock—Y4 page 
Wyler Watch—]¥4 page 
Girard-Perregaux Watch—l4 page 
May 23 Elgin Watch—page, color 
Swank Men’s Jewelry—)4 page, color 
Sentinel Clocks and Watches—l4 page 
Krementz Men’s Jewelry—% page 
Omega Watch—\% page 
May 30 Bulova Watch Company—spread, color 
Swiss Watch Federation—page, color 
Mido Watch—}4 page 


SILVERWARE 

May 2 Community Silverplate—page, color 
International Sterling—page, color 

May 9 1847 Rogers Bros.—spread, color 
King Edward Silverplate—l4 page 
Watson Sterling—'4 page 

May 30 Community Silverplate—page, color 
International Sterling—page, color 


CAMERA SUPPLIES AND 
OPTICAL GOODS 


May 2 Eastman Kodak Film—page, color 
Graflex Camera—l4 page 
Dow Chemical Sight Savers—56 lines 
May 9 Ansco Film—page 
Eastman Kodak Popular Cameras—l4 
page, color 
Wollensak Lenses—l¥4 page 
May 16 Cool Ray Sun Glasses—page, color 
Eastman Kodak Film—page, color 
May 23 Cool Ray Sun Glasses—page, color 
Cine-Kodak Movie Camera and Projector 
—Y, page, color 
Ansco Film—Y, page 
Columbia Sun Glasses and Night Glasses 
—-y4, page 
Graflex Camera—l4 page 
May 30 Eastman Kodak Popular Cameras—l4 
page, color 
Keystone Cameras and Projectors—4 
page 
TYPEWRITERS 
May 9 L.C. Smith-Corona Portable Typewriters 
—% page 
May 23 Royal Portable Typewriters—page 


SPORTING GOODS AND TOYS 

May 2 Wilson’s Golf Clubs—page, color 
L. L. Bean Tackle Bag—28 lines 

May 9 Whizzer Motor—}4 page 

May 23 Wilson’s Golf Balls—!4 page, color 
Whizzer Motor—Y,4 page 

May 30 Spalding Golf Balls—!4 page, color 
Bristol Trolling Rod—Yy page 


Last-minute changes may cause some of these 
products to be advertised in different issues. 


ADVERTISED IN 





LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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@ Women know that different washing treat- 
ment should be used for different fabrics. This 
is not possible with conventional single-speed 
washing machines. 

Here is where 3-speed Bartons are in a class 
by themselves. Barton ‘“‘Controla Speed” 
Washers provide a speed for every fabric— 
safe washing for cottons, linens, silks, rayons 
and woolens ... No other Washer makes such 
a compelling demonstration. 






and Original 


3-SPEED 
WASHER 


BARTON 
‘Controla Speed 


WASHERS 
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There is, therefore, no direct price competi- 
tion—you can maintain sales and your usual 
profit if you make Barton Washers your leaders. 
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Water Softener Equipment 
Makers Form Association 


Created to develop the market for 
water conditioning equipment, the 
Natl. Assn. of Water -Conditioning 
Equipment Mfrs. was formally organ- 
ized at a recent meeting in Chicago. 
Fred V. Hayner, president, Shepley- 
Hayner Corp., Freeport, Ill., was 
elected president. Already 53 manu- 
facturers have signified their intention 
of becoming affiliated with the organ- 
ization. 


How Group Will Function 


The broad educational and promo- 
tional program will be executed prin- 
cipally through the markets, engineer- 
ing and publicity committees. “The 
activities of our association will by 
no means be limited to residential or 
household applications of water con- 
ditioning,” Mr. Hayner observed. The 
work will be all-embracing and will 
benefit manufacturers of industrial, 
commercial, institutional and munici- 
pal equipment as well as manufac- 
turers of filters and various methods of 
water treatment, he added. 

The new group began to function 
March 1 in Suite 1416, 39 South La 
Salle St., Chicago 3, III. 


Mullins Launches Drive 
For Retail Salesmen 


Mullins Mfg. Corp. has opened an 
intensive campaign to recruit retail 
salesmen for its Youngstown Kitchen 
dealers, according to an announce- 
ment by Charles A. Morrow, vice- 
president of the kitchen producing 
firm. Mr. Morrow said that the com- 
pany hopes to attract top retail sales 
talent in every community through the 
program which is spearheaded by a 
double-page “Men Wanted” spread in 
the May 7 issue of the Saturday Eve- 
ning Post. Ads are also appearing in 
several trade magazines as well as 
local newspapers. The company an- 
nounced that distributors and leading 
Youngstown dealers will play an im- 
portant part in the recruiting plan. 


Interviews To Be Held 


Preliminary screening will take 
place at the factory upon receipt of 
inquiries resulting from the advertise- 
ments: Then, in cooperation with the 
firm’s 64 distributors throughout the 
country, the remaining applicants will 
receive interviews with wholesaler 
representatives or key dealers. Those 
qualified and selected will then receive 
sales training in special schools set up 
for the new men. 


Westinghouse Plans To 
Train 10,000 Servicemen 


The Westinghouse electric appli- 
ance division has announced plans to 
train more than 10,000 servicemen 
affiliated with its dealers and distribu- 
tors, it was reported at the division’s 
first postwar National Service Con- 
ference recently held in Mansfield, 
Ohio. According to L. K. Baxter, 
divisional service department manager, 
distributor service supervisors plan to 
hold over 500 meetings throughout the 
whole country at a cost of more than 
$200,000. The 1949 program, largest 
ever launched by the company, will 
emphasize not only the servicing of 
new appliances, but the full-line of 
company products. 
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WILCOX-GAY 
‘TELEVISION 


® The newest in Television 


COMING IN JUNE { 





is on its way. Wilcox-Gay is bringing it to you. 
Coming in June—and well worth 

waiting for! Wilcox-Gay Corporation, Charlotte, 
Michigan. In Canada: Canadian 


Marconi Company. 





ysell on SIGH [! 
ee \sellon SOUND! 











SEE US IN CHICAGO—Visit Wilcox-Gay at Display 
Room 502, Booth 77—Radio Parts and Electronic Equip- 
ment Conference & Show—Stevens Hotel—May 18, 19, 20. 
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LEONARD - TOPS IN VALUE SINGE 189 


Gone are the days when the butcher could give you some- 
thing “extra” every time you spent a dime with him. 
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But Leonard dealers are still offering their customers 
“extras” with every purchase . . . just as they have for the 
past 68 years. 

In Leonard’s “Top-to-Base” cold, for instance, Leonard 
dealers know they have one of the greatest extra-value fea- 
tures ever offered the buying public. For every woman can 
see with her own eyes the big bonanza of extra space en- 
gineered into Leonard’s amazing Fruit Freshener. 

So today’s big demand for Leonard products is not the 
result of a single appeal to value-conscious customers. It is 
the result of many appeals . . . and of Leonard dealer policy 
that dates back to 1881. 














/ THE IDEA! HIM GIVING YOU THIS LITTLE, 
MEAGER DAB O’ ROUNDSTEAK FOR ELEVEN 
CENTS! ANO NO SUET ? YOU RUN RIGHT BACK 
TO THAT BUTCHER AND TELL HIM I WON’T 
Tie |. Be Time STANO FOR IT. THE OL’ SKINFLINT/ AND | 

= *%.= <i ix “TELL HIM I’M GETTING SICK AN? TIRED 0? 


; 





That policy has been to make available to dealers prod- 
ucts that reflect the utmost in beauty, in dependability, and 
in value. It has been to develop ever-new, practical, and 
dramatic ideas that dealers might merchandise to their 
customers. 

Back of the name Leonard is a heritage of value-giving ... 
a reputation for salable products. Think of that past when 
you consider the value of the Leonard Franchise . . . today 
. +. and tomorrow. 











LEONARD DIVISION, NASH-KELVINATOR CORPORATION, DETROIT, MICH. 


The Leonard LC, cold from top to base, an 
extra-value leader among refrigerators today. 








| THE PROVEN FRANCHISE THAT BUILDS CUSTOMER 
SATISFACTION THROUGH LASTING DEPENDABILITY 


ELECTRIC REFRIGERATORS, RANGES AND HOME FREEZERS 
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G-E Apartment Refrigerator 


General Electric Co., Appliance & 
Merchandise Div., Bridgeport, 2, Conn. 


Device: G-E 4-cu. ft. apartment- 
house-size refrigerator, NB-4. 


. Selling Features: Can be completely 
built-in top, back and sides since 
ventilation for mechanism is handled 
through vent in front of cabinet; 344 
in. height permits installation under 
36 in. drainboard or kitchen work sur- 
face; single control permits wide 
range of freezing speeds; moderate 
refrigeration continues even during 
defrosting; compact shelf arrange- 
ment; 2-tray ice-cube compartment; 
glass chiller tray for meat or beverage 
storage. 

Price: $232. 


Electrical Merchandising, May, 1949. 





SPEED QUEEN Ironer 
Barlow & Seelig Mfg. Co., Ripon, Wis. 


Model: Speed Queen Whizz-Iron 
ironer No. R-10. 


Selling Features: Cabinet type ironer 
with flat table top to serve as work 
surface or for many other purposes; 
22 in. long ironing roll, 5 in. diam.; 
“free-wheeling” clutch—when not in 
motion roll is free to rotate both for- 
ward and backward; 2 widely spaced 
springs assert pressure against roll, 
giving more uniform contact and 
pressure can be adjusted easily ; 2 open 
ends; scratch-proof shoe of hardened 
steel; capacitor type motor; 1200 watt 
Nichrome element; adjustable thermo- 
stat ranges from 250 to 450 degs; 
emergency release lever at rear of 
shoe; single adjustable knee operated 
shoe and press control; shoe can be 
tilted back for steaming; red pilot 
light indicates when current is on; 
easy-rolling casters; white baked 
enamel finish; occupies floor space 32 
in. long, 14 in. wide and 33¥% in. high. 


Electrical Merchandising, May, 1949. 
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NORGE Washers 


Norge Div., Borg-Warner Corp., 
Detroit, 26, Mich. 

Models: 4 standard washers in new 
line, CW-918-P; CW-919-P, WC- 
902-P and DW-920-P. 

Selling Features: CW-918-P All- 
porcelain tub, 18 gal. capacity ; washes 
8 lbs. clothes; triple washing action; 
link-type transmission permanently 
lubricated ; aluminum agitator; 8-posi- 
tion wringer with large, equal pressure 
balloon rolls; positive pump; + h.p. 
110-volt, a.c. motor. 

CW-919-P has 84 Ibs. clothes 
capacity; 19 gal. water, same features 
as CW-918-P with the addition of 
power-leg balance. 

CW-920-P washes 9 Ibs. clothes; 
20 gal. capacity; same features as 
CW-919-P plus pressure-selector indi- 
cator on wringer. 

DW-920-P washes 9 lbs. clothes; 20 
gal. capacity; with additional feature 
of a timer to control washing periods. 
Electrical Merchandising, May, 1949. 





ORLEY Refrigerators 


Orley Bros. Co., Inc., 680 E. Fort, 
Detroit, Mich. 

Models: 900 Series featuring super, 
deluxe, and custom models. 

Selling Features: 9 cu. ft. refrigerated 
capacity plus a # cu. ft. precooled 
storage chamber all accessible with a 
single head-to-toe door; U-type alu- 
minum evaporator has 30 Ibs. frozen 
food capacity; porcelain enamel meat 
tray may be used as defroster pan; 
newly-styled ice-cube trays; $ h.p. 
hermetically sealed condensing unit; 
white baked-on Dulux enamel on 
bonderized base; Triple-plated chrom- 
ium handle assembly features self- 
latching “Kwiklok” mechanism for 
finger-tip control. 


Electrical Merchandising, May, 1949. 
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G-E 60-in. Kitchen 
General Electric Co., Bridgeport, 2, Conn. 


Device: Complete G. E. kitchen that 
fits into a space only 60 in. wide, 25 
in. deep. and 84 in. high. 

Selling Features: Included in kitchen 
is a range with 3 cooking units; a 5-cu. 
ft. refrigerator; a 39-in. stainless steel 
sink with space in cabinet beneath for 
a Disposall, and 2 wall storage cabi- 
nets; sink-top available with right or 
left-hand drainboard; refrigerator has 
right or left-hand door; range is the 
G-E standard apartment house model 
with 3 5-heat Calrod surface units, a 
full-size. oven and broiler. Refrig- 
erator installed beneath sink drain- 
board has a freezing unit holding up 
to 4 Ibs. ice cubes in 2 trays and 8.7 
sq. ft. shelf space; glass chiller tray 
for meat storage; steel wall cabinets 
are 30 in. wide, have 2 shelves; sliding 
cutlery drawer is provided. 


Electrical Merchandising, May, 1949. 





COOLERATOR Ranges 
The Coolerator Co., Duluth, Minn. 
Models: 9HB43 and Imperial 9HB81. 


Selling Features: Budget model 
9HB43 features a banquet size 16xl6x 
20 in. oven, automatic pre-heat; waist 
high broiler; 7-heat surface units 
groups to left plus 64 in. deep well 
cooker; one 8-in. unit provides from 
131 to 2100 watts; two 64 in. units 
from 75 to 1250 watts; 1-piece acid 
resisting top; solid base panel; outlet 
for small appliances on backsplasher ; 
overall dimensions 40 in. long, 36 in. 
high, plus 6 in. backsplasher. 
Imperial 2-oven model 9HD81 has 
self-sealing doors on both ovens, 3-po- 
sition shelves and smokeless broiler 
pans ; King-size oven 16 x 16 x 20 in.; 
auxiliary oven 9 x 16 x 20 in.; both 
ovens have top mounted broiling units 
and concealed oven vents; Telechron 
automatic control; 4-way switch con- 





trols timing for both ovens, Well-E- 
Vator and appliance outlet; Well-E- 
Vator is convertible from surface to 
deep well cooker; 2100 unit permits 
deep frying or browning of meats in 
deep well unit; 7-heat surface units, 
2 regular, 2 giant; 6-qt. Mirro-Matic 
pressure cooker available as accessory; 





Other features include minute sentry 
for timing cooking operations; full 
length fluorescent light with double 
glass window; 2 space-saver drawers 
on roller bearings; 1-piece inner struc- 
ture; l-piece acid resisting porcelain 
top; overall dimensions 483 in. high, 
40 in. wide, 27 in. deep. 


Prices: 9HB-43, $199.95; 9 HD-81, 
$369.95. 
Electrical Merchandising, May, 1949. 





IDEAL-AIRE Spot Cooler 
Ideal-Aire Inc., 309 Merchandise Mart 
Bldg., Kansas City, Mo. 


Device: Ideal-Aire portable water 
evaporative cooler. 

Selling Features: Does not air con- 
dition the room—walls, ceiling, floor, 
etc., but cools and makes comfortable 
people in room; windows may be 
open so fresh air may be drawn into 
room; cools a 360 deg. circle; rio in- 
stallation necessary, may be plugged 
into any outlet; no plumbing installa- 
tion involved; pressure type 4-blade 
fan delivers 2000 cfm; blades pitched 
and located in orifice to give maximum 
efficiency; unit washes, cleans air as 
it passes through unit, delivering cool, 
clean, fresh air; water pump motor 
hermetically sealed operates completely 
submerged in oil; 1/15 h.p.; 6 shaded 
pole motor operates in vertical posi- 
tion; Fiberglas aeration pack affords 
a cooling field for air that passes pack, 
assures correct moisture; portable unit 
may be rolled from one room to an- 
ab water reservoir capacity 6% 
gal. 

Electrical Merchandising, May, 1949, 
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Hamilton fluff-dries clothes 
indoors 

__in minutes, not hours 
automatically 

—gently 

safely 

—wrinkle-free 

—needing far less ironing 
__any day 

—any night 

—regardless of weather 
—with no toil or worry 


Hamilton fluff-dries clothes in 
purifying, 190-degree heat 


—tumbles them gently in the rays of 
Hamilton’s exclusive Sun-E-Day ultra- 
violet lamp, releasing natural ozone, 
to give clothes sweet, sunshine-and- 
breeze freshness 





Hamilton guards clothes from 
dust, smoke and soot 


—from air-borne bacteria 

—from theft 

—from damage or soiling by wind 
or by freezing 

—or by sagging lines 

or by breaking poles 

—or by romping children 

or by playful pets 

—or by birds or flies 











Hamilton provides: 


Thermostatic Heat Control 

—Heat Selector 

Automatic Time Switch 

__Safety Fuse Link for automatic 
shut-off 

—_five-minute Extra Run for utmost 
economy and comfort in removing 
clothes 

—patented “Carrier Current” air 
circulation system 

—Fiberglass Insulation 

—smoothly rounded inside surfaces 

—gently rounded corners 

—concealed Lint Catcher 

—upward-deflected air outlet 

stainless ZINCGRIP metal drum 

—smooth inner surface 

— White duPont Dulux finish 

—inger-Tip Door Latch—stream- 
lined, won’t catch on garments 

—only 3 moving parts 

—Oil-less Bearings—no lubrication 












































Look at this list of REASONS WHY FOLKS WANT HAMILTON CLOTHES DRYERS! Remember, 
here’s a tremendous new market... only a tiny fraction of the families that want Hamiltons have had 


a chance to buy them. It’s a clean market—uncluttered with trade-ins—wide open and eager. How needed os 
could Hamilton de/p being the hottest appliance item in the field today? Production schedules now —Filat top for auxiliary use i 
and for months ahead are the highest in Hamilton history. If you handle amy washer and ironer lines, —Toe Space at floor level ; 
you ought to line up with Hamilton NOW, to make full profit out of your opportunities. Maybe your —Electric Models } i 
locality is open (a few are). Write today— —Gas Models, including LP gas : 


—splendid service history : 
easy installation 
__practically silent operation 
__Good Housekeeping guarantee 
__universal endorsement by home 
economics authorities 
approval by underwriters and 
safety organizations 






















HAMILTON MANUFACTURING CO., TWO RIVERS, WIS. 


In Canada the Hamilton Dryer is known as the Coffield-Hamilton Automatic 
Clothes Dryer, and distributed by Coffield Washer Co., Hamilton, Ontario. 


al magazine 


O keep the 
OT! 












wean ie helping ¢ 
tising 1s NS! 

pont for Hamilton Dryers 

d ema as advertised > 


—in Good Housekeeping ¢ The Saturday Evening Post 
Better Homes & Gardens « McCall’s ¢ House Beautiful 
Parents « American Home e Small Homes Guide 





Built by the world’s largest manu- 
facturer of equipment for the pro- 
fessions . . . the world’s largest 
manufacturer of automatic clothes 
dryers ... the pioneer of the clothes 
dryer industry 
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DRI-TEMP Clothes Dryer 


Wissman Products Co., 
3005 Elm St., Dallas, 1, Texas 


Device: Dri-Temp germicidal clothes 
dryer. 

Selling Features: Equipped with an 
8-watt germicidal lamp located under 
top front portion, shielded to present 
direct rays from lamp irom entering 
eye; lamp is separately controlled by 
switch on top of unit; 1000 G-E fin 
type element thermostatically con- 
trolled located over bottom pan in in- 
sulated box; rack assembly consists 
of a support at top holding 10 sliding 
rods, removable, half-way down on 
steel rack assembly another series of 
10 rods can be used when short arti- 
cles are being dried; bottom of unit is 
equipped with 2 plastic ball bearing 
rollers, swivel type on one end— op- 
posite end of bottom assembly will 
have stationary support; capacity 33 to 
5 Ibs. clothes predicated upon cotton 
and woolens; drying time on average 
articles in normal use will be from 30 
min. to one hour for complete drying; 
white baked enamel inside and out; 
chrome finish steel handles; red flu- 
orescent Plexiglas trim above and be- 
low center opening. 

Price: $69.50 fob Fort Scott, Kansas. 


Electrical Merchandising, May, 1949, 








VORNADO Window Fan 


O. A. Sutton Corp., 
Wichita, Kansas 


Device: No. 30W1 “Turnabout” com- 
| ree intake and exhaust window 
an. 

Selling Features: Instant installation 
without tools in any window frame 
from 26% to 362 in. wide; 3 speeds: 
3000 cfm high, using 108 watts; fan 
head tilts to any angle or turns about 
completely for use to pull in or ex- 
haust air; does not interfere with nor- 
mal raising or lowering of window or 
with curtains or drapes; plastic pro- 
peller blades; live rubber motor 
mounts; twin air injector cones; quiet 
operation ; safety type construction. 
Price: $54.95. 


Electrical Merchandising, May, 1949. 





CASCO Heating Pad Kit 
Casco Products Corp., Bridgeport, Conn. 


Device: Casco combination heating 
pad kit. 


Selling Features: Kit contains 2 types 
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pads needed in a home—a 3-speed dry 
heat pad, and a wetproof hot com- 
press which supplies safe, wet heat 10 
to 12 hrs., both pads have removable 
slipcovers; and operate on a.c. or d.c. 
Price: 2-pads together in combination 
kit, $7.95 fair traded. 


Electrical Merchandising, May, 1949. 
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HOTPOINT Ranges 


Hotpoint Inc., 5600 W. Taylor St., 
Chicago, 44, Ill. 


Models: 6 new ranges: RU-49, RB-37, 
RC-12, RB-32; RB-34 and RB-30. 
Selling Features: RU-49, low priced 
full-size range has 3 surface units and 
a deepwell cooker. 

RB-37 has 3 storage drawers, 
chrome handles, automatic oven tem- 
perature control, oven indicator signal 
light, 5 measured surface cooking 
heats, and a 6-qt. aluminum thrift 
cooker. 

RC-12 has a raisable Calrod unit 
which can be used as a fourth surface 
cooking position; high tilting back- 
splasher permits servicing without 
moving away frem wall. . 

RB-32 medium priced range has 
platform and oven timing clocks, 
2-appliance outlets, one of which is 
timed for automatic operation. 

RB-34 and RB-30, apartment house 
size models; RB-34 has 4 surface 
units; both models have _ rotary 
switches for 5-measured heat settings, 
large ovens. 

Prices: RU-49, $179.95; RB-37, $199.- 
50; RC-12, $279.95; RB-32, $239.95; 
RB-34, $169.95; and RB-30, $159.95. 
Electrical Merchandising, May, 1949. 





AMERICAN BEAUTY Iron 


The American Electrical Heater Co., 
6110 Cass Ave., Detroit, 2, Mich. 


Model: American Beauty light weight 
iron. 

Selling Features: Adjustable-auto- 
matic type with Thermoscope, provid- 
ing perfect heat control for every 
fabric: rayon, silk, cotton, woolen and 
linen; available in both light and 
medium weights. 

Electrical Merchandising, May, 1949. 
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PUREAIRE Kitchens 


Appliance Div. Parsons Corp., 
Traverse City, Michigan 


Device: Pureaire kitchen including 
range, oven, sink, refrigerator, draw- 
ers and shelves that fits into 8 sq. ft. 
Selling Features: Improvements in- 
clude roomier oven, larger refrig- 
erator, more working space and shelf 
space, new exterior design, many in- 
terior design refinements, new burn- 
ers, faucets and handles, a_ single 
integral stainless steel sink top, work- 
ing surface range top and splashboard. 


Electrical Merchandising, May, 1949. 





Signal Desk Fans 


Signal Electric Mfg. Co. 
Menominee, Mich. 


Models: Coolspot 1049. 


Selling Features: Streamlined, single- 
speed oscillating fan with quiet type 
blade delivers 600 cfm; non-radio-in- 
terfering induction type 2-pole motor ; 
50-60 cycles, 110-120 volts; oscillator 
fully enclosed in rear motor housing; 
light tan finish. 


Electrical Merchandising, May, 1949. 





ESTATES Ranges 


The Estate Stove Co., a subsidiary of 
Noma Electric Co., Hamilton, O. 
Device: No. 4900 series Estate electric 

ranges. 

Selling Features: Features Bar-B- 
Kewer separate meat oven which 
accomodates whole hams, roasts, leaves 
oven free for baking and casserole 
dishes; Hide-Away-Grid-All griddle 





built into cooking top, cover folds 
down flush-to-top to restere center 
work surface; has 4 specialized cooking 
areas; for meat cookery, baking, grill- 
ing and surface unit operations; Time 
Estate automatic control controls the 
Bar-B-Kewer, Oven Cooker or appli- - 
ance outlet through Selector Switch; 
other features include chrome fluores- 
cent top lamp; oven light and window; 
7-heat “3-in-1” surface units; indi- 
vidual Tel-U-Lites for all units; 
1-piece mantel back, work surface and 
switch dial panel; Fiberglas insula- 
tion with Heat-Seal doors. Illustrated 
top-of-line model 4909 “Wakefield” in- 
cludes all above features. 


Electrical Merchandising, May, 1949. 
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LYNBROOK Dishwasher 
The Lynbrook Co., Muskogee, Oklahoma 


Device: Portable “Magic” dishwasher, 
No. 2 

Selling Features: Washes, sterilizes 
and dries dishes ; direct driven impeller 
revolves at 1750 rpm; throws deluge 
of water over dishes; same impeller 
throws out stream of air to dry dishes; 
capacity for 6 persons; completely 
portable; or can be installed perma- 
nently by sweating in 2 connections, 
or by use of hose clamps; 16 in. wide, 
29 in. high, 16 in. deep, 110 volt, § h.p. 
motor, 60 cycles, a.c. only; portable 
stand also available at $10.00 extra. 
Price: $89.50 f.o.b. Garland, Texas. 


Electrical Merchandising, May, 1949. 
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CARRIER Freezers 
Carrier Corp., Syracuse, N. Y. 


Device: New 15 and 30 cu. ft. food 
freezers, 14C5 and 14C7. 

Selling Features: Finger-tip control of 
temperature from zero storage down 
to extra low quick freeze levels and 
a simplified inventory arrangement 
known as “Stock-Aide” are among 
features of new models; upright, 
reach-in design; “Stock-Aide” inven- 
tory index consists of sliding bars 
and tab in front of shelves that tell 
contents at a glance—bars have added 
feature of serving as brace to hold 
food packages firinly in place when 
shelves are fully loaded; white baked 
enamel cabinets; Fiberglas insulation 
6 in. thick throughout 30 cu. ft. model 
and 5 in. on all sides of the smaller 
unit -with 6 in. in door and top; 
thermostatically controlled by com- 
pact control dial located inside 
freezer; compressor, condenser, re- 
frigerant control and evaporator plates 
assembled into one hermetically sealed 
unit; capillary control regulates flow 
of refrigerant into evaporator plates; 
Freon 22 refrigerant; 30 cu. ft. model 
has 1000 to 1200 lbs food capacity; 
15 cu. ft. model from 500 to 600 Ibs. 
Electrical Merchandising, May, 1949. 
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CHELSEA Fans 


Chelsea Fan & Blower Co., Inc., 
1206 Grove St., Irvington, 11, N. Y. 


Device: Chelsea cabinet type window 
fan type WC. and No. WPJ 18 in. 
Portable window fan. 

Selling Features: Variable gous, semi- 
portable cabinet type W.C. fan with 
reversible feature in 2-sizes: 24 and 30 
in; can be mounted on window-sill or 
supported from window frame by at- 
tachments provided; WC-24 delivers 
4500 cim; + h.p. motor; speed vari- 
ation from 660 to 460 rpm; WC-30 
delivers 6500 cfm; + h.p. motor; speed 
variable from 400 to 270 rpm; easily 
installed and easily removed for winter 
months or to move to a new location. 





18 in. portable, adjustable panel type 
window fan No. WPJ has direct drive 
for ventilating smaller areas; fits 
into upper panel of standard window 
permitting raising and lowering of 
upper sash at will; adjustable from 25 
to 36 in.; complete with pull-chain 
switch and plug; baked enamel finish; 
1000 cfm air delivery; 1/25 h.p. mo- 
tor; 1550 rpm. 

Electrical Merchandising, May, 1949. 





G-E Clocks 
General Electric Co., Bridgeport, 2, N. Y. 


Models: 4 new clocks—Deb, alarm; 
occasional; Pantry kitchen clock; and 
Philharmonic mantle-chime. 

Selling Features: Deb alarm has 
molded ivory-plastic case; tan dial 
with numerals and hour and minute 
hands in dark brown, red alarm set 
and gold second hand. 





e 


Occasional model has molded, 1- 
piece brown marble plastic case; deep- 
etched gilded numerals and hour 
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markers; black hour and minute 
hands; gold sweep-second hand. 

Pantry kitchen clock designed to 
give tailored, built-in appearance; 
molded 1-piece plastic case in ivory, 
white, red or yellow. 





Philharmonic mantle-chime in ma- 
hogany case; full Westminster chimes 
strike quarter hour, and each hour 
tolled; filigreed black hour and minute 
hands; gold sweep-second hand. 
Prices: Deb, $5.50; Occasional, $9.95 ; 
Pantry, $4.95; Philharmonic, $50 
Electrical Merchandising, May, 1949. 





UNIVERSAL Coffeematic 


Landers, Frary & Clark, 
New Britain, Conn. 


Device: New 8-cup Coffeematic coffee 
maker, 

Selling Features: Features the “Fla- 
vor-Selector” red slide at base which 
automatically brews coffee mild, me- 
dium or strong as set; percolation 
stops automatically when ready and 
current is automatically reduced to 
keep coffee at serving temperature; 
red signal light automatically indi- 
cates when coffee is ready to serve; 
wider glass top can be removed easily 
for cleaning; “Cold-Water” pump 
starts percolation quickly and makes 
coffee without boiling; perforated 
filter cup insures clear beverage; de- 
signed with a Platina panel and fin- 
ished in chrome; mottled mahogany 
Bakelite handle. 

Price: $24.95. 


Electrical Merchandising, May, 1949. 
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POLAR BREEZE Air Koolers 


Air Cooling Engineering Co., 
Morton Grove, Ill. 
Device: Polar Breeze air conditioning 
and evaporative cooling unit. 
Selling Features: Supplies fresh out- 
side air to room, cools it 10 to 15 degs. 
below outside temperature, filters and 


double washes it free from dust or 
pollen, then purifies by chemical proc- 
ess removing bacteria and algae; com- 
plete packaged units available in var- 
ious sizes; units have a range from 
1850 to 25,000 cfm; equipped with 
glass fibre filter cooling pads which 
require no replacement; complete with 
weather proof metal housing, multi- 
blade pressure type blower, V-belt 
drives; directional flow grille which 
controls air flow in vertical and hori- 
zontal planes, standard motor, and 
“Roto-Atomizer” which speeds up 
cooling and washing action of air. 


Electrical Merchandising, May, 1949. 





LOCKRATOR Refrigerators 
Stoddard Mfg. Co., Mason City, lowa 


Model: Lockrator 6E. 


Selling Features: Full 6 ft. net cab- 
inet with generous sized freezer com- 
partment complete with electric light, 
ice cube trays and plastic crisper; 
space provided for 8 qts. milk or soda 
bottles; 25 in. wide, 214 in. deep over 
hardware; 55 in. high; 24 in. Zerocel 
insulation; latest type Tecumseh unit; 
refrigeration system easily removable 
as complete unit from front. 

Price: Model 6E-$189.95; (Model 4-E 
has been lowered from $199.95 to 
$189.95). 


Electrical Merchandising, May, 1949. 


EMERSON Fans 


The Emerson Electric Mfg. Co., 
St. Louis, 21, Mo. 


Device: Emerson-Electric 16-in. win- 
dow fan and 30 in. vertical discharge 
attic fan. 

Selling Features: 16-in. window fan; 
provides rapid air circulation in small 
apartments, several rooms of a home, 
etc.; 2-speeds; equipped with mount- 
ing panels adjustable 274 to 36 in. 
in width; chain and screw accessories 
also supplied for installation without 
panels for windows 16 to 27 in. wide; 
modern design; ivory finish; current- 
saving capacitor motor; 4 large quiet- 
type aluminum blades deliver 2000 
cim; expanded metal grille. 





Attic fan provides low cost method 
of cooling home; particularly adap- 
table for attics with low head-room; 
installation requires only a ceiling 
opening framed with lumber 12 in. 
wide; 4-corner brackets furnished for 
mounting fan in frame; rubber feet 
on corners of fan; delivers 6500 cim; 
+ hp. ball-bearing, split-phase motor 
equipped with automatic thermal pro- 
tector; 4-blades balanced and pitched 
for large volume delivery ; ball-bearing 
between fan hub and pillow block car- 
ries thrust load of fan. 


Electrical Merchandising, May, 1949. 





G-E Automatic Washer 


General Electric Co., Appliance & 
Merchandise Diy., Bridgeport, 2, Conn. 


Device: Model AW-6B1 simplified 
automatic washer. 

Selling Features: Automatically 
washes, rinses, damp-dries up to 9 Ibs. 
assorted dry clothes, empties and shuts 
off; once started requires no further 
attention; rectangular; top-opening; 
portable; does not have to be bolted 
down; activator action; water tem- 
perature controlled by lever which can 
be set for “hot” or “warm”; clothes 
are spun in wash basket at 1140 rpm 
during drying cycle. 

Price: $299.95 covers 1-year replace- 
ment warranty on complete machine; 
additional $5 will be charged for addi- 
tional 4-year replacement contract on 
sealed-in drive mechanism. 


Electrical Merchandising, May, 1949. 





NORGE Water Heaters 


Norge Div., Borg-Warner Corp., 
Detroit, 26, Mich. 


Models: 2 new table-top models in 30 
and 40 gal. capacity and a complete 
line of vertical models. 

Selling Features: Table-top models 
available with single and double ele- 
ments; fits into kitchen, bathroom, 
utility room or basement; recessed 
base permits close-fit to wall allowing 
for baseboard extension, front has toe 
recess; porcelain enamel top 36 in. 
high; 34 in. glass fiber insulation; 
cold water baffle; thermostatic con- 
trols; Nichrome elements; magnesium 
rod; 10-year protection plan. 

Vertical models available in 12, 20, 
30, 40, 52, 66 and 82 gal. capacities, 
with single or double elements, with 
all the above Norge features. 


Electrical Merchandising, May, 1949. 
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of Your Electrical Installation & Service Calls! 









MODEL 695 
with Pipe Rack 
and Ladder Bows 





The All-Steel, All-Purpose Service Body that 
fits all standard commercial half and one-ton 


truck chassis! Only the “Carry-All” 


has ALL these features: 


%& Rugged All-Steel Construction 


% Fits Standard Commercial 
Yq to 1-Ton Truck Chassis 


% 50%” Inside Width 


Here’s the “Carry-All” that cuts 
your installation and service costs! 









It carries everything — it’s your 
shop on wheels — and your ad- 
vertising billboard too! It has 
room for all electrical equipment 
and tools! 


% Underbody Bridge-type 
Construction 

% Lightweight, High Tensile 
Steel 






And it’s always locked, loaded, 


% Offset Reinforced Non-Skid 
ready to roll! 


Heavy Load Floors 

















% Weatherproofed 


Get the complete story of the 
‘ Compartments 


“Carry-All” — and start cutting 


delivery and service call costs! eR Seen Sages: Se 


Boxes 
>>, %& Completely Precision Design- 
) ed, Engineered, Tooled, Die 


Stamped, Assembled 


%& Bassick 
Single 


Center Control of 
Dual-Latch 






Closure 
Paneled Doors 


% Wise Key-Operated Locks & 


Handles 


¥% Interchangeable Standard 
Parts 





























MORRISON "“CARRY-ALLS” are Sold Through Any 
Franchised Chassis Dealer by Established Truck Equip- 
ment Distributors 


MORRISON STEEL PRODUCTS, 


Corry-All 


ie 


Fin vig Service Body Division 
MORRISON 
‘ > ws 


607 AMHERST STREET > BUFFALO 7, N. Y 
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WHITE CROSS Fans 


National Stamping & Electric Work, 
3250 W. Lake St., Chicago, 24, Ill. 


Models: “White Cross” 8, 10 and 12 
in. fans. 


Selling Features: 12 in. oscillating fan 
has a 2-speed switch with high, low 
and off position and a powerful 4-pole 
induction motor; 10 in. oscillating fan 
has on-off switch and 4-pole induction 
motor; 8 in. non-vscillating fan has 
on-off switch and 2-pole induction 
motor; all models styled in blue with 
gray blades, untippable heavy cast 
base, heavy wire guard; a.c. only, 115 
volts, 50-60 cycles. 

Prices: 12 in. fan, $24.95; 10-in. fan, 
$15.95; 8-in. model, $6.95. 

Electrical Merchandising, May, 1949. 





oe 
HOTRAY 


Salton Mfg. Co., Inc., 
74 Reade St., New York 7, N.Y. 


Device: Hotray serving tray with ra- 
diant heated glass top. 

Selling Features Plugs into a. c. out- 
let and Ra-Grid glass top heats up to 
200 degs; thermostatic control keeps 
food hot and tasty; shatterproof glass 
top; size 9x14 in. chrome trim finish; 
2 plastic handles, 4 insulated feet. 
Price $10.95. 


Electrical Merchandising, May, 1949. 


LENCO Air Conditioner 


Lenco Div., Louis Engineering Co., 
214 W. Ontario St., Chicago, 10, Ill. 


Device: Model L-750 room air condi- 
tioner. 

Selling Features: Cools, dehumidifies, 
filters and circulates air in room at a 
desired temperature; thermostatically 
controlled; air passes through coated 
spun glass filter to remove dust, dirt 
and pollen before entering cooling 
chamber, it is then dehumidified, cooled 
and circulated through room; unit en- 
tirely enclosed ; mechanism mounted on 
rubber and springs to reduce noise; 
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sound deadened vibrationless cabinet; 
designed to install in standard windows 
without alteration or brackets; pro- 
jects into room 12 in.; section project- 
ing into room of decorative hardwood 
in blonde or 2-tone blends; part that 
extends outside window of bonder- 
ized steel with baked-on enamel fin- 
ish; controls mounted on panel within 
unit; hermetically sealed refrigeration 
system uses Freon 12 refrigerant and 
has a semi-hermetic Coplematic com- 
pressor ; 8541 btus per hour; 296 cfm; 
compact unit 16x274x27% in. 


Electrical Merchandising, May, 1949. 





CHROMA'.OX Water Heater 


Edwin L. Wies-nd Co., 7500 Thomas 
Bivd., Pittsburgh, 8, Pa. 


Device: Chromalox screw-in type wa- 
ter heater units, Type ARTM, with 
built-in thermostatic control. 


Selling Features: Designed for con- 
version of standard fuel fired hot 
water tanks to electric especially ap- 
plicable for farm, in dairy and poultry 
buildings, summer cabins etc; Chrom- 
alox copper-sheathed, enclosed type 
tubular element brazed into a one-inch 
red brass screw plug with sealed brass 
well for thermostatic bulb; thermostat, 
complete with removable housing, 
mounted directly on screw plug, may 
be set to control water temperature 
between 100 and 170 degs F.; available 
for 118 or 236 volt service, 750, 1000, 
1500 and 1500 watts; may be used 
singly or doubly in tanks up to 80 gal. 
capacity. 

Electrical Merchandising, May, 1949. 


LONERGAN Fans 
Lonergan Mfg. Co., Albion, Mich. 


Device: “Nite Cooler” cabinet type 
window-type cooling and ventilating 
fans. 

Selling Features: Available in 2 sizes 
—20 in. and 24 in. propeller type with 
sealed-for-life ball-bearings; % h.p. 
motors; smaller unit designed to fit 
any window from 27 to 36 in. wide; 
larger unit for windows up to 45 in. 2- 
speeds; quiet operation; 4-blade, pro- 
peller-type fan. 

Electrical Merchandising, May, 1949. 
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HERE’S WHAT WE MEAN BY 
4 
it 
a 
n 
n 
d 
l= 
is 
Quality in the Lyon line of sinks and cabinets 
is a matter of basically sound construction, plus 
features of lasting convenience; value that can 
be demonstrated. Look at the quality features 
of this 66” porcelain sink unit. 
™ } 1 Sink of extra heavy pressed steel, made in one 
th piece; finished in acid-resisting white porcelain 
enamel. 
n= 2 Fixtures triple-plated chrome. Swing type faucet 
ot with spring flow aerator. Trigger type spray with 
“4 metal reinforced head. 
n- 3 Drawers— 2 deep and 2 shallow, all with roller 
De bearings. Upper. right hand drawer lined with 
sh sound-deadening linoleum and equipped with 3 ad- 
ss Rd justable cutlery partitions. 
“ ee ap eonde ooy a Mga with pny 2 
: elf; center wire basket — swinging tow i 
Ly 
re METAL PRODUCTS, INC 5 Doors insulated for quietness, equipped with ex- 
- clusive Lyon Tap-O-Matic handles. 
od 6 Styling—modern and permanently beautiful. 
il. QUALIT Sleek, rounded corners. Recessed black base. 
UALITY : 
7 Louver for ventilation and water guard. 
. TESTED 
The Most Complete Line of Sinks and Cabinets 
. The Lyon line of sinks includes models with porcelain 
; st linoleum or stainless steel tops—14 different models, 
f from 42” to 96’. The cabinet line includes base, wall and 
utility cabinets in a wide range of sizes to enable you to 
: offer practically “custom-built” kitchens. 
: General Offices. 521 Monroe Avenue, Aurora, Ill. A few dealerships are now available. Get in touch with 
Branches and Dealers in All Principal Cities  thenearest Lyon representative or write direct to Aurora. 
d A PARTIAL LIST OF LYON PRODUCTS 
pe : © Shelving © Kitchen Cabinets @ Filing Cabinets © Storage Cabinets © Conveyors © Tool Stands ¢ Flat Drawer Files 
ng : @ Lockers © Display Equipment ¢ Cabinet Benches © Bench Drawers © Shop Boxes ® Service Carts © Tool Trays ¢ Tool Boxes 
4 e Wood Working Benches © Hanging Cabinets ¢ Folding Chairs © Work Benches © Bar Racks © Hopper Bins © Desks ® Sorting Files 
eS 3 © Economy Locker Racks © Welding Benches © Drawing Tables © Drawer Units © Bin Units © Parts Cases © Stools @ lroning Tables 
ith 
D. 
fit 
e; 
al 
), 
NG 
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GET YOUR SHARE 


(this means BUSINESS for you) 


OVER 30,000,000 
ADVERTISEMENTS in MAY and JUNE 
IN LIFE and GOOD HOUSEKEEPING 


Paragon 


promoting Wes Ost. ets 


|DEFROSTS ... WHILE YOU SLEEP” | WHILE |DEFROSTS ... WHILE YOU SLEEP” | SLEEP 


TRADEMARK PEGISTERED 





Tie in with this Big 


NATIONAL SALES PROGRAM 


The market is BIG . . . price is LOW (only $9.95 retail ) . ++ with good 
profit for you. Every reftigerator owner can afford “de-frost-it”, the 
automatic defroster that pays for itself in savings of food, time, electricity 
and refrigerator upkeep. Thousands of housewives in your trading area 
need “de-frost-it”. Get in on this profit opportunity NOW, with the 
big national advertising campaign helping you sell. It pays to mass- 
display “de-frost-it”. If you haven’t ordered stock from your jobber, 
do so today, or use coupon below. 





















Order a Trial Stock of at least Six 


KIT OF TIE-IN MERCHANDISING AIDS INCLUDED FREE 








ee See en ee ee ee 1 
Pargon Electric Company, 1638 - 12th St., Two Rivers, Wis. 
Please enter our order No. for Standard Packages of 


“‘de-frost-its” (each package containing SIX “de-frost-its” at $9.95 each, 
less 40% dealer discount) ... and bill through jobber listed below. 


STORE NAME ___ 








YOUR NAME AND TITLE_ 










ADDRESS 









CITY, ZONE & STATE 
JOBBER’S NAME AND ADDRESS 


















Paragon ELECTRIC COMPANY, 1638 12th St., Two Rivers, Wis. 


America’s Largest Exclusive Manufacturers of Time Controls. including nationally-known 
TIME AIDS. WINDOW and ATTIC FAN TIMERS. ‘‘de-frost-it" and other precision timers 
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MITCHELL Room Air Conditioners 


Mitchell Mfg. Co., 2525 Clybourn Ave., 
Chicago, 14, lil. 


Device: 2 new Mitchell room air con- 
ditioners M-34 and M-12. 

Selling Features: M-34, ? h.p. condi- 
tioner, designed for use in large sized 
rooms has rated capacity of 8876 btus 
per hr; M-12, + h.p. unit for medium 
and small rooms has 5580 btu per hr 
capacity; self-contained package units 
perform 5 functions: cool, dehumidify, 
filter, circulate and ventilate, provid- 
ing all-season weather control; her- 
metically sealed mechanism; self- 
lubricated motors; installed easily in 
any normal double hung sash window; 
no plumbing connections; 2 simple 
controls ; furniture steel cabinet, bronze 
finish chrome trim; 110-125 volts, a.c. 


Electrical Merchandising, May, 1949. 


TOASTWELL Toaster 


The Toastwell Co., 620 Tower Grove 
Ave., St. Louis, 10, Mo. 


Device: No. 444-A 4-slice Toastwell 
Super-Silent automatic toaster. 


Selling Features: Toasts 4 slices of 
toast at a time; thermostat control; 
ac. or d.c.; no preheating required; 
single lever control; automatically 
cuts off current; chrome finish; Bake- 
lite trim; permanently attached cord; 
1200 watts; weighs 74 Ibs. 

Price: $29.95, tax included. 
Electrical Merchandising, May, 1949. 





LAU Portable Fan 
The Lau Blower Co., Dayton, 7, Ohio 


Device: Lau P-18 portable fan. 
Selling Features: Adaptable for use as 





*daytime air circulator or nighttime 


room cooler; can be placed on floor or 
table ; adjustable removable plastic 
side expanders fit into any window; 
draws 1800 cfm portable with carry- 
ing handle and 10 ft. plug-in extension 
cord; air volume increased by “Nite- 


MAY, 


aire” venturi-type frame; 22 in. square 
7té in. deep; weighs 25 Ibs. 
Electrical Merchandising, May, 1949. 





ATLAS-AIRE Cooler 


Atlas Tool & Mfg. Co. 
5147 Natural Bridge, St. Louis, 15, Mo. 


Device: Atlas-Aire cooler, No. 1011. 


Selling Features: Fits any window 
from 25 to 43 in wide; easy to install; 
moves 5100 cfm; sealed in motor; 2 
speeds forward and reverse; ham- 
mered green enamel finish with heavy 
decorative safety grille. 

Price: $99.50, excise tax included. 
Electrical Merchandising, May, 1949. 


INLAND Space Heater 


Inland Steel Container Co., 
325 N. Cortez St., New Orleans, 19, La. 


Device: No. 510 Comforteer space 
heater. 

Selling features: Provides circulating 
and direct radiant heat; 1000 watts, 
110-120 volts a.c. or dc.; equipped 
with heavy duty cord attached to 
heater; open coil element; curved 
polished metal reflector behind element 
dirécts heat outward into room; 13% 
in high, 11 in. wide, 7 in. deep; white 
“Hi-Bake” enamel finish; safety 
guards on front of cabinet. 


Electrical Merchandising, May, 1949. 


QUIET KOOL Air Conditioner 


Quiet-Heet Mfg. Corp., 
135 N. J. Railroad Ave., Newark, 5, N. J. 


Device: Model G-5 window type room 
air conditioner. 

Selling Features: Equipped with + h.p. 
hermetic compressor unit; quiet opera- 
tion; thermostatic control; 5850 btus 
per hr; single fan motor operates at 

5 rpm; steel cabinet has 

cover to facilitate changing filter; air 
direction may be altered to suit re- 
quirements of room. 


Electrical Merchandising, May, 1949. 
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Tell your customers how THOR’S Bakelite™ Agitator 


is safe 1 > « d ‘O7MeS Even dainty lingerie is 
safe with Thor's Bakelite* Agitator. Because this agitator is unaffected by 
detergents or strong alkaline soaps, there’s no abrasion, no pitting, no rough 
edges to snag or tear delicate fabrics. 


Washes clothes brighter No danger of rust or corrosion with 
a Thor! And there's ‘aie no lint to clog operation and create scum. 


Manadic maSily No excess weight. Thor's Bakelite* Agitator weighs 
only about half as much as conventional agitators. 


is made of a special kind of Bakelite™* the thor Agita- 
tor is molded a a Bakelite* especially developed for use in washing machine 
agitators. Chemical action and extreme heat or cold—even constant use at 52 
movements per minute—have little effect on it. Gives “NEW WASHER” 
service for years and years. 


*Trade Mark, Bakelite Corporatior 
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RESULTS 





with a Bakelite” Agitator 


molded by 
GENERAL AMERICAN 


GENERAL AMERICAN 
TRANSPORTATION CORPORATION 
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NORGE Refrigerators 


Norge Div., Borg-Warner Corp., 
Detroit, 26, Mich. 


Models: Seven 1949 _ refrigerator 
models restyled: S-649, R-849, HD- 
849, SD-849, SDF-849, SD-1049 and 
R-1049. 

Selling Features: Highlight features 
include alterations of some freezer 
compartments to provide for greater 
ice-cube capacity; inclusion of auto- 
matic defrosting system in 3 models— 
“contour” styling in exteriors; new 
easy-opening door handles; a 10-cu. ft. 
model for farm use. 

S-649 6.08 cu. ft. capacity features 
an “air conditioned” door with special 
holes in bottom of door panel to pre- 
vent condensation; 3-in. insulation; 
floor leveling guides; 17 Ib. side 
freezer of stainless steel; Coldpack 
below freezer; package shelf for small 
packages; bottle shelf; 2 easy-out 
aluminum trays; 4 shelves, ribbed- 
glass shelf over Hydrovoir; high 
humidity storage; automatic floodlight, 
full-range cold-control; Polystyrene 
throat liner; Rollator Coldmaker; 
Freon F-12 refrigerant. 

R-849, 8.38 cu. ft. capacity has wide 
side freezer which holds up to 27 Ibs. 
frozen food; 4 easy-out trays. 

HD-849 has 8.26 cu. ft. capacity; 
features Tiltabin dry storage compart- 
ment; safety-sealed frost-free side 
freezer with 33 lbs. frozen food capac- 
ity; handefroster; fold-away shelf; 
double-width sliding Hydrovoir. 

SD-849, 8.26 cu. ft. capacity; fea- 
tures night-watch self-d-froster ; 
safety-sealed side freezer and Hande- 
froster. 





SDF-849, features  safety-sealed 
frost-free long-side freezer, 35 Ib. 
frozen food capacity in 3 sections: 
upper compartment for frozen food or 
extra ice trays; second section for 
cubes and lower section for meats. 

SD-1049 has 10.26 cu. ft. capacity; 
side freezer holds up to 40 Ibs. 

R-1049 has 10.41 cu. ft. capacity; 
wide side freezer holds up to 33 Ibs. 
frozen foods. 

All models finished in white Nor- 
gloss enamel; equipped with Rollator 
Coldmaker unit; 2-point floating rub- 
ber suspension unit mounting; Freon 
F-12 refrigerant. 


Electrical Merchandising, May, 1949. 
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LEWIS Table Stoves 


Star-Glow Electric Products Inc., 188 W. 
Randolph St., Chicago, Ill. 


Device: Lewis 2-burner table stoves. 
Selling Features: Super Speed Chro- 
malox enclosed, flat, burners; “con- 
tact” heat passes direct from flat 
burner to utensil giving speed cooking; 
“range type” porcelain top; rotary 
switches provide low (350), medium 
(650), and high (1000) watts on one 
switch and an “On” a (650 watts) and 
“Off” position on other burner; 
a.c. only, 1650 watts; also available 
with non-leakage black glazed porce- 
lain open elements. 


Electrical Merchandising, May, 1949. 






SIGNAL Ventilating Fans 


Signal Electric Mfg. Co., 
Menominee, Mich. 


Models: Challenger ventilating fans 
No. V-520 and V-524. 

Selling Features: Model V-520 with 
20 in. blade and V-524 light in weight, 
easy to install; specially designed 
Venturi orifice eliminates back eddies 
and noise and assures smoother flow 
of air; 2-speed, split phase motor; 
totally enclosed self-lubricating bear- 
ings; push-button control available. 


Electrical Merchandising, May, 1949. 


FRESH-AIR MAKER Fans 


Schwitzer-Cummins Co., Ventilating Div., 
Indianapolis, 7, Ind. 


Device: Fresh-Air Maker “Attic-Pak” 
fans nos. PAC-302, PAC-303, PAC- 
362 and PAC-363. 

Selling Features: Designed specially 
for horizontal mounting: in ceilings 
where low head room in attic space 
exists; 4 deep wide pitched blades; 
rigid, deep venturi ring with efficient 
extension; top air delivery at slow, 
quiet speed; silent V-belt drive ad- 
justable; fan diameters from 24 
to 36 in.; motors from ? to 4 hp. 
capacities from 4500 to 10,500 cfm. 
Electrical Merchandising, May, 1949. 
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What are the Facts 
about Today’s Refrigerator Prices ? 








Since 1939, almost all commodities sold in America— 
including refrigerators—have advanced in price. But in 
spite of that, the facts show refrigerators are actually better 
buys now—in terms of their real price—than they were 
10 years ago! 


Take Frigidaire for example: 1949 Frigidaire Refriger- 
ators offer better styling, new conveniences, improved 
features. Yet these finer refrigerators cost only 6% more per 
cubic foot of storage space than 1939 models did! And when 
you consider the government excise tax, which is now in- 
cluded in the price of a refrigerator, there is even less 
difference in price per cubic foot. 


Today the average worker spends far less of his income 
than he did 10 years ago—works about 40% as long—to 
buy a cubic foot of refrigerator. The farmer, too, spends 
much less to buy a cubic foot of refrigerator—sells 56% less 
beef, 74% less wheat, 67% less pork or 77% less cotton, 


It’s apparent, then, that real refrigerator prices are much 
less and real values much greater in ratio to individual in- 
comes—the factor which is most important. 





Everyone connected with household refrigeration deserves 
much credit for the ingenuity, determination and hard 
work which made this achievement possible. And Frigidaire, 
as a leader in the industry, is proud of its contribution. 


Average price of 
Frigidaire Refrig- 
erators per cubic 
foot is only $2.00 
(6%) more in 
1949 than it was 
in 1939. 





The Average Workingman Now Works Less 
to Buy a Cubic Foot of Refrigerator 


The Average Farmer Now Sells Less 
to Buy a Cubic Foot of Refrigerator 


145 


POUNDS. 











oe ae 











In 1939, the working- At current wage levels, In 1939, the farmer had In 1949, he has to sell 
man had to work he works 25 hours—or to sell 326 lbs. of beef to 145 lbs. of beef —56% 
hours to purchase a cu- 50% less to purchase a buy a cubic foot of less —to buy a cubic foot 
bic foot of refrigerator. cu. ft. of refrigerator. refrigerator. of refrigerator. 























- . ct ‘ Printed as a service to refrigerator manufacturers, their 
age averages shown in this advertisement are irom istribut s 

= Geieiiien 190 vesert of the Banu af Laker distributors, dealers, salesmen and servicemen by... 
Statistics. 


Beef and pork values referred to above are from the — | = ~ d G , D A i ue a 
March 7, 1949 issue of the Chicago Journal of Com- 

merce. Wheat and cotton values are from the March ; 

4, 1949 issue of the Wall Street Journal. 





Division of General Motors 
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ONE MINUTE competes in price 
ONE MINUTE excels in performance 
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* if PRICE is your problem, answer it once and for 


all with one of the three One Minute Washers designed to 


give more value for less money even in the very lowest 





THAT LIFE-TIME 
a GEAR IS UNDER 
HERE 


because 


SSReBBESRESREEEESEEEEEERSERERERERESEEEER EERE SESE EE ES SE GY 
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price fields. 


* if PERFORMANCE is your wish, you can 


bid good bye to trouble shooting because that life-time 
gear in each rugged One Minute Washer ends 95% of 


all your service calls with dependable year-after-year 


performance. 


ONE MINUTE Ironers 
and Drain Tubs, too 


Double and single drain tubs. 
Write for attractive prices 


ONE MINUTE WASHER CO. 


Washer Craftsmen since 1898 
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’ 

1 { ONE MINUTE WASHER CO. ‘ 

DeLuxe and portable ; Kellogg, lowa, U. S. A. 
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NORGE Freezers 


Norge Div., Borg-Warner Corp., 
Detroit, 26, Mich. 


Models: HF-6 upright freezer styled 
as companion piece to Norge refrig- 
erator ; and 2 restyled chest-type mod- 
els HF-12 and HF-20, 


Selling Features: Upright freezer 
HF-6 stores 6 cu. ft. or approxi- 
mately 210 lbs. frozen foods ; individual 
food compartments with 6 _ indi- 
vidual Polystyrene inner doors pro- 
vide easy access to food compartments, 
tension-spring hinges hold doors 
closed, label frames for identifying 
contents; refrigerated coils incased in 
aluminum’ envelope the 4 shelves for 
point contact freezing; low voltage 20 
watt element behind throat liner re- 
tards condensation around door open- 
ing; thermostat control automatically 
holds temperature for freezing at zero 
degs. F; adjustable to temperatures 
higher or lower; Rollator Coldmaker 
mechanism hermetically sealed in 
steel; 3 h.p., 115 volts, 50- or 60-cycle 
single phase a.c. ‘motor; Freon F-12 
refrigerant, condenser fan powered by 
6-watt motor, for cooling refrigerant 
in condenser coils; air conditioned 
door has special holes in bottom of 
inner door panel to prevent condensa- 
tion by drawing possible moist air 
from interior of door and depositing it 
on refrigerated shelves; 4 in. insula- 
tion; l-piece, wrap-around cabinet 
white Norgloss enamel. 





HF-12 chest-type freezer has 12 cu. 
ft. storage or approximately 420 Ibs. 
food; interior features include 3 ad- 
justable dividers; sliding wire basket; 
automatic interior light; heavy-gauge, 
copper-bearing galvanized steel stor- 
age compartment ; freezing compart- 
ment located above unit; thermal 
rubber throat liner insulates and seals 
opening between inner and outer cab- 
inets ; Rollator Coldmaker mechanism ; 
counter-balanced lid equipped with 
large rubber gasket, adjustable chro- 
mium finished lock-type latch and 
tubular latch light mounted on inside 
turns on automatically when lid is 
raised; 5-in. insulation; white Nor- 
gloss. 

HF-20 has 20 cu. ft. storage space 
or 700 lbs of food; 5 movable dividers 
adjustable at 3 in. intervals; 4 hp. 
motor; heat exchanger ; 2 counter bal- 
anced lids—one over storage compart- 
ment, one over freezing compartment. 


Electrical Merchandising, May, 1949. 
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MIRRO Percolator 


Aluminum Goods Mfg. Co., 
Manitowoc, Wis. 

Device: 8-cup Mirro percolator. 
Selling Features: High polish finish 
with smooth welded spout; 600-watt 
emersion type element ; double wall in- 
sulated pump promotes instant action 
with percolation continued just below 
boiling point; operates on a.c. or d.c. 
Price: $6.95. East. 
Electrical Merchandising, May, 1949. 





NESCO Oil Space Heater 


National Enameling and Stamping Co., 
Milwaukee, 1, Wis. 


Device: No. 9013 pot-type oil burning 
space heater. 

Selling Features: Output more than 
75,000 btus per hour; new type oblong 
combustion chamber with 13 in. pot- 
type burner; easy-to-read, waist high 
control dial; built-in cleanout rod; 
large top grille; extra wide bottom 
louvers; 2-side reflect-doors; accesso- 
ries include an air circulation blower, 
automatic and thermostatic controls. 


Price: Approximately $129.95. 
Electrical Merchandising, May, 1949. 





MINITROL Timer 
Wil-Mar Co., Natick, Mass. 
Device: Minitrol portable a.c. timer. 


Selling Features: 60-minute unit in 
plastic case with easily read dial and 
plastic indicating knob; Telechron 
movement; continuous electric alarm 
buzzer ; red, green or ivory. 


Price: “Under $5.” 
Electrical Merchandising, May, 1949. 
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HERE'S BIG HELP 


for the most important man in the world today... 


YOU THE SALESMAN’ 







. y) phe now Foy — THIS BIG FREE 
A GET ACKED FULL OF 
POKING (DEAS 


Today, as always, everyone’s prosperity de- 
han pends on you—the sales maker—the man 
on 

ot: who keeps factory wheels turning. For your 


igh own prosperity get this big book that shows 


tom 


we LI AA _ 
ne : . how to cash in on the gas industry’s $8,000,000 
= 4 ° gas range sales program. It will make money 
& for you. Write for it now! 
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1949. CITY STATE 




















ISING ELECTRICAL MERCHANDISING—MAY, 1949 PAGE 147 




























\ Products 


For half a century Armstr 


depend on it... 


ARMSTRONG 
PORTABLE 
IRONER 


















Color, brown. 19” high. 
Retails around *$33.00. 


ARMSTRONG ELEC 
No. 514 HEATER 














ARMSTRONG LAW 
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> Armstrong 
Spee peration éF 





have given full-time attention to qual- 
ity materials that go into their products, 
to workmanship and to finish. 

When you show an Armstrong, its 
worth is immediately apparent to your 
customer—it practically sells itself. The 
only come-backs are compliments. 


Yes—when it’s an Armstrong 


the best of its kind! 


ARMSTRONG 920-V HEATER 


For natural, manufactured or LP gases. 
A real gem—a circulating heater that 
is fully vented. Gives off no gas fumes 
or unpleasant odors. AGA approved. 
Porcelain enamel—the lifetime finish. 


A sturdy little fellow made of 24-gauge 
iron in walnut or white porcelain 
enamel finish. AC or DC, 1320 watts. 
Only 15” high. Weighs 6% pounds. 
Retails for *$6.95 plus tax. 


ong craftsmen 


you're selling 





Gleaming chrome and white enamel finish. It’s the low priced qual- 
ity ironer with a 21-inch roll. Elbow control leaves both hands free 
to guide clothes. Thermostatic heat control. AC current. Weighs 
30 pounds. Retails for around *$49.95. 


20,000 B.T.U. 





TRIC 





N SPRINKLERS 


Come in 3 different styles: the popular Aero-Mist, Original Foun- 
tain, Half Fountain and Special Fountain. All well made for long 
service. All made of brass except the Special Fountain which has 
brass top and zinc-plated steel bottom. 


We invite dealers to celebrate our 50th Anniversary 


with us—send for literature on any of above products, 
and get in on Armstrong profits. 


ARMSTRONG PRODUCTS CORP. 


Quality Appliances since 1899 
Huntington 12, W. Va. 


* Slightly higher West of Rockies & in Canada. 


“We are 
50 YEARS YOUNG” 
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VORNADO Air Circulators 


O. A. Sutton Corporation, 
Wichita, Kansas 


Models: New 1949 line of Vornado 
“49er” air circulators—7 models (5 
desk, 2 pedestal types). 

Selling Features: Twin air injector 
cones; deep-pitched safety propellers; 
capacities rated from 1500 cfm to 
cfm; live rubber cushioning for quiet 
operation; “feather-touch” tilting fea- 
ture to direct air where wanted; 
“Vortex-Tornado” spiral airstream 
penetrates to all corners of room; 
desk models readily mounted on wall; 
3 speeds (Models 28C1, 12D1, 12P1); 
2 speeds (Models 20C1, 24C1); new 
1949 styling and finish; green and 
gold plastic monogram. 

Prices: Desk models 16C1, $22.95; 
20C1, $29.95; 24C1, $39.95; 28Cl, 
$49.95; 12D1, $62.50; Pedestal models 
12P1, $83.95; 16P2, $147.00. 


Electrical Merchandising, May, 1949. 











FRIGIDAIRE Refrigerators 


Frigidaire Diy., General Motors Corp., 
Dayton, 1, Ohio 


Models: New 1949 line of 9 refrig- 
erators available in 3 types: Master, 
DeLuxe and Imperial. 
Selling Features: Master models 
available in 4 sizes: ML-60, ML-77, 
ML-93 and ML-115—model number 
indicates capacity—e.g.: ML-77 has 
7.7 cu. ft. capacity; from 2 to 5 Quick- 
ube ice trays provided, depending on 
— freezing from 4 to 12 lbs. ice 
cubes; Super-freezer large enough a 
store ‘large quantity frozen food; 
type shelves; a plastic insulated i Bead 
freezer door; new high luster finish 
on shelf fronts and freezer door; 3 
largest models have Multi-Purpose 
tray with capacity of 5 qts; deep glass 
Meat-Tender for keeping ‘fresh meat 
or storing cubes; full-width 2-com- 
partment Hydrator for vegetables and 
fruits; slip shelf with either half re- 
movable for large articles; ML-93 
and ML-115 have jack shelves on 
either side of Super-Freezer; ML-60 
has combination cold storage and drip 
tray with single width Hydrator. 
Deluxe Models available in 3 sizes: 
DL-70, DL-86 and DL-105; equipped 
with full-width Super-Freezer chest 
providing 45 lbs. frozen food storage 





and separated from food compartment 


with its own door; 4 Quickube ice 
trays provided in 2 larger models; 


one double and 3 single width; DL-70 


has 3 ice trays; 5 qt. Multi-Purpose 
tray for storing bulk meats etc. Food 
storage compartment cooled by cold 
air from Super-Freezer Chest and 
partly by cooling coils down the back 
and in bottom beneath Hydrator; 2 
“summer” and “winter” controls pro- 
vide regular humidity within food 
compartment; tall bottle space pro- 
vided directly under Super-Freezer 
Chest; sliding plastic basket drawer 
for eggs etc. beneath top shelf; plastic 
defrost container ; all models have full- 
width, 2- -compartment Hydrators with 
= bu. capacity. 

10 cu. ft. Cold-Wall Imperial, IL- 
100, top model of all lines, is a 2- 
door combination refrigerator-freezer ; 
Locker-Top freezer section has 2 cu. 
ft. capacity, holds 70 lbs. frozen food; 
refrigerated walls; drain removes 
moisture at defrosting time or when 
cleaning; 4 Quickube trays grouped 
on tier; two 5-qt. aluminum Multi- 
Purpose trays; Cold-Wall compart- 
ment below with separate door has 
8 cu. ft. capacity; provides uniform 
moist cold for general food storage; 
Hydrator provides super moist cold 
for leafy vegetables; improved Moist- 
Minder automatically removes excess 
moisture; improved flexible shelf ar- 
rangement; space for tall bottles at 
upper left; bottom shelf split; alumi- 
num shelves with luster finish; full- 
width, 2-compartment Hydrator, holds 

bu, equipped with roller bearings 

for easy sliding, special reinforced 
clear glass shelf. 
Prices: Master models: ML-60, 
$217.75; ML-77, $239.75; ML-93, 
$289.75; ML-115, $314.75. DeLuxe 
models, DL-70 $299.75; DL-86, $339.- 
75; DL-105, $359.75. Imperial IL-100, 
$449.75. 


Electrical Merchandising, May, 1949. 































FASCO Fans 


Fasco Industries Inc., Rochester, 2, N. Y. 


Models: Fasco ArticAire 12 in. and 
10 in, desk fans. 


Selling Features: 12-in. models Nos. 
128 and 121 have deep-pitched bal- 
anced aluminum blades for smooth air 
movement; Persian grey finish; No. 
128 has extra-size Fasco shaded pole 
induction motor; 3 speeds; oscillator 
adjustable for straight-blow use. No. 
121 has single speed only; and may be 
set for oscillating or straight-blow. 
10-in. models Nos. 101 and 103 have 
wide, deep-pitched aluminum blades 
for quiet smooth air movement; no 
radio interference; for desk or wall; 
operate as oscillator or straight blow 
fans; both have single speed; totally 
enclosed oscillator; No. 101 has 705 
cfm; No. 103 has 510 cfm. 
No. 121, 


Prices: No. 128, $29.95; 
rt No. 101, $19.95 and No. 103, 
Electrical Merchandising, May, 1949. 
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<j FAMILY! 


HERE IT 1$—the one and only fan that’s 
for Al the tamil 
e mol rub- 
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THERE'S every other reason, 10% why 
Samson fe-flex is the world’s finest 
d office fan--° and another 


home an 
“Best Seller” for YO" 
























PERFECT “piN-UPS” 
wall 


Simple reversible 
enables Samson 


Modern, flowing lines, 
soft beige baked ene 

and the absence 
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Os Just list all of the features you'll find in so-called 
de-luxe ranges and see if this amazing new Preway 
‘ model doesn’t have them too. Here are Tuttle and Kift 
burners, Robertshaw oven controls, fully porcelained, 
large 18-inch oven, roomy broiler, ample compartment 
space for utensils, Underwriters’ approval, etc... . all 
combined in a range of modern design that looks like the 
others, that performs like the others — but it doesn’t cost 
like the others. Yes, Mr. Dealer, the price is drastically, 
substantially less. 
If you know Prentiss Wabers at all, this develop- 
ment won’t surprise you, for here is a big, re- 
sponsible maker of home appliances — 
kerosene, L. P., city main gas ranges and 
oil burning space heaters — that has al- 
ways been identified with alert engineer- 
ing and mass production methods that 
have continually meant lower and 
lower costs. 
Be the first to promote this great new 
Preway electric range in your community, 
and take the sales, profits and public cred- 
it that go to the dealer who can bring 
prices down. People everywhere are wait- 
ing for this. Cash in—write today for full 
information on this power-packed story. 





PRENTISS WABERS 
EEZEM SECOND STREET, N.. WISCONSIN RAPIDS, WIS. ) 4-20) 0) Oey ue Co. 
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STROMBERG-CARLSON 
Television Radio-Phono 
Stromberg Carlson Co., 
Rochester, 3, N. Y. 

Model: Lanchester TV 125 PMD. 

Selling Features: Continuously tun- 
able through complete range of TV 
and FM channels; standard and short- 


’ wave; 124 in. picture tube with AFC 


sync-lock; 5-position tone control; 12 
in. Alnico V speaker; intermix, duo- 
speed, automatic stop record changer 
for standard or LP records; single 
tone arm. 


Price: $985. 
Electrical Merchandising, May, 1949. 





STEWART-WARNER Tele Consolette 


Stewart-Warner Corp., 
1826 Diversey Pkwy, Chicago, Ill. 


Device: “The Washington” AVT-1 
television consolette. 

Selling Features: Available in either 
AC or DC; 10 in. tube provides 58 sq. 
in. picture; channel selector switch 
tunes picture and no-drift FM sound 
simultaneously ; special designed hori- 
zontal circuit; Alnico V permanent 
magnet dynamic speaker ; 23 tubes plus 
relay; dark Honduras mahogany cabi- 
net; matching stand; 20 in. wide, 214 
in. deep, 174 in. high (less legs) and 
39 in. high (with legs). 

Price: $369.95 for either AC or DC 
model. 


Electrical Merchandising, May, 1949. 





DU MONT Television 
Allen B. Du Mont Laboratories Inc., 
515 Madison Ave., New York, 22, N. Y. 
Model: “Manchu” De Luxe 20-in. 
teleset. 


Selling Features: 20-in. direct-view 
tube with a 213 sq. in. screen; AM 


and FM radio; automatic record 
changer for standard and long playing 
records; high fidelity audio system em- 
ploying dual speakers; compact de- 
sign; receiver equipment is enclosed in 
a cabinet, mounted on a teakwood table 
and rotates on a specially designed 
swivel mechanism, permitting screen 
to be turned to any desired viewing 
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position, while base remains flush 
against wall; one side and end of cab- 
inet finished in mahogany, other side 
and end finished in an ‘antique Chinese 
jade lacquer; heavy brass hardware 
on all four sides. 

Price: $1995. plus tax and installation. 
Electrical Merchandising, May, 1949. 





VIDEO Table Teleset 


Video Corp. of America, 
229 W. 28th St., New York, N. Y. 


Device: Table model television. 


Selling Features: 135 sq. in. direct 
view picture; “plakron compensator” 
circuit compensates for losses in fre- 
quency range for added depth and de- 
tail; cabinets available in variety of 
finishes ; additional units in 91 sq. in. 
picture table model or consolette; or 
135 sq. in. picture console with sliding 
rd and hidden controls also avail- 
able. 


Prices: Table model above $459; 91 
sq. in. table model $359; 91 sq. in. 
consolette $379; 135 sq. in. console 
$499, 


Electrical Merchandising, May, 1949. 





EMERSON 4-Way Television 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York, N. Y. 


Device: Model 618 “4-Way” television 
Phonoradio console. 

Selling Features: 124 in. television 
tube; 91-sq. in picture screen; FM- 
AM radio and a phonograph with 
automatic record changer encased in 
console cabinet of matched crotch and 
striped mahogany veneers. 

Price: $529.50. 

Electrical Merchandising, May, 1949. 





G-E Table Telesets 


General Electric Co., 
Electronics Park, Syracuse, N. Y. 


Models: Table models 805, 806, and 
807. 


Selling Features: Use a simplified cir- 
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cuit design requiring only 17 tubes 
and 3 rectifiers in addition to 10-in. 
picture tube; provide 52 sq. in. pic- 
ture; All models except No. 805 have 
“Daylight” television tubes, which 
produce picture 80 percent brighter; 
all pretuned to 12 channels at switch 
of knob; equipped with G-E auto- 
matic clarifier, a stabilization circuit 
which gives clarity and sharpness. 

o. 805 has a molded plastic cabi- 
net; No. 806 mahogany and 807 in 
American Oak. 

Prices: No. 805, $239.95; No. 806, 
$279.95 and No. 807, $289.95. 


Electrical Merchandising, May, 1949. 





G-E Tele-Console 


General Electric Co., 
Electronics Park, Syracuse, N. Y. 


Model: No. 809 console television set 
with simplified circuit requiring only 
17 tubes and 3 rectifiers in addition to 
10-in. picture tube. 

Selling Features: “Daylight” television 
tubes produce 80 percent brighter 
picture; pretuned to 12° channels at 
switch of knob; G-E automatic clari- 
fier; and_ stabilization circuit for 
clarity and sharpness; mahogany cab- 
inet. 

Price: $329.95. 

Electrical Merchandising, May, 1949. 





RAYTHEON-BELMONT AC-DC 
Teleset 


Belmont Radio Corp., subsidiary of 
Raytheon Mfg. Co., 
5921 W. Dickens Ave., Chicago, Ill. 


Models: “Coronet” No. 10DX24 AC- 
DC table television and No. B-10DX- 
22 console. 
Selling Features: Both models operate 
on ac. or dc., eliminating need for 
converters in dc. areas ; 10-i -in. circular 
picture tube provides 70 sq. in. picture; 
“Coronet” has 24-tube plus 3 rectifiers 
television chassis; covers both tele- 
vision bands and all 12 station chan- 
nels; front panel controls; simplified 
tuner preset at fectory ; mahogany 
cabinet, 17x184x183 i 

Model B- 10DX22, , eet con- 
sole cabinet; screen is tilted at level 
suitable for maximum eye comfort 
when sitting, when not in use viewing 
tube recedes into interior of cabinet as 





door is closed, automatically turning 
off receiver; automatic tuner; cabinet 
styled to form the Raytheon Ensemble 
when combined with Raytheon’s radio- 
phono console 7AF21, providing FM- 
AM and Triomatic record reproduc- 
tion at 33, 78 and 45 rpm. 

Prices: “Coronet” $299.95; B-10DX- 
22, $349.95. 


Electrical Merchandising, May, 1949. 





SPARTON Table Teleset 


Sparton Radio-Television Div., 
Sparks-Withington Co., Jackson, Mich. 


Device: Model 4952TV table televi- 
sion. 

Selling Features: 54 in. direct-view 
screen from 10 in. viewing tube; 12 
channels; automatic brightness con- 
trol; 28 tubes including cathode tube; 
power switch on tone control; com- 
pensated volume control; voltage-reg- 
ulated line frequency oscillator; styl- 
ized cabinet in platinum bisque with 
ebonized trim; 163 in. high and 25 in, 
wide; also available in regular ma- 
hogany. 

Price: $269.95 (East of Rockies). 
Electrical Merchandising, May, 1949. 





SPARTON Tele Console 


Sparton-Radio-Television Div., 
Sparks-Withington Co., Jackson, Mich. 


Device: No. 4916 4-way television 
console. 

Selling Features: 10-in. screen, 54-in, 
picture; automatic brightness control; 
28 tube chassis plus 4 dual purpose 
tubes ; choice of mirror-view or direct- 
view screen; AM-FM; dual-purpose 
single-arm, two-speed record changer 
for standard records at 78 rpm and LP 
records at 334 rpm automatically; 
adapter for new 45 rpm player can be 
mounted in record compartment; 
Model 4916 mahogany finish; compan- 
ion Models 4917 and 4918, bisque 
finish, bronze lion head pulls, matching 
grille, knobs and front mask. 

Prices: No. 4916 $399.95; No. 4917 
$419.95; No. 4918 $439.95; two new 
table models in mahogany or bisque, 
$269.95. All prices east of Rockies. 
Electrical Merchandising, May, 1949. 
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FOR MORE THAN A QUARTER CENTURY 
THIS TRADEMARK HAS STOOD FOR 


“QUALITY AT POPULAR PRICES” 
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EMPIRE Electric PERCO-DRIP 


@ Makes Better Coffee with- 
out boiling 

® Beautiful Modern Design 

® Brilliant Polished Alumi- 


num 

®@ Cool Thermoplax Handle 

@ Patented Direct-Heat 
Emersion Unit 

®@ Listed Underwriters’ 
Laboratories 


®@ Fully Guaranteed 
@ In 5-cup and 9-cup Sizes 


EMPIRE Aristocrat ELECTRIC TOASTER 





e 
2 
& 
7 
No. 769 
Suggested Retail e 


Price, $3.95 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


® Handy for Sportsmen, 
Farmers, Motorists 

® Focal Adjustment—Spot 
to Flood at turn of lens 
head 

@ All-Position Base Beams 
light in any direction 

@ Sturdy, Precision Work- 
manship 

®@ Easy-Grip Reed Handle 


@ Waterproof 


RETAIL PRICE 
SLIGHTLY HIGHER IN WEST 


THE WETAL WARE COR 


No. 1802 
Suggested Retail 
Price, $4.75 


Smartly Styled 


Lustrous Chrome Finish 


Toast-Warming Flat 
Top 


Turns Toast Automati- 


cally by flip of door. 


Extra Wide Element 
Toasts Uniformly 


Cool Ebonized Handles 


Listed, Underwriters’ 
Laboratories 


Built for Long-life 
Service 





No. 900 
Suggested Retail 
Price, $3.25 











PORATION 























TWO RIVERS. WISCONSIN 
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FREED-EISEMANN Radio-Phonos 


Freed Radio Cor; 
200 Hudson St., New York, 13, N.Y. 


Models: New World Hepplewhite 
No. 35 and Regency No. 24 radio- 
phonos equipped with two record 
changers for playing all records. 
Selling Features: Both models 
equipped with an automatic dual-speed 
changer for 78 and 33% rpm records 
and an automatic 45 rpm changer for 
the new wide-spindle records. 

New World is a 21-tube FM-AM- 
shortwave radio phono with co-axial 
high fidelity speakers, a separate am- 
plifier producing a 20-watt undistorted 
output, and the full audible tonal range 
of 30-15,000 cycles ; dual-speed changer 
in pull-out compartment, 45-rpm 
changer in separate compartment. 

Regency No. 24, same chassis as’ 
New World with same phonograph 
facilities. 

Price: Both models, $595. 
Electrical Merchandising, May, 1949. 





SIGHTMASTER Teleset 


Sightmaster Corp., 20 E. 30th St., New 
York City and 385 North Ave., 
New Rochelle, N. Y. 


Device: Sightmaster “Pandora 15” all 
mirror table teleset. 

Selling Features: Safety glass mirror 
on all sides with the Sightmirror on 
the viewing side; when set is in use, 
picture comes through as soft filtered 
picture; tuned in by remote control 
unit so that no knobs are necessary on 
set; 15 in. picture tube 

Price: $675. 

Electrical Merchandising, May, 1949. 






UST Television Consoles 


United States Television Mfg. Corp., 
3 W. 6Ist St., New York, 23, N.Y. 


Device: 15-in. U. S. Television TV— 


radio phonograph console No. KRV- 
15933P and a 15-in U. S. Television 
TV radio consolette. 


Selling Features: Console redesigned, 


MAY, 





has all control knobs on right side of 
set; AM, FM, and shortwave recep- 
tion plus 15 in. tube; automatic dual 
speed phonograph unit plays 10 and 12 
in. records, located below panel of 
control knobs ; ample record album 
space; high fidelity tone system; 12 
in. electro-dynamic speaker; 33 tubes; 
mahogany cabinet. 

Consolette features Zetka 15 in. 
glass viewing tube with flat face to 
provide more picture space; FM radio 
reception; mahogany cabinet. 

Prices: Console model KRV-15933P, 
$895.; Consolette $625. 
Electrical Merchandising, May, 1949. 





STEWART-WARNER Radio-Phonos 


Stewart-Warner Corp., 1826 Diversey 
Pkwy., Chicago, 14, Ill. 


Models: “Monticello,” “Palm 
Springs,” “Manhattan” and “Santa Fe” 
radio-phono combinations equipped 
with changers for all present sizes 
and speeds of records. 

Selling Features: Available with a 
choice of 4 record changer arrange- 
ments as follows: a standard 78 speed 
changer handling 10 and 12 in. records 
intermixed; with a 78 speed changer 
which at the flick of switch handles 
334 rpm LP 10 and 12 in. records 
intermixed; with standard 78 rpm 
changer and a 45 rpm ch r in- 
stalled below and independent of stand- 
ard changer; or with standard 78 rpm 
changer having 2 adjustments to ac- 
commodate 334 rpm_10 and 12 in. 
records, and 334 rpm 7 in. records and 
a second changer installed at a lower 
point in console to handle 45 rpm 
records. 


Electrical Merchandising, May, 1949. 





WILCOX-GAY Recordio Consoles 
Wilcox-Gay Corp., Charlotte, Mich. 
Devices: 9G40 “Imperial” and 9G42 

“Windsor” recorder-radio-phonos. 


Selling Features: Home recorder plus 
AM-FM radio and automatic phono; 


high fidelity tone reproduction; 
“Windsor” available in mahogany 
only; “Imperial” is available in either 


blonde or dark mahogany. 
Electrical Merchandising: May, 1949. 
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SELL THE BEST-the HONEYWELL TIME-0-SWITCH 


Use it to save labor and power on all 


time-interval applications ...... 


Attic Fans ... store window lighting 


.....- onthe farm 

















The Honeywell Time-O-Switch is the finest in- 
strument of its kind available. Designed primarily 
for attic fan operation, the Time-O-Switch permits 
operation of the fan for any given period from one- 
half hour to eleven hours. A simple turn of the wrist 
starts the fan and sets the Time-O-Switch to shut it 
off at the pre-determined time. 

For additional safety and protection in case of fire, 
the Honeywell Cutout switch automatically shuts 
down the fan or blower. This is a highly desirable 
protective feature. When used on gas-fired unit heat- 
ers, this Cutout switch not only cuts off the heat 
supply on excessive temperature rise, but may save 
a stalled motor from serious damage. 

The Time-O-Switch is completely self-contained 
and requires no other operating mechanism within 
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Left:—The Honeywell Time-O- 
Switch. Above:—The L477A 
Cutout Switch which automatic- 
ally shuts off fan in case of fire. 


its electrical rating. It is low priced, silent in Oper- 
ation, and the ideal instrument for use whenever a 
time-interval switch is involved. It’s a switch that’s 
used everywhere for turning off store window and 
display lights and signs—on the farm, for such jobs 
as barn ventilators and lights. Also, the Time-O- 
Switch is available in a model which automatically 
turns the power ON at a pre-determined time, after 
it has manually been turned off. This is desirable in 
such cases as freezer defrosting and for many oper- 
ations which require heat-up periods. 

Stock and sell the Time-O-Switch. You'll find it 
has the necessary widespread appeal to boost your 
profits... Minneapolis-Honeywell, Minneapolis 8, 
Minnesota. In Canada: Leaside, Toronto 17, Canada. 
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Easy to Sell 





BECAUSE IT’S 








Easy to Install 





it’s the new profit-making 


Hunter 
PACKAGE ATTIC FAN 


SELL THE BIG MARKET—You make 
more sales, easier, with the Package Fan 
because it can be sold “installed” for less 
than any other attic fan of comparable qual- 
ity and performance. Built-in shutter, switch 
and trim eliminates cost of installing acces- 
sories. No suction-box needed. 


COMPACT DESIGN—Only 38” x 40”. 
Fits low attics and standard hallways. Avail- 
able in two capacities: 7300 and 9500 CFM. 
Air delivery ratings certified. 


HUNTER QUALITY—Quiet, dependable 
operation assured by Hunter’s 63 years’ fan- 
making experience. Approved for safety by 
Underwriters’ Laboratories. Fan guaranteed 
5 years, motor and shutter 1 year. 





Cools the entire house 


A complete air change once each 
minute for average-size house. 


Hunter Fan & Ventilating Co., Inc., Memphis, Tenn. 
Exclusive Fan Makers Since 1886 




















Firm 





Mail Coupon for 
Hunter Profit Story 
Hunter Fan & Ventilating Co., Inc. 
398 South Front St., Memphis, Tenn. 


Please send complete details on your 
new Package Attic Fan. 





Name 





Address 











City & State 
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WESTINGHOUSE Table Television 


Home Radio Div., Westinghouse Electric 
Corp., Sunbury, Pa. 


Device: Model 223 table teleset. 
Selling Features: 54 sq. in. picture; 
automatic frequency control for clear 
steady picture; automatic gain control 
to minimize brightness and contrast 
control adjustment when switching 
from channel to channel; coaxial tun- 
ing control; service controls concealed 
behind removable panel in front of 
cabinet to facilitate installation; 21 
tubes plus 3 rectifier tubes and a pic- 
ture tube; compact mahogany cabinet. 
Price: Suggested, $269.95. 

Electrical Merchandising, May, 1949. 


RCA VICTOR Radio-Phono Consoles 


Radio Corp. of America, 
RCA Victor Div., Camden, N. J. 


Models: Nos. 9W101, 9W103 and 
9W105 radio-phono consoles with rec- 
ord players for 45 rpm records. 
Selling Features: No. 9W101, 18th 
Century-styled console houses an AM- 
FM radio and a new 45 rpm Victrola 
phonograph and storage space for over 
single 45 rpm records or 24 al- 
bums; phono changer is located in 
special slide-out drawer on left; radio 
on right; 12 in. permanent magnet, 
electro-dynamic speaker; lightweight, 
minature Silent Sapphire jewel pickup ; 
separate built-in antennas for standard 
and FM bands; RCA Victor’s “Golden 
oe tone system; 9 tubes, 1 recti- 
er. 
9W103 same as 9W101 in a modern 





MAY, 


styled cabinet with storage space for 
up to 189 single or 24 albums. 

9W105 features separate turntables 
for 45 rpm and 78 rpm records; each 
of changers is mounted in separate 
roll-out drawer in top center of cabi- 
net; Traditional cabinet design; houses 
an AM-FM radio; and storage com- 
partments for 148 single or 24 albums 
of 45 rpm records; and 20 albums of 
standard 78 rpm records. 12 in. per- 
manent magnet electro-dynamic speak- 
er; separate built-in antennas for AM 
and FM; Silent Sapphire permanent 
point jewel pickup; “Golden Throat” 
tone system; 9 tubes, 1 rectifier. 
Prices: 9W101, $199.50 in mahogany 
or walnut ; 9W103, $199.50 in mahog- 
any or walnut, $209.50 in modern limed 
oak; 9W105, $269.50 in mahogany or 
walnut finishes ; 284.50, in blond finish. 
Electrical Merchandising, May, 1949. 





EMERSON L-P Record Players 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York, 11, N. Y. 


Device: Models 590 and 623 self- 
contained record players with auto- 
matic changer playing the new 45 rpm 
records, and No. 598 record playing 
adapter. 

Selling Features: Equipped with 5-in. 
Alnico 5-speaker, tone control and 
3-tube amplifier; No. 590 has walnut 
plastic cabinet with ebony base; No. 
623 has wooden cabinet; Emerson 
adapter No. 598, when used with 
standard phonoradio brings added 
feature of the automatic 45 rpm player 
to its present standard record playing 
mechanism; can also be connected to 
radio receivers, thereby converting 
them to phonoradios. 

Prices: Nos. 590 and 623 $39.95; 
Adapter No. 598, $24.95. 


Electrical Merchandising, May, 1949. 





REGAL Television Console 


Regal Electronics Corp., 603 W. 130th St., 
New York, 27, N. Y. 


Model: No. 1208 console. 


Selling Features: Uses 20 tube chas- 
sis; 12 in. speaker; 124 in. cathode ray 
tube, 91 sq. in. picture. 


Price: $299.50. 
Electrical Merchandising, May, 1949. 
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HERE’S SALES POWER! 


International Harvester 


MORE BOTTLE SPACE | | 
Holds 12 quarts—plus ‘ Reaeassincde, wherkes : 


2) 


© 
BIG FREEZER STOWAWAY 


Space for over 35 pounds 
of frozen food 


© 


ROOMIER MEAT KEEPER 


“Frigidrawer" holds 13% Ibs. 
of meat, fish and poultry 






x Styled Right 
x Built Right 
* Priced Right 


MANY FEATURES 
















® Two Fruit and Vegetable Crispers, Holding 26 Quarts 
® Tele-Temp Thermometer 

® Two Foldaway Shelves 

® Pantry Bin—1% Bushel Capacity 


1H SUPER DE LUXE @ Interior Light, Built-in 
The Refrigerator with © 8 Cubic Feet Capacity 
The Big-3 © 16.3 Square Feet, Shelf Space 


READY IN MAY: A great promotion dramatizing the extra-roomy example: the hermetically sealed, “Tight-Wad” refrigerating unit 
Stowaway freezer locker, Frigidrawer meat-keeper, and the bottle which gives years of economical, trouble-free service. Five-year 
storage of the International Harvester Super De Luxe! They’re the protection plan. STARTING THIS MONTH, profit-minded dealers 
International Harvester BIG-3. They'll put plenty of cash in the tills will go all out in promoting the Super De Luxe BIG-3. They will tie 
of profit-minded Harvester Refrigeration dealers. in their BIG-3 promotional activities with the full-page, four-color 

New displays, new dealer newspaper advertisements, new pro- national advertisements appearing in 16 of the nation’s leading 
motional ideas are ready for release. They’ll make the BIG-3 famous magazines... tie in with displays, local newspapers and radio, PLUS 


.. household words in every community. Be ready to take advantage direct-mail, to bring refrigerator buyers into their stores. 
of this great selling opportunity. 


OUTSTANDING PRODUCT: At new reduced prices, all Harvester INTERN Ar ONAL HARVESTER be OM PAN ¥ 
models are outstanding values among 8 cubic-foot refrigerators. 180 North Michigan Avenue Chicago 1, Illinois 
Dealers find them readily saleable with their many great features. For Tune in James Melton and ‘Harvest of Stars’” Now on NBC, Sunday Afternoons 


H oF ee « HARVESTER 


— CRefegerasoed Crk and Freegerd 
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REGAL Table Telesets 


Regal Electronics Corp., 603 W. 130th St., 
New York, 27, N. Y. 


Models: Nos. 1007, 1031 and 1230. 
Selling Features: No. 1007, 10 in. di- 
rect view table model employs a new 
20 tube chassis, 91 sq. in. picture. 
Nos. 1031 and 1230 use RCA 630-TS 
chassis, the RCA front end tuner and 
RCA components throughout. No. 
1031 has a 10 in. direct view tube 
with 61 sq. in. picture, and No. 1230 
uses a 124 direct view tube with a 91 
sq. in. picture. 
Prices: No. 1007, $199.50; No. 1031, 
$350; and 1230, $389.50. 
Electrical Merchandising, May, 1949. 
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y . if you feature the water heaters that people want — safe, clean, meat os on re 
m orp., 

dopeatibia convenient electric water heaters DISTRIBUTED BY 3800 Cortland St., Chicago, il. 
GraybaR Device: Admiral “Triple Play” record 
changer with one tone arm that will 
. if you use good selling methods — modern merchandising and —— play ed size oo. 

ellin eatures: t fli 
promotion tools - THE SALES HELPS AVAILABLE FROM YOUR switch a 334, 45 and 78 rpm record 
two long-life needles exert only 2 oz. 
LOCAL Gray aybaR APPLIANCE SPECIALIST. pressure, control switch brings proper 
needle for standard or LP records in- 
: ; stantly into play; roto record selector 
Yes, and you'll get prompt deliveries from a Appliance Department adjusts for the changing of up to 12 
Graybar warehouse near you GRAYBAR ELECTRIC COMPANY, inc. 10 and 12 in. discs and the 7 in 1.p. 
Th Seentiies Gitte with the insertion of a special spindle ; 
ese are a few reasons why thousands of Sites Ginn Gee He @ 3 center posts or spindles are inter- 

dealers throughout the nation make Graybar , - : changeable. 


their No. 1 source of electrical appliances. Electrical Merchandising, May, 1949. 
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RCA VICTOR Record-Player 
Attachment 


RCA Victor Div., Radio Corp. of America, 
amden, N. J. 






Device: No. 9JY automatic 45 rpm 
record-player attachment for any radio 
or console combination. 

Selling Features: Complete with a 
length of cord and plug for insertion 
into a power outlet and pickup cable 
for attachment to instruments; special 
plug on end of pickup cable makes for 
easy attachment to instruments having 
phono input jack; plays up to 10 of 
the 45 rpm records at each loading; 
will fit in bookcase or drawer or in 
record storage compartment of exist- 
ing consoles. 

Price: Suggested eastern price : $24.95. 
Electrical Merchandising, May, 1949. 
























IN OVER 100 PRINCIPAL CITIES 





PAGE 156 MAY, 





1949—ELECTRICAL MERCHANDISING 


LIFE- E-SIZE § 
LIFE-LIKE 


Television! 


. from this 2’%" tube — 


Chosen by these famous makers~ of 
quality projection TV receivers 


ANSLEY « EMERSON 
FADAe+ FISHER Geez 


— 


PILOT «© scoTT = 
STEWART WARNER 


INTERNATIONAL 
TELEVISION 


BRUNSWICK 


and others soon to be announced 


PROTELGRAM is the result of nearly 

fifteen years of research by the world’s 

greatest electronics laboratories. This scientifi- 

cally designed, optically correct pro ay ae 24 —— 

makes possible, for the first time, a life-size distor- 

tion-free picture of nearly 200 square inches (20” 

pon ay -a@ more Yr e-like picture without 

lare or eyestrain. Ao from a tiny long-life, - f 
Ow-cost pictere tube ; = or 


J 

PROTELGRAM- as sets poe your finest life-size 
profit a. regan | for 1949 because they offer more 
your Customers what they want—a bigger, clearer rt 3 
picture that is easier on the eyes. Get the facts life-like 
today from the above manufacturers on the out- % ae H ion 
standing sales and profit advantages of their ae televis 
PROTELGRAM-equipped receivers. Or write to et oe 
Dpt. PF-5, North American Philips Company, 
Inc., 100 East 42nd St., New York 17, N. Y. 


' vette Derelopune nl of 
NORTH AMERICAN 


‘ \ 


Pr aigt es 
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“Dealer-happy 2 


It’s All Part of a Lovely Dream, but... 


at least that was what the Sales Manager and the Boss 
thought. Wasn't their sales curve up... didn’t they have 
their dealer set-up well in hand ... and wasn’t every- 
body happy? Oh sure, there were a few spots that were 
weak but time would clear that up. Yep... they were 
“Dealer-happy”, with nothing to worry about but... 


THE ONE PUBLICATION your DEALERS ARE SURE 10 READ 
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at's examine the tacts... 


Maybe your dealer set-up is functioning smoothly, maybe the weak spots will clear up, 
and . .. maybe it’s all wishful thinking. Don’t forget that the best planned sales organization 
can get fouled-up. Better keep after those dealers, keep them on their toes plugging your 
products . . . particularly now when competition is trying its darndest to edge in. 


Ask yourself if you are giving your dealers the right kind of sales help—the kind that 
makes his customers say, “I'll buy that’—and makes cash registers ring. Remember, it’s your 
products they're selling and it’s up to you to arm your dealers with sales ammunition to shoot 
holes irito the competition and lower customer resistance. And you've got to do it month after 
month if that sales curve of yours is going to stay up. 


There’s another important question about this “Dealer Set-up Satisfaction”, and that is... 
Dealer Turnover. Dealers have been known to shift franchises, go out of business, or pass on. 
What are you doing about replacements NOW, and not when it’s too late to be choosy? Will 
dealers be scrambling over one another to grab your prized franchise? They won't unless 
you've kept that franchise a valued, money-making possession for your present dealers, and 
the envy of others you might some day need. 


* 

According to a recent Dun & Bradstréet-ABP 
dealer survey, dealer readership of trade 
papers is established. In addition, this survey 


No, it doesn't pay to get sold on this “Dealer-happy” idea, and it certainly doesn’t add up 


: to good sales management. Why not change to a “Dealer-sure” idea that will keep them 
also shows that dealers prefer to get informa- 
tion from manufacturers of the products they plugging your products and backing competition into a corner by running a dealer campaign 
sell from their trade paper. In the case of ap- in ELECTRICAL MERCHANDISING, the publication that the better Appliance, Radio and Tele- 
ainiagumnieninantaniipagnenaenanl vision dealers read*. Do a double barreled dealer job: first give your present dealers your 
TRICAL MERCHANDISING. Complete details 
on this survey are available by writing direct complete product story and the many sales helps and ideas they need, and at the same time, 


to Associated Business Papers, New York. keep a healthy backlog of “top dealers” anxious to get on your band wagon. 


To reach YOUR Dealers among... 


APPLIANCE - RADIO - TELEVISION STORES 
FURNITURE STORES - DEPARTMENT STORES 
HARDWARE STORES - UTILITY MERCHANDISERS 


and keep them sold and glad they are YOUR DEALERS... 


ELECTRICAL MERCHAMISNG 


330 WEST 42nd STREET > A McGRAW-HILL PUBLICATION * NEW YORK 18, N.Y. 
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now a new 










































Sfimerican Bea eau 


ustable-automatec ELECTRIC IRON 





The thermoscope type American Beauty adjustable- 
automatic electric iron is now available in two weights— 
light and medium. The new, light weight model—Catalog 
No. 39-AB—is equipped with soleplate of aluminum-alloy 
and the medium weight—Catalog No. 79-AB—with one 
of iron. Both will fulfill the requirements of the most 
exacting user. Both may be recommended with the assur- 
ance of rendering long and trouble-free service—the kind of 


service that creates good will for the store that sells them. 


Only American Beauty has THERMOSCOPE—a 


visual indicator which 
79-AB 







shows on its dial in fabric 
graduations (Rayon, Silk, 
Wool, Cotton, Linen) the 
operating temperature of 











the ironing-surface. It is an 











accurate and dependable 








guide to the user in the 








choice of the proper heat 
for the work at hand. 
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AMERICAN ELECTRICAL HEATER COMPANY 
DETROIT 2, MICHIGAN 
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G-E Radio-Phono Console 


General Electric, Electronics Park, 
Syracuse, N. Y. 


Device: Model 324-LP radio phono. 
Selling Features: FM-AM radio; au- 
tomatic phono with single tone arm 
which has _ interchangeable pickup 
heads for playing both standard and 
LP records; 7 in. LP records can 
also be played manually; built-in 
Beam-A-Scope antenna and 12 in. 
Alnico V. speaker; mahogany cabinet; 
available in American oak as No. 
328-LP; record space for about 120 
discs. 

Price: $269.50 both models (East). 
Electrical ica May, 1949. 





RCA VICTOR Phonograph 


RCA Victor Div., 
Radio Corp. of America, Camden, N. J. 


Device: No. 9EY3 automatic table 
phono featuring the new RCA Victor 
45 rpm changer. 

Selling Features: Has its own built-in 
amplifier and loudspeaker; compact 
plastic unit measures only 7? in. high, 
98 in. wide and 94% in. deep; plays up 
to 10 of the RCA Victor 45 rpm rec- 
ords at each loading; maroon finish; 
permanent magnet, electro-dynamic 
speaker ; 2 tubes, 1 rectifier. 

Price: Suggested Eastern price $39.95. 
Electrical Merchandising, May, 1949. 





ARVIN Table Radios 


Noblitt-Sparks Industries Inc., 
Columbus, Ind. 


Models: Arvin AM-FM table radios 
360 TFM and 361 TFM. 

Selling Features: AM- and FM, with 
slide rule dial; 6 tubes plus selenium 
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rectifier; tone balanced audio circuit; 
Alnico PM _ super-speaker; 4-gang 
variable condenser; 3 multi-purpose 
tubes give greater performance ; built- 
in loop antenna for AM reception and 
a 24 meter trace antenna for FM. 360- 
TFM in willow green plastic cabinet ; 
361 TFM in walnut brewn plastic. 
Price: Both models, $49.94. 


Electrical Merchandising, May, 1949. 





ZENITH Radio Phono Console 
Zenith Radio Corp., 


6001 W. Dickens Ave., Chicago, 39, Ill. 


Model: Zenith 9H995 RLP “furniture 
styled” radio-phono console. 

Selling Features: Zenith-Armstrong 
FM and standard reception; Twin 
Cobra Tone arems provided with 
silent-speed record changer for stand- 
ard records and a separate lightweight 
Cobra engineered specially for micro- 
groove discs; Zenith built permanent 
magnet type 12 in. speaker; 3-gang 
condenser for AM and 3-gang perme- 
ability tuning for BM; AVC; Radi- 
organ tone control; built-in antenna; 
Wavemagnet; ample record storage 
space; Hepplewhite design cabinet 
mahogany veneer 33§ in. high, 37% in. 
wide and 172 in. deep. 

Price: “Suggested” $329.95. 
Electrical Merchandising, May, 1949. 





ADMIRAL Portable Radio 


Admiral Corp., 3800 Cortland St., 
Chicago 47, Ill. 

Device: Model 5F11 portable radio set 
Selling Features: AC-DC-battery; 4 
tubes; Admiral-perfected superhetero- 
dyne circuit; iron.core IF transform- 
ers; latest type miniature tubes include 
newly developed IUS to eliminate feed- 
back; fully compensated filament cir- 
cuit; automatic volume control; built- 
in aeroscope; Alnico dynamic speaker ; 
battery change switch; recessed con- 
trols; two-tone plastic cabinet; pro- 
tective cover, comfortable curved 
handle; 9% in. wide; 7 in. high; 48 in. 
deep; approximately 7 lIbs.; 5F11— 
Emperor Red with gold grille; 5F12— 
ebony with gold grille. 

Electrical Merchandising, May, 1949. 











T 
Ir 
’ 
\ 
I 
é 


on in te ee oe eCCOU 





N 


ION 


RESULT 


STORY NU 


. SA AER, HORT ELE AE EOE 
ad Raa’ PEG BE BS ey 


oe 


The smoke pall is lifting 


THIS MUST STOP — decided determined women 
readers of recent COMPANION article “Smoke, 
The Silent Murderer.” This feature, which re- 
vealed smoke’s widespread threat to property, 
health and even life, drew requests for more than 
40,000 reprints. One newspaper chain featured 


The Companion brings 
her to your window! 


She’s looking for one of those won- 
derful new electric mixers. A feature 
in the May COMPANION has made 
her determined to buy one... for 
her favorite magazine has told her 
all about the tempting cakes she can 
make with a mixer. Why not give her 


because women acted! 





the article prominently in their editorial col- 
umns. Other papers throughout the country also 
made editorial comment. And the feature was 
used by the West Virginia Association for Air 
and Stream Purification to support a bill before 
the state legislature! 


that extra push that'll clinch the sale 
for you. Try a tie-in or display with 
this exciting COMPANION feature — 
“Your Mixer Makes the Cake” — 
then get ready for business! More 
special articles for merchandising 
hook-ups in the June issue. 





WOMAN’S HOME COMPANION 


Circulation More Than 4,000,000 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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RESULTS IN ADVERTISING — 


Products advertised in the Com- 
PANION have a big advantage — the 
NUMBER ONE editorial boost! No 
wonder dealers find it more profit- 


able to display these Electrical 
Products! 


Camfield Automatic Toaster 
Domestic Sewmachines 
Everhot Appliances 
Frigidaire Automatic Washer 
Frigidaire Electric Range 
Frigidaire Refrigerator 
Frigidaire Water Heater 

G-E Clocks 

G-E Flatplate Ironers 

G-E Irons 

G-E Wringer Washers 
Maytag Washer & Ironer 
Nesco Electric Roaster 

Philco Freezer 

Regina Electric Polisher 
Speed Queen Washers & Ironers 
Sunbeam Coffeemaster 
Sunbeam Mixmaster 
Westinghouse Comforter 
Westinghouse Laundromat 
Westinghouse Range 
Westinghouse Roaster 
Westinghouse Vacuum Cleaner 





White Sewing Machines 
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“DORMEY” portable 


FOOD MIXER 


ed 
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(FAIR TRADE RETAIL) 
Denver and West, $17.45 


(Includes Federal 
Excise Tax) 


; DORMEYER 
3 SETS THE PACE! 


Q IN GREAT DEMAND! The “DORMEY” 
7 3000-D assures fast turnover and greater profit for 
4 you. Ideal mass market appeal, popular-priced . . . 
a natural for small homes, small apartments. Actually, 
4 the first all-purpose, low-priced mixer of its kind since 
; the war! “DORMEY” PORTABLE offers: 

> + Three recipe-tested speeds for better mixing always! 
« Super-Powered 110-120 volt AC or DC motor. 
Q - Portable, light, easy to use anywhere in kitchen. 
























































$ “Every pot and pan a mixing bowl!” 
§ =». ONE YEAR GUARANTEE. Approved by Under- 
> writers’ Laboratories. 

















FITS IN A DRAWER! 
Portable anywhere! Or 
can be wall-fastened with 
supplied bracket and screws. 


DORMEYER corporation 


4300 NO. KILPATRICK AVE., CHICAGO 41, ILL. 


DISPLAY-TYPE CARTON! 
Each “DORMEY”’ display- 
packaged to make your sales 
even easier! 
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Fans Can Do More Than Cool the Air 





CONTINUED FROM PAGE 70 


poses than employed them for cooling. 

The electric fan dates back to Edi- 
son’s laboratory. In 1878 a fellow 
worker reported how he attached a 
little propeller to the shaft of a motor 
and placed it in a window to remove 
the gases. He didn’t even bother to try 
to patent the device and it does not 
appear among his inventions. In 1890 
Scribner's magazine carried listings of 
electrical appliances on sale and illus- 
trated a fan. It also was in evidence 
at the Columbian World’s Fair in 
Chicago in 1893. With the increased 
production of fractional horsepower 
motors in 1905 and 1906 fans started 
making their appearance in big num- 
bers. Unfortunately, some merchan- 
disers think, the fan was produced 
primarily by motor manufacturers to 
sell motors. 


Short Marketing Season 


People get hot, want a cool breeze 
and the fan in hot weather sells auto- 
matically like ice water and ice cream 
cones. Manufacturers declare that fan 
sales take place the first hot spell of the 
year. The bulk of the domestic sales 
occur in a two weeks period after the 
sustained hot spell. Sears Roebuck is 
reported to have sold 96 percent of its 
year’s volume of fans before July 15 in 
1940. Given two weeks of hot weather 
and the country will enjoy its normal 
year’s volume, fan manufacturers say. 
If hot weather is delayed until after 
July 15, the market is off, for August 
15th is considered the end of the fan 
season, regardless of how hot the 
weather is later. The highly popu- 
lated Atlantic coast and the East North 
Central states are considered the best 
market for fans in the country. 

There is a great deal of confusion on 
the part of the public on the different 
types of fans and what the province of 
each one is. They are: (1) attic and 
exhaust fans; (2) window intake fans; 
(3) circulating coolers. 

The air circulator, desk and bracket 
fan, which we are treating here, is 
sold by electrical wholesalers, appli- 
ance distributors, hardware jobbers, 
furniture and home furnishings job- 
bers, machinery equipment jobbers, 
automatic supply jobbers, drug jobbers 
and jewelry jobbers. The three first 
wholesalers do 50 percent of the total 
volume. 


Trade Discounts 


Discounts to the trade with some 
leading manufacturers are about as 
shown at the bottom of this page. 

Before the war there was a great 
deal of consignment to distributors and 
dealers by manufacturers. One ad- 
vantage was that the manufacturer got 
the warehousing at the jobber’s ex- 
pense. An advantage to the jobber lay 
in that it didn’t tie up capital and he 





could take his cash discount. Third, 
the manufacturer could transfer stock 
to areas that were suffering from hot 
spells. Weakness of the situation has 


“been the fact that jobbers did not have 


exclusive representation on fans and 
did not push them very hard. 

The price range on the fans that 
were sold before the war varied with 
the size of the blades, according to a 
survey. Oscillating big sizes were 
higher in price and direct current or 
universal motors have had special pric- 
ing. Fans are guaranteed as a rule 
against defective material and work- 
manship for up to five years, usually 
one year. Some carried the Under- 
writers Laboratories label. Custom- 
ers interviewed expect about a year’s 
service out of a cheap fan. 


What Sells 


Choice of stock by dealers for these 
hot spell rushes can be estimated by 
the Kansas City Power & Light Com- 
pany’s report on its 1940 record of fan 
sales: 


8 in. non-oscillating............ 6.5% 
ee Se eer 11.8% 
9 in. non-oscillating............ 2% 
. 1” eer nee, ere 1.6% 
10 in. stationary... ....ccccceese 9% 
ee 31.1% 
10 in. pedestal non-oscillating.... 1.3% 
10 in. pedestal oscillating. ...... 2% 
12 in. non-oscillating........... 2% 
TET, GIG a occa pivicenars 36.5% 
12 in. pedestal non-oscillating.... 1.4% 
12 in. pedestal oscillating....... 2% 
SO it, CRIB 605 ove dices cvs 6.9% 
24 in. non-oscillating........... 2% 
er ee 5% 
Eee GUIOUNNE... 5c ccc ccene 5% 


Absorption of fans by market areas 
in 1940 was about as follows: 


ik ccn cna tessa danneeu 8.5% 
I IIR, Sins dice nce cade 23.3% 
East North Central.............. 22.8% 
West North Central............. 10.4% 
Serre 10.1% 
East South Central.............. 3.4% 
West South Central............. 1.6% 
ERS Red ae 3.5% 
I do ck. dae ew own int 10.2% 


Just as ice cream cones have now 
been made an all-year delicacy by pro- 
motion, the postwar effort to sell big- 
ger and better fans is beginning to 
find a response in the public bosom. 
The 30 leading fan manufacturers in 
the U. S. have all sold higher priced 
merchandise since the war than before, 
and part of this has been due to the 
public’s appreciation that a cheap 
bargain may turn noisy, will not move 
as much air, and cannot be depended on 
for month after month of service that 
well-bred fans give. 

End 


Manufacturer No. 1: (1 to 5 units) 30.99% (6 units and up) 33.99% 
Manufacturer No. 2: (1 to 2) 31.01% (3 and up) 33.8% 
Manufacturer No. 3: (less than (more than 

$75 order) 31.3% $75 order) 34.17% 
Manufacturer No. 4: (1 to 5) 31.5% (6 and up) 34.3% 
Manufacturer No. 5: (1 to 5) 31.2% (6 and up) 33.3% 
Manufacturer No. 6: (1 to 5) 31.8% (6 to 11) 33.4% 

(12 to 23) 35.7% (24 and up) 38.1% 
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3.99% 
3.8% 


1.17% 
1.3% 
3% 
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BIG COLOR ADS 
LIKE THESE... 


IN ALL THESE —_ 
MAGAZINES... Colliers = 


= eo ae 











PLUS THE WORLD’S BIGGEST 
TELEVISION SHOW... ' 


PLUS ACRES OF 
NEWSPAPER ADS 
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AND THAT’S ONLY 


THE BEGINNING! 
A brand new kind of refrigerator 
advertising . . . a brand new kind 
of range advertising . . . and plenty 
of both! 

Keep your eyes peeled for this 
red hot Admiral campaign. Keep 
in touch with your Admiral dis- 
tributor. And make sure your store 
is listed in all tie-in ads that run Admiral Corp. Chicago 47, Ill., makers of Admiral Dual-Temp Refrigerators, Admiral 
in your local paper. Selectric Ranges, Radios, Phonographs, and Admiral “‘Magic Mirror’ Television 


RANGES anno REFRIGERATORS 


TELEVISION! SEE AND HEAR “ADMIRAL BROADWAY REVUE" FRIDAYS, 8 TO 9 P.M., E.S.T. ALL NBC STATIONS 
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They don’t stop work at 5 o’clock... 


They’re everywhere—in homes, in offices, in stores, in fac- 
tories. They’re always ready to be used. Day and night, week 
days and week-ends, the ‘yellow pages’ of the telephone direc- 
tory are on the job. 


They’re guides...buying guides...for 9 out of 10 shop- 
pers. They tell these shoppers WHERE to find the products 
and services they need. 


Your name in the ‘yellow pages’ listed under the products 
you sell will help steer ready-to-buy prospects to your door. 
Why not find out more about this important aid to sales from 
your local telephone business office ? 
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A Distributor 
Promotes Freezers 


eeeCONTINUED FROM PAGE 6] ee, 


which individual dealers had a chance 
to pull freezer prospects into their 
stores. Much of the rest of the budget 
went into the development of a full kit 
of promotional materials for use at 
point of sale and for use by the dealer 
in working with prospects and in fol- 
low-ups on customers. 

For those dealers who wished to use 
the then-prevalent promotion of giving 
free foods, Shane arranged with a 
local foods distributor for a package 
deal. Certificates, printed in the form 
of a bond, were made available to the 
dealers at $10 each. When signed by 
the dealer, the certificate would pro- 
cure $20 worth of frozen foods for the 
purchaser of the home freezer. 

The available promotional material 
from the Philco Corp. was supple- 
mented with a variety of small promo- 
tional pieces, stuffers and throwaways. 
During 1948, Shane prepared more 
than $6,000 worth of cards, banners, 
streamers, and other promotional ma- 
terial designed to help his dealers sell 
home freezers. One, however, was de- 
signed to encourage the sale of home 
freezers by customers. This is a small 
coupon booklet which may be given to 
any home freezer purchaser by the 
dealer. The customer writes in the 
name of people who show unusual in- 
terest in her new freezer and who 
might be interested in purchasing one. 
She turns the sheet in to the dealer, 
and if a sale results, the customer re- 
ceives a “commission.” 


“Crown Club” an Incentive 


Years of experience as a salesman 
in the field made Shane realize the 
value of incentives for sales personnel, 
and he didn’t wait until the arrival of a 
buyers’ market to create the “Crown 
Club” for Philco freezer dealers and 
salesmen. The first meeting was held 
in August, 1947, and regularly since 
then, usually tied-in with the training 
programs outlined above. Of course, 
the basis for membership in the club 
and the basis for all awards and other 
gifts is the volume of Philco freezers 
sold by the individuals. Every time a 
dealer’s salesman, or the dealer him- 
self when he is represented both as a 
dealer and a salesman, sells a home 
freezer he sends to Gough Industries 
a special card which lists the model, 
serial number, date of sale, customer’s 
name and address. As soon as a sales- 
man is credited with the sale of $1,000 
worth of freezers at list, he is ushered 
into the Crown Club and is presented 
with a gold lapel pin. For each $1,000 
in freezer volume after that, the sales- 
man receives a diamond inserted 
around the edge of the pin. When that 
salesman’s' volume has reached $10,- 
000, a large diamond is placed in the 
center of the pin. There are two spe- 
cial awards given at annual dinner 
meetings. The president’s cup goes to 
the salesman who has produced the 
highest volume in home freezers 
throughout the Gough territory. The 
vice-president’s cup is presented to the 
dealer who is judged to have done the 
(Continued on page 166) 
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ll Sell More Oil Heaters Than Ever 
With This Giant Coleman Promotion! 











Yes!—the Biggest, Hottest Selling Drive 
ln Oil Heater History! 


ASK YOUR COLEMAN DISTRIBUTOR! 


No!—We’re Not Giving Details Here! But 
we'll tell you this: It’s a bigger promotion 
than anything ever offered before in the oil 
heater field. It’s timed to give you summer 
sales—and lots of them. 


It’s a Red-Hot “Natural”. It has a “customer 
hook” in it that is going to swing thousands 
on thousands of sales over to Coleman. It’s 
a proved result-getter. And it brings oil- 
heater profits in your off-season. 


Coleman Dealers Already Get A Lion's 
Share of America’s oil heater business, ac- 
cording to 1949 figures! Coleman features, 
Coleman advertising, Coleman’s dealer assist- 
ance plan and Coleman’s huge army of satis- 
fied users provide Coleman dealers with the 
“selling force” you want. But— 


You Haven't Seen Anything Yet! This new 
promotion will make Coleman’s lead more 
imposing than ever. And Coleman dealers 
will get a bigger share of the oil heater 


business of 1949. There is no oil shortage 
now! Fuel oil prices are lower, too. There 
is nothing in the way that Coleman mer- 
chandise and good selling won’t cure. 


So Get On The Bandwagon Now! Call your 
Coleman Oil Heater distributor today—long 
distance if you have to! Get the details of 
this promotion—learn how simple it is; see 
the proof that it works; find out how easy it 
is for you to put in effect. 


If you don’t know your Coleman distribu- 
tor mail us the coupon for his name. Not 
tomorrow—not next week—DO IT TODAY! 
—“time’s a’ wastin’!” 


The Coleman Company, Inc., Dept. EM-935, Wichita 1, Kansas 


Automatic 
Oll Heaters 


bow 
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The Coleman Company, Inc., Dep’t EM-935 

Wichita 1, Kansas 

Without obligation to me, send me name of my near- 
est Coleman Oil Heater Distributor; and tell him to 
rush me details of your 1949 NEW Summer Special 
promotion. 














1949 


Name ___ 
Address | 
j 
Town POS Piette! Rod | 
—---- —a. 
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Slavo-Seal is actually 
tsilored to modern ranges 


Profitable idea. Boost your 
range sales by offering a 
West 
Bend ware. With these su- 


set of this famous 


perb range accessories you 
can assure your customers 
of complete cooking satis- 
faction every time! 







IT’S THE COOKWARE 
THAT ASSURES FINE COOKING 
PERFORMANCE IN EVERY WAY 


7 Triple-thick aluminum 
cooks the waterless way. 
Genuine Flavo-Seal cov- 
ers seal in the natural 
moisture and flavor. Pre- 
serves bright color and 
vitamins and minerals in 


foods. 


SEE your 


a 


Ss 


5 Flavo-Seal has the clean- 
cut styling that is part of 
the modern kitchen. The 
gleaming finish and 
smooth, rivetless inside 
surface are points of 
pride to homemakers — 
and mean return sales 
for you. 


DISTRIBUTOR ABOUT THE COMPLETE LINE TODAY! ¢ 


1 


Electric Flavo-Perk 






ee 








2 Wide flat bottoms make 
perfect contact with 
range units. Cooks rapid- 
ly over low heat — saves 
plenty of cooking time 
and effort. Straight sides 
are easy to use and at- 
tractive. 










Layer cake pans Stainless steel bowls 


WEST BEND 
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A Distributor 
Promotes Freezers 


CONTINUED FROM PAGE 164 qm 





best job of promoting home freezers’ 
and who has done the best consistent 
advertising program. 

While the above brings the Gough 
Industries’ freezer promotion up to the 
end of 1948, it by no means covers the 
full effort of the company and its deal- 
ers to produce home freezer sales, 
With 1949 we see the opening of the 
second stage of this distributor’s 
freezer promotional campaign. But, 
there must be a pause for executive 
identification. Harry Shane resigned 
from Gough Industries about the first 
of the year, with plans to operate his 
own concern. In his place, Phil Gough 
appointed Tommy Bell, whose out- 
standing success as manager of Philco 
radio and television sales for Gough 
warranted his assuming the Philco 
refrigeration sales department. 


Dealer Meetings Underway 


Under Bell’s direction, the Philco 
freezer promotion hasn’t missed a beat 
in turning to sales development at 
dealer level. Taking the dealers and 
salesmen so well trained by the first 
phase of the freezer program, Gough 
is going out into the field to work with 
these men in developing prospects and 
closing sales. Getting underway at the 
time of this writing is a program of 
meetings out in the dealers’ own terri- 
tory. The Gough territory, extending 
from the edge of San Diego County 
north to Santa Barbara and Bakerfield 
and east into part of the desert coun- 
try, encompasses a wide variety of 
sales opportunities and equally differ- 
ent freezer sales problems. How to sell 
freezers successfully and profitably 
under local conditions is the main 
subject of regional meetings being held 
in each of the five divisions. Under the 
supervision of the divisional sales 
managers, these meetings are being 
held in central locations easy to reach 
by dealers having similar market con- 
ditions. Groups are kept to ahout 75, 
but -emphasis is placed on having the 
dealers’ wives and salesmen’s wives 
and other store personnel present. The 
new Philco freezer training film is 
being shown at these meetings, and 
the program includes a presentation 
by one of the three Gough home 
economists who gives the complete 
freezer-use story adapted to local mar- 
ket opportunities. The latest in pro- 
motions and displays is presented by 
the regional sales manager, with ideas 
on making the best use of this material 
in that particular area and how to 
adapt it to seasonal market conditions. 

The second phase of the Gough pro- 
motion, as handled by Tommy Bell, 
has included a variety of promotions 
for the dealer. One is the opportunity 
for the dealer to hold freezer demon- 
strations at his store, making use of 
the Gough Home economist, for about 
20 selected prospects. At these freezer 
schools, a whole meal is cooked and 
put into the freezer, and the audience 
is served food previously frozen. This 
is accompanied by the full story on the 

(Continued on page 168) 
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from RAD* pay their 


entire store rent! 


RAD; the soap designed especially for washers! It’s a natural for your appliance 
store. Why not profit again and again from repeat sales of RAD? Remember, while 
you only sell a washer once—you sell RAD over and over! Actual tests show 95% of 
RAD users repeat automatically! Dealers say RAD profits actually pay their entire 
store rent! RAD, America’s really fine soap, has pioneered a new, profitable market 
for appliance dealers! 

Washers work better with RAD! Customers get better service from washers you sell 
when they use RAD. That’s because it’s concentrated, contains no fillers, so it dis- 
solves completely! RAD leaves no sticky residue to clog pumps and drains. 

Women praise RAD! RAD is the complete soap—no water-softener needed. RAD’S 
rich suds are safe for finest woolens, silk, rayon. RAD cleans fast, rinses completely! 
Never leaves soapy fabric film. Economical, too—you use 25% to 50% less RAD than 
ordinary soaps! RAD is anti-sneeze! Convenient, RAD’s big 20-pound pail saves 
women shopping time. 

RAD is endorsed by leading washer manufacturers and home economists for use 
in all washers, automatic and wringer type! Be first in your neighborhood to sell 
profitable RAD! 

NOTE: RAD is handled exclusively by appliance dealers, distributors and depart- 
ment stores. Send coupon below for full information on prices and 
profits from a RAD dealership! 


It's a snap to sell SNAP! SNAP is America’s quality 
synthetic detergent. To please customers who prefer 
to use a detergent in their washers, sell SNAP, too. 
Both RAD and SNAP are manufactured by one of 
America’s largest soap manufacturers under exclu- 
sive formulas. 
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Yes, you! Many appliance 


dealers report profits 


PTReREEOREOOCEO PCO eee ee eee eee eee) 


Address 


Me, an appliance 
dealer, sell soap? 





Start now to get BIG PROFITS 
from the BiG PAIL | 


WRITE TODAY FOR FULL INFORMATION ABOUT YOUR RAD DEALERSHIP! 


North American Distributors, Inc. 
647 W. Virginia St., 
Milwaukee 4, Wisconsin 


I am interested in getting added profits from [] RAD and (] SNAP. 
Please send me all pertinent information. 


Demme Of COMPORY, «66000 cccccccccccrccsiccaccdcccccsccncccesecccccvceccecsese 
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Your prospective customers are enthusiastically interested in 
ROPER Gas Ranges. Why? Because ROPER offers more 
exclusive features... more eye appeal... more “Personalized — 
Selection” of models. Ask us about these splendid ranges built 
for all gases including Liquefied Petroleum (bottled) gas. 


More in Demand... More Profitable to Handle — 
Because of 


JEWELS OF COOKING PERFORMANCE 


G 


k “Insta-Matic” Clock Control 
S Infra-Red “Glo” Broiler 
i Large "'3-in-1” Oven 

N 


oes m? yom 
GEO. 0. ROPER CORPORATION 
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value of owning and using a home 
freezer, and supplemented by the sales- 
man’s story on the Philco product. 

Getting under way in the 1949 
phase of the Gough promotion is a 
unique promotion at salesman level, 
in which “freezer parties” will be held 
at the home of a new customer or in 
the home of a person who has a freezer 
out on trial. When the method of op- 
erating such a promotion has been 
tried out in several localities, they will 
be covered in detail in a later issue of 
ELECTRICAL MERCHANDISING. 

Supplementing the continued use of 
the many various pieces of promotion 
developed by Gough Industries and 
the material available from Philco will 
be a new pamphlet called “freezer 
hints,” which will be issued periodi- 
cally by Gough for mailing by its 
dealers to customers and prospects. 
Operating strictly at the distributor’s 
level, will be the use of its three home 
economists to present the freezer story 
to women’s clubs and other organiza- 
tions throughout the territory, as well 
as to the many high schools, junior col- 
leges and other educational bodies 
where it can be arranged. Again from 
the distributor level will be participa- 
tion in every possible type of show and 
exposition where the general public 
can get not only a close up and dem- 
onstration of the Philco freezers but 
also the story on the advantages of 
owning a home freezer. An example 
of Gough’s efforts along this line is 
the booth taken at the Los Angeles 
Sportman’s Show where the freezer 
was emphasized as a necessity for all 
who fish or hunt. Similar opportuni- 
ties would be the annual dealer spon- 
sored electric show, the Curry-orgn- 
ized home show, etc. 


Putting Spurs to the Salesme.. 


The latest idea developed by Tommy 
Bell will do as much as, if not more 
than any other single part of the 
Gough promotion to increase the sales 
of home freezers, This is the arrange- 
ment whereby every dealer’s salesman, 
when he has sold 12 freezers, gets one 
delivered free to his home. It is hoped 
that there come a time when every 
established retail salesman (excluding 
the transient commission man) will get 
the freezer into his home first, maybe 
on a twelve payment plan whereby 
each payment is forgotten for each 
freezer he sells. 

That is the home freezer promo- 
tional campaign as devised and oper- 
ated by Gough Industries, Los Angeles, 
but what has it meant at dealer level? 
A middle-sized dealer, picked at ran- 
dom, was C. E. Eminger, who has had 
years of experience in the appliance 
business and who operates from a store 
converted from a house in Pasadena. 
Mr. Eminger and his wife, who is ac- 
tive in the business, went to every one 


| of the Gough freezer training sessions. 


They told ExrecrricAL MERCHANDIS- 
ING that the most important thing that 
they realized from the Gough programs 
was a whole-hearted enthusiasm for the 
idea of owning a home freezer and the 
fact that everyone else was missing 
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something if they didn’t own one too, 
As a result of their training by Gough, 
the Emingers put their floor model into 
use as a freezer for their own use, and 
now they do all their selling from that 
nearly full freezer. Their sales story 
has increased its effectiveness because 
they can tell a prospect that “Yes, this 
food in here is what we use for our 
regular living. See these strawberries 
I froze last May when they were so 
plentiful, and these rolls that I make 
up in several batches at a time so I 
always have them ready at a few min- 
utes’ notice.” 

The Emingers have been regular 
participants in cooperative advertising 
with Gough industries, and as a result 
report that the resulting supply of pros- 
pects has been up to their ability to 
service each. Mrs. Blanche Eminger 
and saleswoman Imogene Burrows re- 
ported that, following their attendance 
at the Gough programs, their success 
in selling freezers had increased 
greatly, primarily because of the in- 
struction they had received from the 
home economist in the blanching, prep- 
aration and wrapping of foods for the 
freezer. Of particular importance, 
they reported, was the Gough eco- 
nomist’s description of the variety of 
foods that could be frozen. This in- 
formation, supplementing the women’s 
own knowledge from personal experi- 
ence, enabled them to improve greatly 
the product use story on the freezer, 
and adapt it to the type of person to 
whom they were selling. Equally im- 
portant, they said, was the information 
on the use of leftovers—a pertinent 
problem for every woman who runs 
a kitchen. The Eminger store was evi- 
dence of how well the Gough boys had 
put across the promotional story. 
Hung on cord high in the window were 
the several slogan banners. Inside the 
store the large card promoting the $20 
free food offer was displayed on the 
wall just above the Philco freezer. 
Available beside the freezer were 
many of the small promotional pieces 
to hand out to prospects. In the files 
of C. E. Eminger were the records of 
Philco freezers sold in volume and at 
a profit, as a result of one distributor’s 
idea that home freezers are a specialty 
appliance that need the sales and pro- 
motional help that only a distributor’s 
organization can give. End 








“YOU SEE, MADAM, IT’S CURVED TO FIT 
THE WAIST.” 
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How to add § and 2 
...and come up with 4 


MORE By devoting most of your dis- 


SE LL 7EM — play to the 4-Lamp Package, 


you sell up most of your 










as EASY AS repent Fonte 





/ Qs w4 
5 Warr 


GEnteae MD titcranc 








— set up to se// up when you use the 
G-E 1-2-4 plan! By displaying a combination 
of (1) a few bare bulbs, (2) a few 2-lamp sleeves, 
and (4) a big pile of 4-Lamp Packages, you’ve 
got the hottest sales booster in the business— 
and it’s exclusive with General Electric! 





Some customers will 
step up their purchase 
to two bulbs when they 
see these handy 2-lamp 
sleeves. 







It supplies the customer who comes in to buy 
just one bulb. It sells some of ’em up to the 
2-lamp sleeve. But most customers won't stop at 
one or two with a heap of those new G-E 4-Lamp 
Packages socking ’em in the eye! 







Customers go for that 4-Lamp Package! It’s 
bright and appealing—easy to buy, easy to carry, 
easy to use. And it’s featured constantly in General 
Electric’s national magazine and radio advertis- 
ing. In store after store, it’s boosting G-E lamp 
sales 5|0—100—200%! 





With a few bare bulbs 
here, you catch the eye 
of the person who plans 
to buy a single G-E lamp. 








‘Start using General Elec- 
tric’s 1-2-4 plan right now 
—with a big heap of 4-Lamp 
Packages, plus a few single 
bulbs and 2-lamp sleeves. 
Remember, G-E lamps are 
over whelmingly preferred LAMPS 
over any other make of 
lamp bulb. 


GE Lamps sell on sight fom 


GENERAL @@ ELECTRIC 
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ACTUAL SIZE 2% x 3% x 3% 




































































seems incredible, doesn’t it? However, 
facts are facts and labor costs of two 
cents against $3.00 mean a lot of money 
in a year. The time thus saved can be 
employed for a far greater production 
of crops, or the same crop with many 
hours less work. In addition, there is 
the time and labor saved in whatever 
water must be carried. Amount of 
water and distance carried. on each 
farm will, of course, vary. In 15 time 
and work studies conducted on farms 
by Farm Journal, it was found that an 
average of over one ton of water is 
carried weekly in doing laundry work 
alone. 


Production Increases 


Now take a Jook at increased pro- 

duction of milk. Sixty percent of a 
cow’s body is water, live weight. Cows 
watered two or three times a day drink 
about 40 percent more water than 
when watered but once. Supplied with 
drinking fountains in stalls, cows will 
produce a minimum of 10 percent more 
milk and a like amount of butterfat 
without increasing feed rations. Tak- 
ing our illustration, 12 cows will pro- 
duce 7,200 lbs. more milk annually. 
| At $3 per cwt. this will mean an in- 
creased profit of $216 per year, just 
as a by-product of plenty of good, 
|| clean drinking water. 
-| A fat steer needs ten gallons of 
_ | water per day, twice the weight of his 
{| feed, before he can be profitably mar- 
‘| keted. He will fatten in less time, 
}| and require less feed, as meat is largely 
water—60 percent. 

Hogs also fatten more quickly on 
clean, pure water. One half a hog’s 
body is water. A commonly accepted 
ratio in feeding and fattening hogs is 
10 to 1—that is, it requires 20 bushels 
of corn to produce 200 Ibs. of hog. 
It has been found that hogs will make 
faster and cheaper gains on plenty of 
warmed water in winter and clean 
fresh water in summer. Experience 
has proved that fall pigs have made 
at least 15 percent cheaper gains when 
given all the warmed water they would 


There’s Money in Water 











CONTINUED FROM PAGE 53 


drink, than fall pigs given only cold 
water. Right here we can emphasize 
the importance of water temperature 
both for animals and poultry. None 
will drink sufficient when water is cold. 
It should be at a temperature of 40 to 
50 degrees F. Now to return to our 
hogs. A fair estimate of savings by 
warmed water in feeding hogs would 
be 2 bushels of corn per 200 Ib. hog. 
Fifty hogs, therefore, would require 100 
bushels less corn. At $1.15 per bushel, 
this would be a saving of $115. We have 
not been able to secure any factual 
data as to time or feed saved to fatten 
sheep. It is reasonable to suppose that 
this will be just as impressive as with 
other animals. 

In egg production, tests have shown 
that hens lay 19 percent more eggs 
when warmed running water is pro- 
vided. But on the side of conservatism, 
make this increase 10 percent for four 
winter months. With 60 percent laying 
in four months, 100 hens will produce 
600 dozen eggs. An increase of 10 
percent for this period will amount to 
60 dozen. At 40¢ per dozen, addi- 
tional income of $24. will be produced. 
Broilers will require less time and 
feed to bring them to a finished weight 
of 2 to 34 lbs. In a specific case, a 
commercial broiler producer had ex- 
panded his flock beyond the capacity 
of his water system. However, he in- 
structed one of his assistants to see 
that fountains were kept filled for the 
additions to his flock. Because of other 
work, this assistant for one day only 
failed to do this. These birds were 
without water for a period of but six 
hours. Because of a lack of water for 
this short time, the broilers received a 
set-back which required an additional 
8 or 9 days of feeding to overcome 
this loss, as compared to those having 
their normal water supply. This addi- 
tional time and feed cost money and re- 
duced the profit. 

In the dairy, automatic hot water 
is a necessity to meet sanitary require- 
ments in Grade A Milk production. 
(Continued on page 172) 














BASIC PRODUCTS CORP. 
Dept. E. 102 

1700 N. Harrison St. 

Ft. Wayne, Ind. 




































We are Distributors [] Dealers [] Please send us complete 
information on Magic Defroster. 


Name 
Address 


City 
PAGE 













“IT’S A NEW SALES APPROACH. WE APPEAL TO THEIR SYMPATHY.” 
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FULLY 
AUTOMATIC 
CABINET TYPE 
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Half-pages in color, 
featuring the Speed 
Queen Washer and 


WHIZZ-IRON, will appear in 
May issues of LIFE, PARENTS’ 
MAGAZINE, BETTER HOMES 
AND GARDENS, WOMAN'S 
DAY, TRUE STORY, SUNSET, 
COUNTRY GENTLEMAN and 
CAPPER’S FARMER, 
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to retail for only 


ill 
HIGHER 
ON 
WEST 
COAST 


H™ ... at a MOst Opportune time ... comes 
the ironer VALUE you’ve been waiting 
for: this fully automatic, cabinet type Speed 
Queen Whizz-Iron, to retail under $100.00. 
Here is a VALUE that meets mass-market 
specifications . . . a VALUE that will reward 
aggressive promotion with gratifying profits. 
Newspaper mats, window streamers, wall 
hangers, radio copy, etc., are ready for release. 
Mail the coupon below. 









Feature SPEED 
QUEEN Washers 
and lroners during 
National Home 
Laundry Week, 
June 


coupon for promo- 
tional material. 


a GES SR ee 
BARLOW & SEELIG MFG. CO., 43 Doty St., Ripon, Wis. 


0 WHIZZ-IRON franchise particulars. 
(1 WHIZZ-IRON promotional material. 


PLEASE 1 
(J National Laundry Week promotional material, 


SEND 


Dealer Name 
Address ... 
City ERLE TE ee aes 
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Now *9% 


JUST FOLLOW: THE 
SALES PLAN. EVERY DAY 
IT HELPS YOU.. 


UETRUST 


Over 2 Years on the Market 
The Original Refrigerator Defroster 





The only defroster with the 
famous Telechron movement 


ELIMINATES 
DEFROSTING 
NUISANCE 





JUST PLUG IT IN—EVERY 
NIGHT IT AUTOMATICALLY 
DEFROSTS REFRIGERATOR 





f mae 











ee 


If you will use DEFROST AUTOMATIC,—as a “service unit” for your 
traffic customers or for your “outside” sales program,—as a means of 
helping Mrs. Customer get more value from her refrigerator—you will 
soon have that pleasant experience, enjoyed by so many of our other 
dealers, of ringing up sales of major appliances as well as sales of 


DEFROST AUTOMATIC. Here is why:— 


Women dislike the messy job of cleaning up after 
manual defrosting so they are pre-conditioned for 
the sale. Then when the other benefits are brought 
ovt—plus the low price of under $10.00, they BUY. 
Evidence in our files shows that 9 out of 15 do buy— 
in fact, when you give them a 7-day free trial, the 


ratio is even higher. 












of 


dling your section. 


Of course, you want your 
cash register to start ring- 
ing more often. Write us 
today for our quantity 
discounts and the name 


the wholesaler han- 


AUTOMATIC CONTROLS CORP. 


WOLVERINE BUILDING 


172 


ANN ARBOR, MICHIGAN 















There’s Money in Water 





Milking machines, cans and other uten- 
sils must be washed with water hot 
enough to destroy bacteria. This, like 
many profit making advantages, is diffi- 
cult to translate into dollars and cents. 
The same applies to irrigation of gar- 
den and other crops—advantages are 
governed by the kind of season. Both 
fruit and gardens are greatly affected 
by droughts. Plants must have water 
and an excessive dry spell of but a day 
or two beyond when plants need water 
may well result in a loss of 50 percent 
or more. Vegetables are from 60 to 
97 percent water, so it can be seen 
readily that deprived of water for but 
a very short time, growth can be 
stunted or completely destroyed. One 
instance came to our attention where 
but one farm out of 50 had an electric 
water system; 49 of the gardens pro- 
duced but 25 percent of normal in a 
period of drought. The one garden 
watered regularly increased produc- 
tion over any previous year. An Ohio 
farmer on his first crop of irrigated 
potatoes increased the yield 100 per- 
cent and had a quality of potatoes for 
which buyers paid a premium of 25 
cents per hundred pounds. Water 
gives size to fruit and dry weather will 
cut fruit production 50 to 75 percent. 
Another intangible that may quickly 
pay for the most expensive water sys- 
tem is fire hazard. Over $100 million 
dollars of property is destroyed annu- 
ally on farms. Water under pressure 
has saved many a farm home, service 
buildings, and livestock. Who can esti- 
mate the value of a system when fire 
breaks out? One fire may cost more 
than such a system for a full lifetime. 


Sanitation and Health 


Probably the greatest value, which 
cannot be measured in dollars and 
cents, is in sanitation and health. 
There is no doubt the old well and 
pumping equipment are unsanitary. 
Who knows what doctor and medicine 
bills can be saved by pure, clean run- 
ning water? The modern bathroom 
with toilet facilities makes possible 
good personal habits of bath and other 
sanitary facilities. Constipation has 
been notably present among farm fami- 
lies. A “Chic Sale” is not a very invit- 
ing place when temperatures are below 
freezing, as anyone who has had the 
experience can testify. Lack of com- 
fortable facilities and flush toilets 
within the home is the chief cause of a 
condition which is most likely to de- 
velop into more serious illness, and 
this is especially true among children. 
A shower bath is a great boon to any 
farmer. Electricity, which makes pos- 
sible every home facility of the urban 
dweller, finds its greatest usefulness 
in making running water under pres- 
sure available to every home. 

Let us again emphasize that some of 
its greatest values cannot be estimated 
in dollars and cents. On 108 Virginia 
farms, an average of 138.8 tons of 
water were carried annually; 413 
hours were spent in this task and 360 
hours in pumping—773 hours of work 
that could have been eliminated for a 
few cents a day. This time amounted 
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to over 20 percent of that available 
per year, to say nothing of the hard 
labor involved. Seventy-seven days 
per year would mean a lot more pro- 
duction, or eliminate the wages of much 
hired help—a saving of nearly $580 at 
75¢ per hour. 


Dollars and Sense 


But now take a look at the dollar 
savings and additional profits from our 
typical farm _illustration—savings 
which can be translated into dollars to 
say nothing of intangibles which can- 
not be accurately measured, but may 
have an even greater value. These 
would be as follows: 


1. Labor pumping water (365 





2. Increased milk production. .... 216.00 
3. Feed saved on hogs........... 125.00 
4. Increased profit on eggs...... 24.00 

5. Other profits and savings esti- 

mated (irirgation, work in 
home, dairy, etc.).......... 250.00 

6. Labor saving (average farm for 
carrying water) ............ 310.00 
EE. xavnpnactedeseuccteun $2012.70 


Optimistic, you will say, but your 
own investigation and experience will 
soon convince you. Where can you 
find better or more convincing sales 
material for a product? A return in 
one year of over $2000 on what will 
probably not average over a five or 
six hundred dollar investment. 

These illustrations are but a few 
which have been gleaned from many 
reliable sources. They may be used 
with the assurance of being factual. 
Further facts may be secured in prac- 
tically every state from agricultural 
schools and colleges. 


Estimating Your Market 


Whatever you sell has no more 
sound foundation for profitable sales 
than a modern water system. If you 
are not in the business, now is the 
time to get in. 

With the foregoing as a basis of 
sales, what is the opportunity for 
dealers to develop a profitable business 
from sales of water systems? We 
have seen that only about one third of 
farms having electric service have a 
modern water system. This varies in 
different states as will be seen by the 
following table released by the U. S. 

(Continued on page 174) 
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“YOU JUST REPAIR THEM—I’LL WAIT ON 
THEM!” 





1949—ELECTRICAL MERCHANDISING 














HOUSE BEAUTIFUL 








ilable 
tar LEADERSHIP 
pro- 
80 oe Active Home Market 
Continues to Produce 
Outstanding Results 
lollar 
n Our 
vings Publication of total advertising fig- 
irs to ures for all magazines during 1948 re- 
can- vealed that, for the sixth consecutive 
may year, House Beautiful again lead all 
These magazines in advertising space devoted 
to home furnishings. The figures for 
™ the eight leading magazines as re- 
70 : 
16.00 ported by PIB are: 
125.00 House Beautiful 557.3 pages 
24.00 House & Garden 440.3 “ 
Better Homes & Gardens 262 * 
Ladies’ Home Journal a3." 
50.00 Life yo} i 
Good Housekeeping 1889 “ 
110.00 American Home mz 
—— Saturday Evening Post 97.0 “ 
12.70 
your = This continued leadership endorses 
will the fact that the active market repre- 
you sented by House Beautiful is a primary 
sales source of sales for manufacturers of 
= in home furnishings and equipment. The 
will unique editorial formula of House 
co Beautiful is aimed directly at families 
who have a desire to improve their liv- 
_ ing conditions. The function of House 
ane Beautiful is to fan this urge into action 
used at the point-of-sale for all types of 
tual. home merchandise. Its ability to create 
wac- this Sales Action is not only borne out 
waral They read by leadership in total advertising in the 
field, but also by the wide margin of He reads 
H B . / advertising leadership House Beauti- 
Ouse eautifu ful enjoys in the various subclassifica- Ps 
a tions in the field of home furnishings. House Beautiful 
sales because Msp 4 the — for rye showing 
the number of pages of advertising 
io the want carried by House Beautiful in each because 
"y subclassification, and its percentage of h I] h 
. leadership over the second magazine: 
fos the most efficient ‘ amines 
ness "OMe cea Mas. a li ne 
at appliances China, Glass & Pottery 65.2 14.1% PP — 
wlies Silverware & Metal- 
ve a and they buy ware 62.7 272% and he sells more 
s he s Furniture 184.9 17.9% ‘ 
1 more appliances Floor Coverings 23 26% home appliances because 
rr Carpets & Rugs 56.3 17.3% 
Draperies, Curtains & 
because they read Upholstery Fabrics 70.7 348% he reads 


Beddings & Linens 75.2 16.3% 





House Beautiful 


House Beautiful 


























The magazine that The magazine that 
creates more Sales Action sells both sides of the counter 
—_ 
| 
a 
YOUp 
‘4 _ ws % 
| § a: DON’T LET YOUR WIFE READ = 
oN % MMR © HOUSE BEAUTIFUL unless you want ene’ 
@rovs™” her to buy appliances # your 
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LET’S LOOK AHEAD! 


.....Which is the ONLY major 
appliance with an active and 


growing market that hasn’t 


roToyolaelo(aal-to Me tohillactilela ie 


|: THE HOME FREEZER 


.....Which home freezer of- 


fers the OUTSTANDING 


VALUE 


Time dil l-Mm olaclitie|-)(-Me- lilo Me lacie 


ising new field? 


Thére’s 


eittialeltiiols 


a HARDER-Freez 


OM olaohiliclol(-MRiUliVid-Mh iol am Ze] Mel Moll al V.10) 4-eiad-1-y. 
if your territory is not airea Jy covered 


value, based on a competitive price and top quality features 


faelaptigtiailolar 


explains the 


made in 1945, 1946, 1947, 1948 and 1949 


HARDER-Freez 


volale me oldelilti-1 mae) 


Site le hl olgele1a-133 


Vito Ml oldelela-+ + Mla ial-ME itl itl d-M tls lol-1ael a METatT-Talthil-te Mel (-1- relgelelaelin 
Prog g 


Aline that's right to meet 
1949 sales demands. 





24 cu. ft. Chest 








18 cv. ft. Upright 


FUTURE PROFITS 
FOR YOU WITH— 


WRITE OR WIRE ABOUT DISTRIBUTORSHIPS— 
DEALERSHIPS. YOUR TERRITORY MAY BE OPEN. 





TOP QUALITY materials, construction, engineer- 
ing, design—in a complete line you can sell! 


COMPETITIVE PRICE—well below practically all 


other makes with comparable specifications. 


OUTSTANDING FEATURES include Exclusive 
Center Plate Coil, Hermetically Sealed Compres- 
sor, Self-Balancing Lid, Pressure-Lock Hardware, 
Adjustable Dividers, Handy Freez-Basket, Temper- 
ature Indicator, Warning Signal, Recessed Base, 5 
Year Warranty Plan. (Ice Cube Trays— optional.) 


OUTSTANDING VALUE, more for your money, 


means bigger return on your sales efforts. 


FULL LINE, both Chest and Upright models — 
sizes that sell, and offer adequate capacity. 


SALES HELPS include effective literature, mail- 
ing pieces, stuffers, newspaper mats, dealer signs, 
and point-of-sale material to help you sell. 


CONSISTENT NATIONAL ADVERTISING 
since 1945, influences the best prospects in your 
territory. The 1949 schedule includes Better Homes 
& Gardens, McCall’s, Saturday Evening Post, Field & 
Stream, Country Gentleman, Farm Journal. 


EXPERIENCED MANUFACTURER with over 
20 years’ background in the food refrigeration field. 
Tyler sae the welded-steel refrigerated Meat 
Display Case—has been a pioneer in home freezers. ' 
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TYLER FIXTURE CORPORATION, DEPT. EM-5, NILES, MICHIGAN 










There’s Money in Water 





Department of Agriculture, Bureau of 
Agricultural Economics, showing the 
estimated percentage of farms having 
electric water systems as of July, 1947. 


State Percent State Percent 
_ aa 55 | ae 17 
eee 69 Pe 17 
ees 50 Del. & Md. . 43 
Ohio ....... 45 ee 19 
| «See 53 , 2 Sa 9 
«Ue 41 N. C. 18 
Mich. ...... 61 . Aer 17 
i cones 36 gt aire 22 
a 25 NE Si si 30 
_ . eres 32 a ee 5 
eres 32 rae 10 
N. D. (Sample too ae ae 16 
small for Oe 10 
state estimate) Ark. ....... 9 
S. D. (Sample too ee 17 
small for a 15 
state estimate) Tex. ....... 16 
TR cam «3 48 
ae. 63 
| EES 56 


The sale of water systems to farms 
has barely kept pace with the number 
of new farms connected for service 
since that date. Another million farms 
will be connected by the end of 1951. 
With all the profit making advantages 
of water under pressure, surely here is 
a market that only needs aggressive 
sales promotion to yield handsome 
dividends for any dealer who is in a 
position to capitalize on it. It does re- 
quire proper organization and mer- 
chandising technique. 


Organizing for the Job 


First and foremost, it should be 
found how many farms in the area you 
expect to cover have electric service. 
This may be obtained from the local 
power supplier. If possible, find out 
the age of the system on such farms as 


| may already have one. The renewal 
| market is definitely a part of any sales 


program as the life of a system is 12 


| to 15. years. If properly serviced, it 
| may last longer. 


Second, the salesman must be 


| trained in pertinent sales facts, many 


of them outlined in this article. He 


| must be able to analyze the require- 
| ments of each individual farm. He 


must then be able to translate this data 
into time, labor saving, and profit for 
each case. This training is of first 
importance if a convincing sales story 
is to be effective with the farmer. 
From experience a salesman will soon 
become proficient in both facts and 
ability to show full advantages of the 
system in relation to its cost. 

Third, advertising and promotion 
then becomes the order of a successful 
operation. Local newspaper space, di- 
rect mail and spot radio are essential 


| tools. A dealer can soon establish him- 


self in any community as “water sys- 


| tems headquarters” by good publicity. 


Manufacturers are most liberal in 
supplying material for such publicity. 
Good display in his store is a must, 
and adequate stocks are necessary. 
Gatherings of farmers and their fami- 
lies present a great opportunity for 
promotion. County fairs, or other 
such places where farmers are in at- 
tendance, should never be overlooked. 

Fourth, a stock of service parts and 
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prompt service are important. Water 
systems are particularly care-free, but 
repairs will have to be made from time 
to time, for once a system is installed 
farm work is reorganized and it is 
vital that the system be kept in opera- 
tion. This naturally involves a service 
department for quick repair of failures. 
Even one day may mean a loss of no 
little impertance, as can be seen from 
a study of facts shown herein. 

While all these things are pertinent 
to sales, nothing equals personal calls 
of a salesman who knows his business. 
There is no substitute for a good sales- 
man. One dealer who followed the 
plans here outlined started with only a 
meager supply of merchandise and a 
$40 truck. In four years he had built 
a business of 1,000 water systems an- 
nually. He has also sold a like number 
of automatic water heaters and impos- 
ing amounts of related appliances and 
fixtures. 


Opening the Door for Other Products 


The opportunity for business does 
not end with the sale of a water system. 
It only opens the door for a much 
greater business. Today the definite 
trend and demand is for automatic 
appliances. The opportunity for selling 
automatic water heaters—both for 
home and service building use—auto- 
matic washer and dishwashers, is made 
possible by water under pressure. 
Incidentally the dishwasher is the 
“glamour girl” of major electrical ap- 
pliances today and has an especially 
bright future. Then there is the bath 
room, modern kitchen, plumbing, 
wiring, and many other lesser demands 
that come when a system is installed. 

Again referring to market poten- 
tials, it has been estimated that a vol- 
ume of over $75 million annually 
following 1951 is possible for twelve 
successive ,years for farms alone, to 
say nothing of non-farm sales. It then 
becomes a continuous replacement 
market of like volume. This is not a 
flash in the pan business but a solid 
one fot any dealer who wants to plan 
for a stable and profitable operation. 
May has been designated by the manu- 
facturers as water systems month. If 
you are in the business already, now is 
the time to give it new life. If you 
are not, it is also a good time to start 
—you can’t lose with good merchan- 
dising. It’s a good wagon to be on. 

End 
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“| LIKE MY MASHED POTATOES FLUFFY” 


1949—ELECTRICAL MERCHANDISING 








=e Fr Fw VU OS tf 6 














' For todays most ‘talked-about’ battery... 


Meelis a Sales-making 
iN merchandising 
display for— 
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@ COUNTER 
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@ CASH REGISTER 
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@® WINDOW 


HERE IS YOUR RAY-O-VAC LEAK PROOF BATTERY AND 
FLASHLIGHT “ DEPARTMENT ".. . DESIGNED TO DISPLAY AND 
DISPENSE EFFECTIVELY FOR MAXIMUM DEALER PROFIT 







sealed-in-steel jackets that lock in power. Display them in this attractive 
merchandiser your jobber has for you today. It can be used anywhere in 
your store—eliminates pilferage of cells—loads from the top—and makes — 
dispensing easy and rapid. Included are a battery tester, 192 Ray-O-Vac “i (| 
LEAK PROOF Batteries, and 12 Ray-O-Vac chrome flashlight cases, two of : 
which can be displayed on the merchandiser. Cost is quickly liquidated 
on display by free merchandise. Ask your jobber about this great 
stimulus to impulse sales—the Ray-O-Vac Merchandising Display. 


Wil SY 


Take advantage of the popularity Ray-O-Vac LEAK PROOFS have won with \\\ 
ig “he 





‘ TERY 
ORDER No. 2LP SEALED IN STEEL... STAYS FRESH FOR — 


RAY-0-VAC LEAK PROOFS... AGAIN AND fiat 
Meta OMA COMPANY 
SERVICE IN AN EVER-GROWING MARKET! 


ELECTRICAL MERCHANDISING—MAY, 1949 PAGE 175 





























The New Carrier Room Air Conditioner 


A trail-blazing new Console with 
more cooling per watt than any 
comparable unit. Concealed 
2-speed control — whisper-quiet 
operation. 5-year warranty. Stream- 
lined window models, too! 
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| Carrier’ 


A NEW 15 cu. ft. UPRIGHT FOOD FREEZER 
WITH EVERY BEST-SELLING FEATURE! 


Feature for feature, this new big-capacity Carrier Upright 
Food Freezer has everything it takes to be a best seller for 
you. Carrier-designed and engineered, it’s a standout for 
styling, efficiency, economy. It stores 600 pounds—yet occu- 
pies only half the floor space of sprawling chest-type models 
of the same capacity! 


No other unit has more features—or more modern 
features. To list a few: exclusive new “Stock-Aide” bars 
that hold packages firmly on shelves, provide instant inven- 
tory ... internal temperature control . . . exclusive quick- 
contact freezing .. . extra-thick insulation . . . hermetically 
sealed unit ... space-saving upright design . . . convenient 
aluminum shelves ... plus a 5-year warranty. Also a larger 
30 cu. ft. model storing 1200 pounds! 


TWO NEW CARRIER LINES FOR YEAR-ROUND SALES 


You can make every season profitable with Carrier’s money-making 
dual franchise. Carrier’s two new lines—the great new Food 
Freezer and the trail-blazing new Room Air Conditioner — mean 
year-round sales. Powerful promotion and advertising support both 
products. Write for details. Carrier Corporation, Syracuse, N. Y. 


AIR CONDITIONING + REFRIGERATION + INDUSTRIAL HEATING 








“They Never 
Suspected” 
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of milk and cheese increased 24 per- 
cent; green and yellow vegetables 24 
percent; potatoes 8 percent; fruits and 
other vegetables 9 percent; cereals and 
related products 21 percent; and fats 
30 percent. 

“Despite the increase in food con- 
sumed, food costs went up only 7.1 per- 
cent,” Mrs. Kiene happily reports. 
The small rise in cost came from the 
expenditure of the utmost care in food 
selection. Many highly-nutritious foods 
added to the diets were low enough in 
cost to balance the larger quantities of 
higher priced foods such as meats, 
milk, eggs and fats. The actual aver- 
age expenditure per family for food 
prior to the study was $18.82 per 
week ; with the recommended plan, the 
average cost per week was only $20.16, 
in spite of the fact that cost of living 
indices at that period indicated a gen- 
eral food cost rise amounting to 2.3 
percent. And some of the major food 
groups showed even greater rates of 
increase—eggs, for instance, rose 6.5 
percent, and frufits and vegetables 5.1 
percent. Wiser selection of foods was 
largely responsible for this remarkable 
achievement. For instance, while 
there was a 47 percent increase in total 
quantity of meats consumed, a greater 
proportion of lower cost cuts were 
used. Another reason why the food 
dollar went so far was that better man- 
agement had eliminated much waste of 
food. 

Housewives were given personal in- 
struction on relative food values; tips 
on selection to enable them to get 
greatest value for their food dollar. 
Explicit instructions were given on 
proper food storage to avoid outright 
loss of food through spoilage or such 
hidden wastes as loss of nutrients. 
Homemakers were urged to refriger- 
ate perishables promptly and to place 
them in the proper area of the refrig- 
erator for best protective temperatures. 


Food Storage 


Before the study, for instance, home- 
makers stored meats in original wrap- 
pings, in multi-layers of paper, which 
could have been easily contaminated; 
they placed the meat anywhere in the 
refrigerator despite the fact that its 
perishability demands low temperature 

(Continued on page 178) 
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“ June 6 to 13—National Home Laundering Week! Make it your biggest, busiest, 
“a best week of the year. Cash in on nationwide magazine, newspaper and radio 
a publicity. Tie in—with store and window displays, demonstrations, radio and 
“ee newspaper ———- Plan your promotions now—featuring washers, dryers 
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ure ware Stores For securing the 3rd largest number of 
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lation, all Furniture Stores, For Official Entry Blanks, with Rules 
and other stores not speci- of Contest, ask your Distributor or 
fied. Manufacturer’s Salesman. 
38 South Dearborn Street, Chicago 3, Illinois, 
ASSOCIATION MEMBERS LISTED IN ALPHABETICAL ORDER —— rig agg The 
Altorfer Bros. Co. Central Rubber & Steel Corp. Sees Seas * Clark 
Apex Electrical Mfg. Co., The Conlon Division, ror ate Co y Th 
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: Armstrong Products Corp. Dexter Company, The so — ae a ah SF Say ae 
Automatic Washer Co. Easy Washing Machine Corp. ineteen a ae 
Barlow & Seelig Mfg. Co. Frigidaire Division, Norge Division, 
1 Barton Corporation, The General Motors Corp. Borg-Warner Corp. 
: Beam Manufacturing Co. General Electric Co. One Minute Washer Co. 
j Beatty Bros., Limited Hamilton Mfg. Co. Taylor Corp., The 
f Bendix Home Appliances, inc. Horton Mfg. Co. Voss Brothers Mfg. Co. ys 
bi Birtman Electric Co. Hotpoint Inc. Young Corp., The e: B 
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This fon motor has rubber 
grommeted supporting lugs to 
ossure quiet, vibrationiess 
operation. 





series motor . . 
edoptable to the cannister 
type vacuum cleaner, 





with appliances 
powered by... 





Smoll series universal motor 
ports specially designed for 
food-mixers and sewing 
machines. 


To bring customers into 
‘your store, advertise and 
display appliances pow- 
ered with Lamb Electric 
Motors... 


And after they buy, the out- 
standing performance of 
the appliances will bring 
your customers back... to 
make other purchases. 


THE LAMB ELECTRIC COMPANY 


KENT, OHIO 


mb Electric , 


SPECIAL APPLICATION MOTORS 


FRACTIONAL HORSEPOWER 


Compactly designed turbine 
+ « « driven by a high-speed 


+ particularly 
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for safekeeping. By the end of the 
year nearly all homemakers protected 
their meats by removing wrappings; 
by storing it next to the freezer in 
their refrigerators ; and by using either 
a special container, or light covering 
of waxed paper which would assure 
some air circulation. 

Much the same situation prevailed 
with vegetable storage. Before the 
study, vegetables were frequently per- 
mitted to stand around at room temper- 
ature for indefinite periods risking loss 
of vitamins and minerals through 
wilting; many homemakers made no 
attempt to wash before storing; nor 
did they cut away the decayed portions. 
This carelessness invited more rapid 
rate of spoilage. 

Mrs. Kiene personally visited all 
families, explaining meal planning and 
proper cooking to preserve maximum 
nutrition value in the food. Each 
homemaker received a personal demon- 
stration in her own home on the 
proper method of cooking vegetables 
to retain their nutrient content. 
Vegetable cooking by many of the 
homemakers was characterized by the 
use of lots of water and long cooking 
at high heat. At the close of the 
study, however, the widespread im- 
provement in vegetable cooking—fol- 
lowing recommendations made by Mrs. 
Kiene—was reflected in better vitamin 
levels in family members, even though 
the calculated vitamin intake had in- 
creased to a lesser degree than the im- 
proved blood level would indicate. Im- 
proved cooking made vegetables more 
palatable, and at the end of the study 
12.5 percent more of the participants 
had switched from those who thought 
they didn’t like vegetables to the I-like- 
vegetables-very-well-group. Preferred 
vegetable-cookery includes potatoes 
cooked in their skins, or peeled as 
thinly as possible; warning against 
cooking vegetables so far in advance of 
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serving that they required reheating at 


serving. Homemakers lacking proper 
utensils to follow recommended vege- 
table-cooking rules received a set of 
sturdy aluminum cooking utensils pro- 
vided by the Aluminum Co, of 
America. These utensils had flat bot- 
toms to fit heating units; straight 
sides ; and sufficiently tight-fitting cov- 
ers to retain steam. In all, 60 of the 
64 families had to be supplied with 
proper utensils. 

Information on proper methods of 
meat cookery was also included. In 
the dry heat category—roasting at 
moderately low temperature (300 to 
350 degs.) to retain natural juices and 
prevent shrinkage; pan broiling; and 
broiling ; and by moist heat—braising, 
stewing post roasting for the less 
tender cuts. 

Homemakers were asked to keep a 
record of the time spent on meal plan- 
ning, meal preparation, dishwashing, 
cleaning of kitchen and cleaning of 
equipment. This record was kept for 
the first week and again for the closing 
week a year later. The results: 

(Continued on page 180) 





BEFORE: AFTER 

Weekly Weekly 
Meal Planning................. 1 hr. 10 min. 1 hr. 7 min. 

Meal Preparation 

ee 2 hrs. 24 min. 2 hrs. 28 min. 
Ree oa iden ia waeaeee 2 hrs. 19 min. 1 hr. 51 min. 
era 17 min. **98 min. 
Pore ok Cc wannaece ee 6 hrs. 40 min. 6 hrs. 12 min. 
Total preparation......... 11 hrs. 40 min. 10 hrs. 59 min. 


* 44 percent packed lunch boxes. ** 48 percent packed lunch boxes. 


BEFORE AFTER 

Dishwashing Weekly Weekly 
i a a 2 hrs. 2 min. 1 hr. 53 min. 
Caos s oe eee eee CU es 2hrs. 4 min. 1 hr. 34 min. 
NR a ot ows grace nabs 3 hrs. 25 min. 


4 hrs. 50 min. 


8 hrs. 56 min. 6 hrs. 52 min. 


Cleaning Kitchen and Equipment 


RS ee eee 40 min. 36 min. 
I eS win evn aacne 34 min. 29 min. 
General cleaning............... 2 hrs. 51 min. 3 hrs. 9 min. 
Cleaning refrigerator. ........... 50 min. 47 min. 
CRIN, co cic s nantes 48 min. 41 min. 

ee ee re 5 hrs. 43 min. 5 hrs. 42 min. 
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YORKAIRE ROOM CONDITIONERS 


YORK AUTOMATIC 
ICE CUBE MAKER 
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products give you solid advantages for hard- 
hitting year-round selling—that puts brand-new 
profits in your pocket every season of the year. 


Customers who demand savings where sav- 
ings count most—in the cash register—go for the 
double value in York Automatic Ice Cube Mak- 
ers... value you can quickly prove. First, they 
can make ice at amazingly low cost. Secondly, 
they get enormous convenience in ice handling. 


The three new better-than-ever Yorkaire chaser... whether it’s York Matched System air Advertising 
Room Conditioners are chalking up a big suc- _ conditioning... FlakIce Machines... Frozen Food 5. Capable Help from your 
cess story—saleswise—with lots of profit forthe | Cabinets . . . or cooling and condensing units. York Distributor 


You sell BEST when you sell YORK @ +A Compete Lief 


smart dealer who starts selling early. They are 
newly designed for better-than-ever perform- 
ance ... priced lower than ever... putting York 
Quality well within reach of all your prospects. 

Get your full share of the business that York 
makes possible. Mail the coupon for further in- 
formation on the greatest line of air condition- 
ing and refrigeration equipment in the world. 

The YORK Line means profit the whole way 
... for the dealer and greater profit for the pur- 


















8 REASONS WHY 
YOU GET YEAR-ROUND 
SELLING WITH YORK 


1. Leadership since 1885 

2. Continuing Direct-Mail 
Program 

3. Planned, Aggressive 
Sales Promotion 

4. Strong, Nationwide 


6. Finest Sales Training 
7. York Engineering Keeps 


NOW... NOW... NOW... NOW... 
YORK CORPORATION, YORK, PENNA. 













HEADQUARTERS FOR MECHANICAL COOLING SINCE 1885 





Send me at once further information on the products checked: 
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ls | C] Yorkaire Conditioners Cooling Units 
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|} | 
ES Address__ a alia . 
“Packaged” . | Cit Stat 
Yorkaire Conditioners Fiakice Machines Frozen Food Cabinets Condensing and Cooling Units | 7 =e alates 





ING ELECTRICAL MERCHANDISING—MAY, 1949 PAGE 















































A standard refrigerator door is faced 
with clear plastic so you can see the in- 
sulation inside. Then it is slammed, by 
machine, up to 150,000 times! The re- 
silient Fiberglas* Insulation shows no 
sign of settling or breaking down. Dra- 
matic proof of its lasting effectiveness. 
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Dramatic advertising like this continues to make 
Fiberglas Insulation recognized and accepted 
by your customers as “tops in insulation”. 
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TO YOUR SALESMANSHIP! 


Better than a million words, demon- 
strations of dramatic product fea- 
tures prove your point. By setting up 
demonstrations and talking in terms 
of demonstrations, you add power 
to your selling. 

Fiberglas Thermal Insulation, 
long a selling feature in many of the 
appliances you handle, now gives 
you new, dramatic things to talk 
about. The ‘“door-slam’” demon- 
stration shown above is one of 
several featured currently in Fiber- 
glas national magazine ads. Take 
advantage of this potent advertising 
—tie in your sales talk by describing 
this demonstration to your appli- 
ance customers. 

More than ever, Fiberglas Insu- 
lation is “‘a swell feature to have... 
a swell feature to sell’’. 

Owens-Corning Fiberglas Cor- 
poration, Dept. 853, Toledo 1, Ohio. 
In Canada: Fiberglas Canada Ltd., 
Toronto, Ontario. 










OWENS-CORNING 
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-FIiBERGLAS 


THERMAL 
INSULATION 


*FIBERGLAS is the trade-mark (Reg. U. S. Pat. Off.) of Owens-Corning Fiberglas Corporation for a variety of products made of or with glass fibers. 
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Eve.. though breakfasts and lunch-box 
meals greatly improved during that 
year, the total amount of time for prep- 
aration averaged less at the end of 
the year. Case workers observed better 
organization and management saved 
the time. 

Better organization of all tasks relat- 
ing to food brought about better 
kitchen management with the result 
that all reported less worry and greater 
satisfaction in their kitchen activities 
after they went on the recommended 
regimen. 

Under careful supervision of trained 
case workers each homemaker recorded 
amounts by weight and measure of all 
foods consumed by each member of the 
family. This record was taken in one- 
week periods three times during the 
study—at the beginning; at the end of 
six months; and again at the end of the 
year. In addition, a thorough medical 
examination was given to all par- 
ticipants at the same intervals. 


Results 


At the end of only one year of proper 
eating, the group showed great physical 
improvement. Not only did the aver- 
age medical rating of the group rise, 
but marked improvement was noted in 
the condition of the skin, gums, tongue, 
reflexes. There was less fatigue and 
less nervousness. Fewer colds were 
reported; better child growth was re- 
flected in improved weight status. This 
was true of adults as well as children. 
In short, the medical rating increased 
until many of the members of the 
family were in Class 1 or the optimum 
class. Individual ratings rose as much 
as 14 percentage points. 

Summing up, Dr. Mack and Mrs. 
Kiene said: “Poor nutrition is wide- 
spread though unsuspected; even 
among families of moderate and mod- 
erately high incomes, and medium to 
zood educational background. Physical 
status can be improved even in as short 
a period as one year by improved meal 
planning and better practices in stor- 
age, -preparation and cooking foods; 
and improvement can be accomplished 
with no great increase of expendi- 
ture.” 

The booklet “They Never Suspected” 
will be available to the general public 
at 10 cents a copy from Westinghouse 
Electric Corp., Mansfield, O. The 
4-page Fact Folder will be sent free. 

End 





{ 
| 
MA) 
~ WX 


Nyy 


“GRANDPA HAS TROUBLE WITH THE FINE 
PRINT ON THE TITLES.” 
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ROOM AIR CONDITIONERS 



















— 1/2 HP Window Model. 
i Cooli ity und . 
cemeal ais was IT’S A FACT... You can sell Fedders Room Air Con- 
diti 61 “e 
a a gong ditioners the same way and to the same customers as 


you sell other popular electrical appliances. 


IT’S A PACKAGE SALE... a package installation... 
a complete system of electrically refrigerated air con- 
ditioning. No trade-ins . . . every sale means full profit. 


3/4 HP Window Model. HUGE MARKET... homes, professional and business 


Cooling capacity under 


normal operating con- offices, hotels, restaurants, institutions ... wherever 
ditions up to 8850 


btu/hr. people work or relax they desire the comfort of cool 
conditioned air. 


Bronze with 
Burl Walnut Finish 


3/4 HP Floor Console Model. YES ... it’s a new appliance selling opportunity for 
Il wood cabinet " 
in Mohogeny Finish. YOU... take advantage of it NOW! 


High Cooling Capacity. ee ee ae ee ee ee ee = ay 
FEDDERS-QUIGAN CORPORATION 

Unit Air Conditioner Division, Dept. EM-1 4 
1280 Niagara St., Buffalo 7, N.Y. 


Kindly send to my attention all the facts on a 
Fedders Room Air Conditioners. 


© ENE PRL ALI SNARE AAD yet 


TRANSFER EIRENE: ALOE IIE TINE 
SPECIALISTS TOON reece ee eeeeeeeeeeeeeceneeenneeseseeeesesseeseraneessessnessaeneersaaeeseenaes 
ennes 1006. Beet ow FF Big oe ne se 


“FEDDERS-QUIGAN CORPORATION 


BUFFALO 7, NEW YORK 
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\ builds extra sales 
for -\ in Deluxe 1949 






\ __HOME FREEZERS 
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COLOR, is the new ‘“‘buy-word” in 
home freezers! Introduced for the 
first time by the 1949 Ben-Hur De 
Luxe Farm and Home Freezer, Ben- 
Hur COLOR is meeting enthusiastic 
praise in homes everywhere — as 
a welcome means for brightening up 
home kitchens and making utility 
room decorating an exciting event 
again. 


But the rich ‘Ben-Hur Blue” is only 
ONE of many new selling features 
in the DeLuxe Ben-Hur 1949 Freezer. 
You'll like the new cabinet front 
design, new Latch with crystal-clear 
Lucite handle, new cold control* and 
temperature indicator, new wire food 






i 
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baskets and dividers, and new ac- 
cessories — if you want them — 
like ice cube makers and alarm 
system, Add the FIVE YEAR GUAR- 
ANTEE on the refrigeration unit, and 
other time-proven BEN-HUR features, 
and you have a Deluxe BEN-HUR 
Home Freezer line that deserves 
TOP BILLING in any sales program. 


NATIONAL Advertising to millions of 
city and farm families will help you 
make 1949 a highly profitable BEN- 
HUR YEAR. THREE sizes, 9.2, 12.5, 
and 18.45 cubic foot capacities, 
give you a BEN-HUR Freezer to fit 
every family need. Write for selling 
plan and full details TODAY. 

(*Patent applied for) 


BEN-HUR MEG co DEPT. EM, 634 EAST KEEFE 
e @ AVE., MILWAUKEE 12, WISCONSIN 





HEALTHFUL LIVING THROUGH FROZEN FOODS 
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Dramatize the Dryer 





thing which should stand as some sort 
of a landmark for future inspirational 
gatherings. It had punch; it had 
drama; it had pace; it had humor. 
It was not boring. As an example, the 
opening remarks were limited to 30 
seconds. These were followed by a 90- 
second skit featuring a professional 
actress. All she did was to stagger on 
stage with a large bundle of wet 
clothes. The sunny day seen through 
the kitchen window abruptly changed 
to rain, lightning and thunder. “What,” 
asked the girl, “do I do with these 
damn clothes, now?” That was all, but 
the point was made. 

Kemp Batchelor then urged the au- 
dience to sing with him a parody of 
“April Showers”—with special applica- 
tions for clothes dryers. He then made 
one of the few speeches of the meet- 
ing, describing the campaign and how 
it would work. This was dramatized, 
too, in a one-act play in which a con- 
sumer indicated his response to the 
free trial, free installation offer of the 
campaign. 

Representatives of the manufactur- 
ers of the five makes of dryers plugged 
in the campaign were called upon to 
make speeches—announced as 15 min- 
utes each. The five men spoke, but not 
one said over three sentences. Typical 
was the oratory of the Blackstone rep- 
resentative, here reproduced in toto: 
“Good evening, Gentlemen. In conclu- 
sion, I would like to say—this is 
colossal.” 

Another skit closed the meeting. The 
curtains parted to reveal a young 
woman hanging up the average wash 
of 112 items. As she hung the 112th, a 
large, wet sheet, the clothesline broke 
and the entire wash fell soggily to the 
dirt of the stage. Once again, the point 
was made; the dealers were sold on 
the campaign. Eighty out of 206 deal- 
ers in New Haven and Bridgeport 
actively participated, largely as a 
result of the good salesmanship of the 
organizational meeting. 


Consumer Selling 


Consumer aspects of the campaign 
were less dramatic, perhaps, but none 
the less thorough. 

Every day for the nine weeks of 
the campaign at least one advertise- 
ment appeared in one or more of the 
eight weekly and five daily newspapers 
in the area. 

Radio, in the form of a five-minute 
weather program, was used six days 
a week. 

Dealers were encouraged and helped 
to make arresting window displays. 
The power company actually provided 
displays for 39 of the dealers and sent 
a big 27 inch clothespin to every par- 
ticipant. All window displays fea- 
tured, in one way or another, the “un- 
employed” clothespin. 

Home laundry and dryer displays 
were set up by the five cooperating 
distributors on the lobby floors of the 
two buildings of the utility. Dealers 
took turns manning these displays— 
seen by an estimated 175,000 bill-pay- 
ing utility customers—and, in some 
cases, realized phenomenal returns in 
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sales of all types of home laundering 
appliances. One salesman alone sold 
$3,200 worth of appliances in one day. 
The utility sent out about 300,000 
bill stuffers in two mailings. These 
and the newspaper advertisements fea- 
tured a “Win a Free Trial of a New 
Electric Dryer” message and provided 
a return coupon. The coupons asked 
for information about 60 ampere serv- 
ice, ownership of an electric range and 
age of the home. If the respondent 
indicated 60 ampere service the utility 
then sent a message attached to a 
clothespin announcing that the re- 
spondent had won a free trial. 


A Straighter Line 


Here was the weak spot of the cam- 
paign. Not more than 100 coupons 
were returned, despite the huge volume 
of advertising and promotion. That so 
much reliance had been placed upon 
the coupons was partly attributable to 
a shortage of manpower within the 
utility. Prior to the campaign, ULI. 
meter readers had surveyed all homes 
and compiled a list of those with 60 
ampere service, a total of 25,000. This 
list of top drawer prospects for dryers 
was made available to the distributors 
who, in turn, were to make it avail- 
able to their dealers for direct canvass- 
ing and selling. Yet only about 15 of 
the participating dealers did any direct 
canvassing. 

“What we should have done was to 
take the list and run a direct mail cam- 
paign aimed directly at those 25,000 
people with three-wire service,” said 
Dunn in his own critique of the cam- 
paign. “We should have used more 
direct selling, also aimed at those 25,- 
000. If we had had the utility person- 
nel necessary we would have worked 
more directly with the dealers and 
stimulated them to go out and make 
calls on the list. I don’t think our 
general advertising campaign could 
have been much improved, but we 
might have cut it down somewhat and 
put the money saved into direct mail 
efforts to sell people with 60 ampere 

(Continued on page 184) 
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7 RE it picks up many impurities 
... hardness, dirt, iron, corrosive 
qualities, organic matter, bad taste 
and odor. By the time water reaches 
the family faucet in over two-thirds 
of America, it is actually undesirable 
for use! 


Hard Water Headaches 


You’ve seen the ring that hard water 
leaves around the bathtub, the scum 
it deposits on dishes, the soap curd it 
| leaves on home laundered things; but 

often you don’t see the rock-like scale 
it deposits in water heaters and pipe 
lines, which wastes fuel and chokes 
down the flow. 





Permutit makes bad water good 


| 

fy 

{ Most water troubles can be removed 
} like magic by Permutit home water 
i conditioning equipment. Water can 
f be made soft, clean . . . ideal for use 
i in clothes and dish washers. It makes 





WATER CONDITIONING 
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household appliances give better service 
and last longer, too. Fully automatic, 
Permutit equipment quickly pays for 
itself in big savings on soap, linen 
replacement, fuel and repair bills. 


Bright future in home appliance market 


Since 1913, families all over the 
country have been turning to Permutit 
in ever-increasing numbers for better 
water. As the U. S. Department of 
Commerce says, “The day is fast 
approaching when soft water will be 
as necessary for the comfort of the 
household as ice, gas, and electricity.” 
It is today a must for you to consider 
—a profitable item with full discount, 
little or no trade-in problems, and an 
unsaturated market. Many Permutit 
dealers have found it profitable to 
specialize in water conditioning as 
their major business. It will pay you 
to look into it. 
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AS PERMUTIT GROws 
- THE OPPORTUNITIES 
OR DEALERS GROW TOO! 








PERMUTIT WATER CON- 
DITIONING HEADQUARTERS 


ACTIVATED CARBON PURI- 
FIER. Removes bad taste and odor 
—even fishy or marshy tastes—as 
rapidly as the water flows through. 


IRON REMOVAL FILTER. Re- 
moves iron from water. The result- 
ing liquid is clear and good to drink. 


NEUTRALIZING FILTER. Re- 
moves dirt and corrosive qualities 
of water to protect household 
plumbing. 


HOME WATER SOFTENER. Gives 
soft water from every tap all the 
time. Wide range of sizes available 
for every home. 
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Starting Electric Clocks, Fair 
LixeTel-t-Molito Ms I halal: ME Zel) 


EXTRA PROFITS 





1. CROYDON 
SST-7 





SEE BELOW FOR 
DESCRIPTIONS 








2. AURORA 
ST-320 







3. MONTCLAIR 
SST-6 


6. ARTCRAFT SD-138 10. BREWSTER SA-19 





4, CATHEDRAL 
SSC-2 


PROFITS AND CUSTOMER SATISFACTION 


1. CROYDON. Tambour 20” long. Striking hours and 
halves on chime rod. Walnut veneers and burl walnut. 
Retail $24.95. 2. AURORA. Tambour 19” long. Se- 
lected walnut. Retail $19.95. 3. MONTCLAIR. Tam- 
bour 20” long. Striking hours and halves on chime 
rod. Walnut with inlaid burl walnut panels. Retail 
$24.95. 4. CATHEDRAL. Magnificent Cabinet Clock, 
striking hours and halves on mellow toned bell, two- 
toned walnut case. Retail $29.95. 5. KITCHENETTE. 
White or red “‘Lustrex” plastic case, forward tilted. 
7%” high. Retail $4.95. 6. ARTCRAFT. Desk or Table 
Clock, gumwood with butt walnut top. 5%” high. Re- 
tail $9.95. 7. BRISTOL. Commercial Wall Clock. White 
or walnut finish wood case, 12” dial. Retail $15.00. 
8. MONARCH. Commercial Wall Clock. Walnut or 
white finish case, 12” dial. Retail $17.50. 9. SIGNAL. 
Alarm Clock. Attractive brown plastic case. Retail 
$4.50. 10. BREWSTER. Wood case Alarm Clock, 
gumwood and walnut hand rubbed. Retail $7.95. 





8. MONARCH 
SH-159 
SENTINEL self-starting electric clocks have their motors 
b completely sealed in oil for quiet operation and long 
life. They are moderately priced and nationally adver- 
tised. They are building profitable electric clock business 
for thousands of dealers and will do so for you. 


THE E. INGRAHAM COMPANY 
Bristol, Connecticut + Established 1831 


In Canada: Toronto 14, Ontario 


Prices plus taxes, subject to change; slightly higher in Canada Clocks ant Uatehor é 
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service. The one thing that did get 
attention and did put the campaign 
across was the ‘unemployed’ clothes- 
pin.” 

Mr. Dunn’s emphasis on selling 
those consumers with 60 ampere serv- 
ice is explained by the fact that since 
the campaign offered free trials and 
free installations, the participants 
could not very well afford to run three 
wires in a home not already equipped 
with some other 220 volt appliance. 
Also, of course, prospects with elec- 
tric ranges and/or electric water 
heaters are already sold on electrical 
appliances. Since the utility itself 
makes no wiring allowance, it was 
necessary for it to persuade dealers 
and distributors to share the costs of 
dryer installations and to line up, 
before the campaign, a group of elec- 
tricians who would be on hand to make 
those installations promptly and at a 
reasonable cost. 


Advertising Aims 


Media messages during the cam- 
paign sniped at the traditional con- 
sumer belief that clothes must be dried 
in the sun and air. “We tried to over- 
come this,” says Dunn, “by ads like 
this: ‘The drying and purifying action 
of sunlight is produced by infra-red 
light and heat in your dryer. And all 
this—for only six cents a basket of 
clothes.’ ” 

Advertising also hit hard at the 
saving in cost and effort that a dryer 
provides. Again and again it asked, 
“Would you pay your neighbor six 
cents to hang up your washing? You 
bet you would!” Or, “Would you hang 
up your neighbor’s wash for only six 
cents? Of course, you wouldn’t! But 
that’s all it costs to dry them in a new 
electric dryer !” 

“One of our aims,” says Dunn, “was 
to get a dryer in every block. We 
didn’t of course, but we did get a good 
spread. During the course of the cam- 
paign about 175 dryers went into con- 
sumers’ homes on a free trial basis. 
Virtually all of them stayed there as 
purchases. With the total of 200 sales 
we managed to cover, albeit thinly, 
most of our territory.” 

Sales maps of the campaign tell an 
interesting story and prove the sound- 
ness of Dunn’s theory that sales build 
sales. Wherever one dryer was sold 
another sale often followed in the 
immediate vicinity. In Milford and 
Orange, Conn., for example, 11 dryers 
were sold. Eight of these dryers were 
paired in homes of next-door neigh- 
bors. 

The end of United Illuminating’s 
nine-week campaign did not mean the 
end of its support for dryers. Accord- 
ing to Dunn, the utility feels that it 
has made a good beginning in cus- 
tomer education and it will continue 
that education—and its resultant sales 
—with newspaper, radio and direct 
mail messages in its regular advertis- 
ing campaign. Meanwhile, dryer sales 
in U. I. territory continue to mount 
as the education and the sales made 
during the campaign do their cumula- 
tive work. End 
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IN ELECTRIC COOKING FOR 20 YEARS! 


@ The entry of Philco into the electric range field is ‘front 


page news’’ for every dealer! 
You’ve been offered many ranges, but there’s only ONE 
with the background of Electromaster—first with the finest 
in electric cooking for 20 years! See Electromaster—the 
range with the features women want most today. You’ll 

be backed by the same merchandising and promo- 
tional activity that has made Philco the quality 
name in 25,000,000 homes. Get complete details 


at once from your distributor. 


Twin-Lens Pyrex 
Oven Window 


Super-Speed 
Surface Units 


om) 


Giant-Size 


Full Automatic 
Cooking Controls Oven 


Sfex Story! 


ELECTROMASTER DIVISION OF PHILCO CORP., PHILADELPHIA, PA. 


**Jiffy-Lift’’ Stain Resistant 
Finish All Over 


Deep Well Cooker 
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OCRAT 


HEATERS for OVER 55 YEARS | 
Gas e Ode Coal } 





Gas-Fired Radiant 
Model 767 24,000 B. T. U. 


Six double radiants 


#4 Leader! Gas-Fired Circulators 
Models 738-739 Vented 

20,000 and 30,000 B. T. U. 

Sizes 292” high by 1442” x 21” 

and 33” high by 142” x 23%” 


Gas-Fired Circulator 

Model 772 30,000 B. T. U. 
Patented Removable Casing, 

Full Porcelain Heating Unit, 

Forced Air Circulation, Single Burner 


Hew Gas-Fired Circulator 
Model 774 45,000 B. T. U. 
Patented Removable Casing 

Full Porcelain Heating Unit 

Forced Air Circulation, Double Burners 


Gas-Fired Circulator 

Model 773 60,000 B. T. U. 
Patented Removable Casing, 

Full Porcelain Heating Unit, 

Forced Air Circulation, Double Burners 


Oil Circulators 


Model 954 36,500 B. T. U. 
Model 955 46,000 B. T. U. 
Model 956 60,000 B. T. U. 


Forced Air Circulation, Front Dial 
Heat Control, Fuel Tank Gauge, 
Humidifier, Adjustable Legs 


Coal Circulators 
Model 843 

Model 853 

Equipped with Cole's Original 
Hot Blast System of Combustion 


3 to 4 Rooms 
4 to 5 Rooms 





® Accepted and preferred for over 
two generations 


®@ Cole Hot Blast Heaters are easy 
to sell 






Dealers, please write for free literature and —— 
name of distributor in your territory 


COLE HOT BLAST 


MANUFACTURING COMPANY 
3817-35 South Racine Avenue, Chicago 9, Winois 
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CHARLES MAYES (working on washer in foreground) is manager of the Wein- 
garten appliance service department. Close relationship between this depart- 
ment and the sales department is a policy of the firm which has resulted in 
the best possible service to customers. 


Appliance Stores in Food Markets 





| point line and a number of other top 


franchises and began operations in 


| earnest. In their two and a half years 








of operation the Weingarten Home 
Centers, sparked by the appliance sec- 
tions, have become as firmly estab- 
lished in the shopping plans of Houston 
residents as have the food markets. 
“The Home Centers are located in 
the downstairs of the same buildings 
with the food stores,” Mr. Daum ex- 
plains, “but for all practical purposes, 
they are entirely separate units, using 
only the same customers and the same 
heavy traffic. Our eventual plans are 
to extend these ‘stores within stores’ 
to the entire chain of 22 market places 
now operated by Weingarten through- 
out Houston. This will be retailing by 
a local firm on an unprecedented scale. 
“To illustrate the enormous coverage 
this will constitute, let me cite some 
interesting figures. The combined floor 
space of all Weingarten stores reaches 
a grand total of almost 400,000 square 
feet. Remember, the Home Center 


| occupies almost half of the store with 


the appliance section accounting for 
approximately one-third of this space. 
The total parking area provided by 


| the stores adds up to about 800,000 


square feet, providing accommodations 
for approximately 4,000 customer cars 
at one time. With an average turnover 
of only three cars per hour, the total 


| parking capacity may be estimated well 


in excess of 100,000 cars per day. This, 
of course, is in addition to the pedes- 
trian store traffic. 


One-Stop Points Favored 


“Today’s trend is for a one-stop 
shopping point where busy people may 
find all their home requirements. We 
believe that our Home Centers, because 
they fill the needs of the buying public 
so completely, have attained that goal 
ahead of the trend. The keynote of 
each Home Center is a complete major 
home appliance department, as we ex- 
pect it to be eventually for the entire 
system of 22 stores. Each new appli- 
ance department we open is an im- 
provement over the last.” 


MAY, 


CONTINUED FROM PAGE 58 





Mr. Daum lists the conveniences 
which make appliance shopping an 
easy task at Weingarten’s. First, serv- 
ice and comfort for shoppers are con- 
sidered paramount business factors by 
the firm. Such thoughful touches as 
chairs in which to relax while listening 
to a salesman talk, soft carpets to ease 
tired feet, rest rooms and flowing ice 
water are provided as a matter of 
course. All of the stores are fully air- 
conditioned, well lighted, modern and 
spacious in design and strategically 
located throughout Houston for the 
convenience of shoppers from every 
section. The department makes full 
use of the courtesy services extended 
to customers by the firm. For example, 
a check cashing department is main- 
tained in all stores. Nearly one million 
dollars in customer checks are cashed 
every week at these counters, according 
to Mr. Daum. As a public service, the 
counters accept payments for public 
utility bills, saving many a weary shop- 
per a.long trip downtown and a tiring 
search for parking space. Financing 
also is an important sales factor, Mr. 
Daum points out. After the 20 percent 
down payment, appliances may be pur- 
chased on weekly, monthly or budget 
terms as desired hy the buyer. 

Unlike the paint and hardware sec- 
tions of the Home Center, where cus- 
tomers usually prefer to select their 
own goods, the appliance department 
sees that efficient and competent sales- 
men stand by ready to serve appliance 
shoppers instantly. At least one of 
each kind of appliance sold by the firm 
is connected up and in position to be 
demonstrated at once. 


Careful Planning Pays Off 


Back of all this gigantic sales opera- 
tion, lies careful planning and a policy 
of merchandising developed by Mr. 
Daum through his years of retailing 
experience. Of necessity, his sales 
training plan is keyed to the size of the 
firm’s operations. This means it would 
be quite useless to stress the neighbor- 
hood angle or the new construction 

(Continued on page 188) 
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‘Paid for 13 weeks 
in one day!” 


DEALER USES UNIQUE NEW 
METHOD OF LOCAL RADIO 
ADVERTISING. READ HOW IT 
CAN PAY OFF FOR YOU. 


Something new in advertising — designed specially for YOU! 
‘*Local-network”’ radio shows: bigtime, coast-to-coast pro- 
grams on the American Broadcasting Company network that 
YOU, Mr. Dealer, can sponsor in your area and pay only 
your very small local share of the total cost. 


Think of it: YOU can get all the credit, the prestige, the 
impact of a top-notch network radio show in your area. 


YOUR announcer delivers YOUR commercial message to 
YOUR audience. 


Don’t say to yourself, ‘‘A radio show is too big and too 
expensive an operation for me.” It isn’t...and ABC has over 
800 LOCAL sponsors to prove it! Call your local ABC repre- 
sentative today for all the facts and figures about ABC 
‘‘local-network” shows, the programs that will pay off for 
YOU, in prestige, in good will, in increased sales. Or write 
direct to ABC, 7 West 66th Street, New York City. 

















‘In one day, enough merchandise was sold to people 
who asked for the radio-advertised items to pay for 
the program’s 13-week contract.’’* 





These local dealers* got RESULTS! 


“SALE AFTER SALE”’ 

“We have made sale after sale of items which we did 
not advertise except on the program.” 

“NEW BUSINESS” 

“We started sponsoring in September 1947. The pro- 
gram has resulted in new business and considerable 
favorable comment.” 

“SHOWING RESULTS” 

“Splendid reports from customers. Each department 
using the program is showing results.” 

**180 CARDS, LETTERS” 


“We received 180 postcards and letters as a result of a 
request mentioned last week on this program.” ‘ 











GREAT SHOWS AVAILABLE 


All types of sales-producing shows are available for 
you to sponsor on a “‘local-network’’ basis in your 
area: news, comedy, public forum, drama, music 
and human interest programs. Among them: 


MARTIN AGRONSKY (right), crack Washington news an- 
alyst... America’s Town Meeting of the Air, Elmer Davis, 
Mr. President, Breakfast in Hollywood, Piano Playhouse, 
Baukhage Talking, George Sokolsky, Nancy Craig, 
Dorothy Dix, Headline Edition, Harry Wismer. 





*Names on request 


COOPERATIVE PROGRAM DEPT. 7 West 66th Street, New York, N.Y. 


American Broadcasting Company 
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Compare ANCHOR Heating Equip- 
ment with any other at comparable 
prices .. . and you'll see that ANCHOR 
products are made for service . . . not 


for SERVICING! 


With ANCHOR, you make fewer of 
those free service calls that eat up fair 
profits so that your service crew can 
more profitably spend its time. 


Over 80 years of experience in the 
heating equipment field goes into the 
design, development and construction 
of each of nearly 100 models of 
ANCHOR heating equipment! 
ANCHOR products are Nationally 
Known ...and, Nationally in Demand. 


Choice franchises are available. Write 
for complete details. Anchor Division, 
Stratton & Terstegge Co., Inc., P. O. 
Box’ 311, New Albany, Indiana. 
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Appliance Stores in Food Markets 





angle to them, since most of the 
customers are drawn to the appliance 
department from store traffic, from 
advertising or from word-of-mouth 
conversation. Mr. Daum teaches his 
salesmen to sell solely on the merit of 
the equipment they handle and to give 
special attention to strangers who 
might eventually become regular and 
repeat customers of the firm. Conse- 
quently, sales talks must bear a ring of 
sincerity, be fool-proof, straight to the 
point and supported by a thorough 
knowledge of the product sold. New 
salesmen are not permitted to talk to a 
customer until they have had at least 
one week or more of special training 
in this line of selling. 


Joint Planning 


One point which Mr. Daum insists 
upon is that the sales department and 
the service department constantly keep 
aware of each others problems and 
salesmen are trained never to state a 
definite time of delivery without first 
calling the service and delivery depart- 
ment. This eliminates any chance of 
misrepresentation, Mr. Daum feels, and 
acts to provide the best possible service 
to the customer as a result of harmoni- 
ous relations between the two depart- 
ments. 

Mr. Daum knows the ins and outs of 
scarcities, (back in 1942 he was loaned 
to the government to handle the entire 
rationing program for Harris County 
and did it so well the Jaycees named 
him outstanding young man of the 
year) and he trains his working per- 
sonnel to meet such problems. As he 
describes it, it’s simply a “matter of 
keeping the customer happy and on the 
books until we can deliver the appli- 
ance wanted.” He knows how to use 
advantages offered by other sections. 
He knows that fresh foods tie in with 
home freezer sales, that clothing is 
closely associated with laundry equip- 
ment and that paint and other house- 
hold items augment and supplement 
numerous small appliances. All of 
these items may be found in the Home 
Centers and lead right up to the appli- 
ance section and to more sales. 


Much Expansion Planned 


The mass scale selling of Weingar- 
ten’s is scheduled to attain even greater 
heights in the near future. At present, 


CONTINUED FROM PAGE 186 








“THE MODERN DAY IS DIVIDED INTO THREE 
PARTS—AM, PM AND FM!” 











THIS HAPPY WINNER of a door prize re- 
ceives her reward from David M. Daum, 
manager of Weingarten’s major home 
appliance division, during a recent four- 
week cooking school held by the firm at 
one of its 22 store locations in Houston. 


only floor salesmen are employed but 
the firm expects to add outside sales- 
men as an immediate project. As an 
old door bell pusher himself—although 
only 38 years old—Mr. Daum antici- 
pates the expansion with keen pleasure 
and constantly studies new methods 
and trends of merchandising. 

The Weingarten maintenance service 
department is staffed with more than 
40 highly trained specialists who cover 
various essential crafts including re- 
frigeration, radio, electricity, cabinetry, 
utilities, and others. Every appliance 
is assembled and adjusted on the test 
lines in the firm’s warehouse before 
delivery to the customer. Service after 
the sale is an important factor in 
strengthening the company’s selling 
position. A complete service file con- 
tains record cards showing serial and 
model number and all other pertinent 
information necessary to show at a 
glance the condition of equipment 
which a service caller may possess. 
Seven first rate specialists in servicing 
various appliances are always ready to 
operate the great fleet of trucks to 
answer such service calls, 

“The size of our appliance business 
and territory coverage does not present 
any particular problems,” Mr. Daum 
says, “because we have simply en- 
larged the department to take care of 
them. We know that a successful major 
appliance operation, whatever its size, 
is based on a sound and sincere sales 
organization, plus a thoroughly effi- 
cient service department, plus the best 


+» appliances:that can be obtained for sale. 


With all these factors functioning, how 
can you help having satisfied custom- 
ers?” 

Besides the complete Hotpoint line, 
the firm handles Thor and Easy wash- 
ers and ironers, RCA, Zenith and Ad- 
miral radios, American kitchen cabinets 


and sinks. End 
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No. 487W_ RETAILS $4.95* 


HERE’s A UNIQUE electric kitchen wall clock, designed by the 
country’s leading manufacturer of kitchen clocks, and destined 
for sure-fire popularity! At a sure-fire price! 

The French chef in white uniform and cap, is made of ivory 
plastic, with life-like tinted face, eyes, and goatee. The overall 
size is 1014” x 714” with attractive, easy-reading 5” dial and, 
of course, Sessions dependable self-starting electric movement. 

Stock the new Sessions “Pierre” —and other popular Sessions 
kitchen clocks— display them prominently and cash in on this 
important part of the electric clock business! 


(Sessions Clocks 


SELF-STARTING e ELECTRIC 
THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


In Chicago: Merchandise Mart Plaza; In San Francisco: The Western Merchandise 
Mart; In Canada: Northerr Electric Company, Ltd., Montreal, P. Q. 
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OTHER POPULAR MODELS 


SESSIONS “TEAPOT” (No. 339) 8” 
wide, 7” high, 4” banded dial, in 
six popular colors. “America’s Fast- 
est-Selling Kitchen Clock.” 


SESSIONS “THIRD -DIMENSION” (No. 
476W), 7%" high, inside etched nu- 
merals, smooth, no-dust exterior, in a 
variety of color combinations, 


SESSIONS SQUARE KITCHEN (No. 
386W), 7%” high, 7” wide, square 
dial, Chinese red or white molded 
case. A favorite for years, 


SESSIONS ROUND KITCHEN (No. 462W), 
7%" diameter, 5” contrasting banded 
dial. Metal case in white, lustrous fin- 
ish. Also in chromium or copper finish. 


PROTECTED UNDER THE FAIR TRADE ACT 
*Subject to Federal Excise Tax 
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$5.07 saved a contract 
eee-and a man’s business 





Special switches were needed to complete an electrical instrument con- 
tract. Late delivery of finished items would kill chances of future orders 
and lay off men. Switches were 1100 miles away, but Air Express de- 
livered the 15-lb. package at 3 a.m.—8 hours after pick-up. Cost, only 
$5.07. Air Express now used regularly. Keeps down inventory, improves 
customer service by early delivery. 





World's finest Scheduled Airline 
fleet carries Air Express. 24-hour 
service—s up to 5 miles a 
minute. Direct to over 1000 airport 
cities; air-rail for 22,000 off-airline 
offices. 


Low as $5.07 was, remember Air 
Express rate included door-to-door 
service, receipt for shipment and 
more protection. It’s the world’s 
fastest shipping service that every 
business uses with profit. 


Facts on low Air Express rates 


17-lb. carton of hearing aids goes 900 miles for $4.70. 
12 lbs. of table delicacies goes 600 miles for $2.53. 
(Same day delivery in both cases if you ship early.) 


Only Air Express gives you all these advantages: Special pick-u 
and delivery at no extra cost. You get a receipt for every shipment an 
delivery is proved by signature of consignee. One-carrier responsibil- 
ity. Assured protection, too— valuation coverage up to $50 without 
extra charge. Practically no limitation on size or weight. For fast 
shipping action, phone Air Express Division, Railway Express 
Agency. And specify “Air Express delivery” on orders. 


SPECI yf f EES 


GETS THERE FIRST 








Rates include pick-up and delivery door 
to door in all principal towns and cities 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 
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Profits From Lighting Fixtures 





him profitably. There is the ever- 
present question of how large a stock 
and what price range. Although each 
dealer must take into consideration his 
own market area, size of store, income 
level of average customers, etc., there 
are certain fundamentals that apply to 
the handling of residential lighting 
fixtures by the small or medium-size 
appliance dealer. Regardless of the 
amount of ceiling and wall space avail- 
able for displaying fixtures, the dealer 
has to use judgment in the placing of 
his fixture display. Unless he is care- 
ful, prospects will not be able to see 
the appliances for the fixtures. He 
must remember that he should appear 
to the prospect as an appliance store 
that carries a line of fixtures, not as a 
fixture dealer who carries appliances. 
As a result, his display should be con- 
centrated, have the appearance of a 
department supplementing the appli- 
ances. The small false ceiling used 
so effectively at County Electric and by 
many other appliance dealers is one of 
the most effective methods of group- 
ing the residential fixture display. 


The Happy Medium 


County Electric had to solve the 
question that faces every appliance 
dealer when a fixture line is considered. 
Would it be better to concentrate on the 
very choice and expensive lines of 
fixtures, the medium-priced good-qual- 
ity lines, or just go out to meet the 
market with a price line? The part- 
ners realized that concentration on a 
high-priced style line might be nice 
to work with because of the quality and 
reputation it would give them, but it 
would require the services of an expert 
on interior decorating and sales con- 
centration on the architects and home 
decorators. They decided against the 
highest priced lines, therefore, as they 
did against the lowest priced. They 
knew they could not make a reasonable 
profit trying to compete with the dime 
store on a price line. As a result, 
County Electric carries a stock of 
medium-priced, good quality fixtures 
that are most in demand with the 
middle-class homeowners who make up 
its appliance market. 

To make a full profit from a sideline 
of residential fixtures, the dealer must 
use them to build dollar volume for his 
main business, appliances, and for more 
profitable other sidelines such as lamps 
and wiring devices. County Electric 
has approached this profit-building 
idea first through the positioning of 
its displays. The display of residen- 
tial fixtures and the displays of traffic 
appliances and small radios have been 
put in the same area. Realizing that 
the customer for fixtures can easily 
become an immediate prospect for table 
appliances, a portable or table radio, 
but is most likely only a long range 
prospect for a major appliance, the 
partners tied the former together. 

Fixture customers can become major 
appliance prospects if the store person- 
nel takes advantage of the contact with 
the customer at the time of the original 
sale. Merely from inquiring whether 
the fixture is for new construction or 
for the remodeling of a home, the alert 
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salesmen can judge how to approach 
the person for the sale of new appli- 
ances for this new or remodeled home. 
This information noted on the back of 
the fixture sales slip, along with the 
customer’s name and address can be 
used later by one of the store’s special- 
ty salesmen for a home call. 

County Electric has found that the 
existence of a lighting fixture display 
can bring other profitable business to 
the store. The homeowner who has 
made a fixture purchase at County 
Electric, or even those who have passed 
the store and seen the display of fix- 
tures, tends to relate lighting and wir- 
ing with this concern. Therefore it is 
logical, and has been proven with this 
concern, that they will go to that store 
for the purchase of lamp bulbs and 
simple wiring devices. It has been 
mentioned here that County Electric 
is doing neary $200 a month in lamp 
bulb sales—no mean figure in any 
small dealer’s operation. Much of this 
lamp bulb business is over the counter 
from appliance and fixture customers 
who make it a habit to trade with this 
store. However, it must be mentioned 


that a large proportion of the lamp ~ 


sales are in quantity to commercial con- 
cerns in the Escendido area, sold 
through the partners’ special effort to 
companies with whom they had per- 
sonal contact before they went into 
the appliance business. 


How to Get Traffic 


Another tie-in with the residential 
lighting fixture department at County 
Electric will be through a large display 
of small wiring devices. Long expe- 
rience in the appliance industry has 
shown the three partners the very 
valuable traffic building qualities of a 
display of sockets, cord sets, plugs, 
flashlight batteries, etc., etc., for the 
home owner who does his own repair. 
They believe, and past inquiries have 
warranted this thought, that their will 
be a demand for lighting fixtures from 
their regular wiring device customers, 
and vice versa. And of course, cus- 


tomers for both will be prospects for 























“MR. CHAMBERS HAS ASKED ME TO SAY THAT 
HE DOESN’T KNOW THE NAME OF THE 
WRETCHED DITTY YOU’VE JUST PLAYED; THAT 
HE NEITHER WANTS NOR NEEDS A REFRIGERA- 
TOR, A CAR, NOR A $15,000 HOUSE; AND THAT 
LASTLY HE BITTERLY RESENTS THIS UNTOWARD 
INVASION OF HIS PRIVACY.” 
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“SPARE A DIME FOR A BEER, BUDDY? I’D LIKE 
TO SEE THE FIGHTS.” 





the appliances. At the moment, County 
Electric keeps its stock of wiring de- 
vices in a cabinet underneath the small 
appliance counter, but plans are made 
to make a special display that will put 
these devices, along with lamp bulbs, 
at the far end of the fixture section. 
Customers for small wiring devices and 
lamps will have to pass through the dis- 
play of small appliances and under the 
display of fixtures. 


Freezing and Cooking Schools 


However, the use of a line of resi- 
dential lighting fixtures for profit and 
traffic building is but one of the many 
activities and promotions handled by 
partners Bulmer, Gehring and White, 
in their Escondido store and the new 
store they have opened in the nearby 
town of Vista, Calif. Most recent and 
largest promotions were freezer and 
cooking schools for the people in Es- 
condido and vicinity, utilizing the home 
economists available from their distrib- 
utors. County Electric hired the local 
Arcade Hall for both schools. The 
freezer school, presided over by the 
economist for | Sherman-Swensen, 
southern California distributors of 
Deepfreeze, drew 275 people for the 
thorough demonstration of how to 
utilize a freezer in the home, how to 
prepare foods for the freezer, and how 
to prepare frozen foods for the table. 
Then, using the economist from West- 
inghouse Electric Supply Co., the part- 
ners put on a cooking school at which 
more than 600 women learned the 
advantages of cooking with electricity. 


They'll Do More - 


That more of these promotions will 
be handled in the future by County 
Electric from both stores, can be fore- 
cast by a quick look at the background 
of the three partners. Prior to the war, 
all were employed by the San Diego 
Gas & Electric Co., which at that time 
Was active as a merchandiser of elec- 
tric and gas appliances throughout the 
county. Fred Bulmer and Chet White 
were specialty appliance salesmen, 
while Mart Gehring was in the appli- 
ance service department of the utility. 
With the background and experience 
from many years of specialty appli- 
ance work, they joined company to 
continue on their work after the utility 
went out of the appliance business. 

End 








@ The store that presents an attractive front—that is 
modern and inviting inside and out —is a real winner. 
It attracts more customers, makes more sales, increases 
profits. 


Your electrical appliance store can be a winner, too, 
if you modernize with Pittsburgh Glass and Pittco 
Store Front Metal. And when you modernize, do it 
right . . . no half-way job! Dollar-wise merchants all 
over the country have proved that the complete mo- 
dernization of their stores has been a sound invest- 
ment which has resulted in the immediate improve- 
ment of their businesses. : 

When modernizing your store, consult your archi- 
tect. He is familiar with Pittsburgh Products and will 
give you a design that is well-planned and economical. 
We will be glad to help both of you in every way pos- 
sible. If you wish, you can arrange for convenient 


_..and be one! 


terms through the Pittsburgh Time Payment Plan. 

In the meantime, why not send for a free copy of 
our store modernization book, “Modern Ways for 
Modern Days”? It contains illustrations and de- 
scriptions of remodeled stores, and projected designs 
by some of the world’s foremost architects. Just return 
the coupon below. 


Pittsburgh Plate Glass Company 
2159-9 Grant Building, Pittsburgh 19, Pa. 
Without obligation on my part, please send me a FREE copy of 


your book on store modernization, ““Modern Ways for Modern 
Days.” 


THIS PICTURE of a store in Augusta, Ga., shows how effectively Pittsburgh Products can be employed 
to make a store more attractive, win new customers. The “open-vision” design — in which the entire 


kL 





store interior a sales-producing display — invites passers-by to come in . . 


. actually helps 


make the sale before the customer enters. Your electrical appliance store will be a sales winner when 
modernized with Pittsburgh Glass and Pittco Store Front Metal. Architects: Eve & Stulb Augusta, Ga. 








“PITTSBURGH” 


PAINTS - GLASS - 


PITTSBURGH 


CHEMICALS - 


PLATE 


BRUSHES - PLASTICS 


co ee Se COMPAN Y 
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7 mn GREATER PROFITS ake 
“ST EADY SALES can be YOURS! | 


Sore and prove to your own ‘satisfaction that here indeed is the 
‘finest-built, lowest-priced line of fans on the market. They’re all 
new v! and better than ever! Handsome design . . . stronger construc- 
or tion .. increased performance . . . added safety features ... new 
/ “uses ... Certified Ratings! Yes! Compare and you'll agree chat LAU : 





is “The Finest Line for ’49.” 








.-eQuick and Easy to Install 
PANEL UNITS 


New style construction makes the Panel 
Unit stronger than ever. The outstanding 
fan for homes, stores, factories and many 
other worthwhile applications. With 
these added features, “Niteair” is the best 
buy on the market. Four sizes 30”, 36”, 42” 
and 48” with discharge capacity for every 


need. 
(@eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeeseeseeeeeeeee 


WINDOW FANS 


Here’s the easiest Window Fan to install 
that can be bought. Thousands of people 
the country over were amazed at the won- 
derful results obtained sc quickly and 
economically. Thousands more WANT 
them this year. Perfect for homes, apart- 
ments, offices. Now, NEW ... IM- 
PROVED! Two sizes, 30” and 36”. 


RANCHER 


An outstanding new addition to the 
famous LAU fan line. The “Rancher” 
especially designed for homes of low- 
pitched roof construction. Tops in effi- 
cient cooling. Quick . . . easy .. . eco- 
nomical to install and operate. Mounted 
horizontally to discharge upward and out- 
ward. A complete Package Unit with 


superior features. Sizes, 30” and 36”. 
WOSSSSSSSSHSSHSSHSHESHESSESSSSESHSESSESESESESESESESESESEESEEEEE 


PORTABLE 


The all-around marvel, the 18” “Portable,” 
has been put to an improved use as a 
window fan. Besides its many other uses 
on tables, floors, transoms, etc., it has 
been equipped with plastic adjustable 
side expanders that permit a wonderful 
operation in any window. Add up all the 
fine improvements in the Lau fan line 
and compare! 

















Write Today—Dept."’M” 
for Complete Information 


THE LAU? BLOWERCompany 


TON 


WORLD'S LARGEST MANUFACTURERS OF FURNACE BLOWER: 
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Manufacturers’ Sales: 


Appliances and Radio 


COFFEE MAKERS, POTS & 


URNS—Metal & Glass 

(NEMA Member Sales, Not Industry) 
"Nae ie 32,556 
= see 68,295 
OE, Gg cc nncceccs 61,182 
Ds Ws vceevescncs 125,326 
% Change versus 1948: 

Feb. RT so OGG sane wis —52.33% 
| eee —51.18% 


FREEZERS, Home & Farm 
(NEMA Member Sales, Not Industry) 


Feb. Es So v'e se maces 24,240 
ne 33,529 
DR WEG eho eces as 51,445 
ite GOR eckicecc as. 70,840 
YJ Change versus 1948: 

Feb. ee aici ate —27.10% 
BR BO hes esensces —27.38% 


HEATERS, Convector & Radiant 
(NEMA Member Sales, Not Industry) 


ee cet 7,377 
ee Me oe 54,659 
2 Mos. 1949............. 22,312 
2 | eer 127,092 
Yo Change versus 1948: 

Feb. MG. oavekeax wee —86.50% 
i WE oss chviceass —82.44% 


HEATING PADS 
(NEMA Member Sales, Not Industry) 


RS 26,418 
ji Se 41,160 
is 61,224 
OM a ee 86,510 
Jo Change versus 1948: 

sk. eee — 35.82% 
ee eee —29.23% 


HOTPLATES & STOVES 
(NEMA Member Sales, Not Industry) 


RS ra 20,272 
i cic cacnsae 40,088 
BI 6 oc sos econ 33,002 
2 Mos. 1948............. 82,207 
% Change versus 1948: 

BR SM iss yn avons —49.43% 
DOR, Fi a a occ acneves —59.86% 
IRONERS 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


i SF 28,250 
me, lM... .asdaueen 51,651 
Ree De. sc acces cence 56,250 
RIN ci ois 20k 91,843 
% Change versus 1948: 

Feb. Se «tut, at ptr ane' 3 —45.31% 
De Pe so ccecke odes —38.75% 
IRONS 

(NEMA Member Sales, Not Industry) 
ee) ss. 3s ed Bad 460,364 
a A go ea 513,060 
fe ee 646,314 
STI 3 02 vcd ceaes 846,319 
% Change versus 1948: 

a MG « Gawa®a age ve —10.27% 
WIG. 2a Vou Rew ces —23.63% 
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RADIO RECEIVERS, All Types 
(Radio Manufacturers’ Assn.) 


a 716,538 
. See 1,379,605 
Jan. 1949 (Revised).... 830,871 
~~ eee 1,339,256 
NR Meds 5. access 1,547,409 
Dees. FONO. oc ec ccse secs 2,718,861 
J Change versus 1948: 

Feb. (Eee —58.55% 
“=: top —37.96% 
Se Es 6 x kbc cons — 43.09% 


TELEVISION RECEIVERS 
(Radio Manufacturers’ Assn.) 


Feb. Rh tio dadctc ards ork 118,938 
Feb. ae 35,889 
BN I 6.3 se crepe grocers 240,176 
2 Mos. 1948............. 65,890 
% Change versus 1948: 

eR +231.41% 
FI cs ice weeds. +264.51% 


FM-AM RECEIVERS 
(Radio Manufacturers’ Assn.) 


Re cats ant 98,969 
i RRA 140,629 
RRR SRE 246,702 
2 Mos. 1948............. 216,644 
Jo Change versus 1948: 

i ee 29.63% 
DE FO occ scciccs. —10.82% 


AM RECEIVERS 


(Including Automobile & Battery Re- 
ceivers—Radio Manufacturers’ Assn.) 


i ee 498,631 
Feb. 1948............. 1,203,087 
Jan. 1949(Revised).... 561,900 
Mc ccna oun 1,173,240 
Ss Speenbeaaee 1,060,531 
2 Mos. 1948............. 2,376,327 
Jo Change versus 1948: 

a ee —58.55% 
2 ee —55.37% 
RANGES 

(NEMA Member Sales, Not Industry) 
Me ench cis 88,333 
BM oisedixocces 105,602 
et Ws oss cccusce. 198,252 
@ Mos. 1948............. 210,432 
% Change versus 1948: 

i “HRC ca pceneekcu —16.35% 
fe ee —5.79% 
REFRIGERATORS 

(NEMA Member Sales, Not Industry) 
2 Se ae 348,539 
= wd 301,802 
Fe 5 5.5.0.0 0b0.0n 744,868 
I, WINS oo crear dc its 586,528 


*Note—One less mfr. reporting in 1949 
than 1948. 


% Change versus 1948: 
Pas. GRR cite cccwevs +15.49% 
2 Mos. 1949............. +27.00% 
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ROASTERS 
(NEMA Member Sales, Not Industry) 


Geet: . SE Ss a enreiers. 4 40,587 
eS WI ied oasss 46,205 
Sis PO ecb tc 70,586 
9 Mos. 1948............. 84,809 
% Change versus 1948: 

ae Sa ~12.16% 
SIR Fes ke dcccesvex —16.771% 
TOASTERS 

(NEMA Member Sales, Not industry) 
a eee 324,410 
Ree — Oe cee. es. kes ss 297,249 
9 Mos. 1949............. 615,644 
2 Mos. 1948............. 569,246 
YJ Change versus 1948: 

* S rere +9.14% 
Gls, OEE... odo ck vce +8.15% 


VACUUM CLEANERS, FLOOR 


(Industry Estimate by Vacuum Cleaner 
Manufacturers’ Assn.) 


Fob. 1000....--.000c0- 241,267 
“ar” — CREE 311,448 
De: PI 3 sc cccswnces 470,036 
Ds SOK and vccenene 615,721 
% Change versus 1948: 

. . ia —22.53% 
I NG x nek ote asa-s —23.66% 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


| a Se 39,043 
{a Rea: 132,512 
2 Mos. 1949............. 104,162 
2 Mos. 1948............. 237,149 
J Change versus 1948: 

i ee —70.54% 
i S| rere —56.08% 


WASHING MACHINES, STAND- 
ARD—Electric & Gas Engine 


{Industry Estimate by American Washer 
& troner Mfrs. Assn.) 


| a. eee 208,500 
i RRSP aeee 367,909 
PR CU c< eevee sce cs 386,400 
inves cca ncecs 728,354 
YJ Change versus 1948: 

Feb. I ne Sisto oss aware —42.09% 
I 5 okececcesce —46.95% 


WASHING MACHINES, SMALL 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


. es. See 11,300 
Sag 32,312 
Jes” PRRs cc sis eee cn 9,500 
Jan. REPRE 35,862 
Dik vecccaces 20,800 
2 OU IS soins bce 68,174 
% Change versus 1948: 

i ae eee —65.03% 
Jan. a —76.51% 
T WUE oa cos ce ccs —69.49% 


WATER HEATERS, Storage Type 
(NEMA Member Sales, Not Industry) 


Feb. Ch esas 6 ae des 40,343 
ia: ree 56,576 
S WRI 8. enc de vcces 72,768 
SE Is ob ocikccc cides 111,583 
% Change versus 1948: 

Fol ST CEE 3.033 —28.69% 
J ee — 34.79% 
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Over 2,000,000 Circulation 


A big reason why... 


HOUSEHOLD 
wow! 


Your sales are where the home is, and the 
big home market is small cities and towns. 
Here are 60% of all non-fagm homes—here 
are HOUSEHGLD’S 2,000,000 active fami- 
lies—more than 70% of them home-owners! 


& 
a3 


2 Ke 


But that’s not all. These families are dig. 
HOUSEHOLD'S parents average 2.3 chil- 
dren—live in bigger houses (average over 
6 rooms). No wonder this market is tre- 
mendous! And today buying power is the 
greatest in history! 


HOUSEHOLD'S idea-planned editorial 
features GO AFTER these sales with 382 
“buy-ideas” per issue—backing up advertis- 
ers, planting the urge to buy. Here’s a sell- 
ing combination that’s more reason than ever 
why “success is a HOUSEHOLD word!” 


d e Tremendous increase in four-color advertising! 
an 
Ci ti e Over two hundred new accounts in less than a year! 
ircuiaTion 
isn't all that’s © 1948 advertising revenue up 35% over 1947! 
growing! e Yet you still pay the lowest cost per thousand—$2.40 


for black and white, $3.20 for four colors! 


Capper Publications, Inc., Topeka, Kansas 


HOUSEHOLD 


a magazine of ation for small cites and Tum 
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KitchenAid 


tor ctyopt— 


Warcn sates action when you show exclusive 
Planetary Action—the most accurate, most thor- 
ough mixing action in the whole home mixer field. 
Or KitchenAid Dishwasher action—with fully-au- 
tomatic three-cycle operation, revolving wash arm, 
a> power rinse, forced hot air drying, split roller racks, 
) and a host of other features. Or KitchenAid Coffee 
Mill action—delivering fresh, fragrant coffee in 
any grind at the mere touch of a switch. Action is 
the test of every food machine—and KitchenAid 
action stands out! 






No wonper! KitchenAid products are all 
little brothers of famous Hobart food ma- 
chines—tested and proved by more than 50 
years of leadership in commercial kitchens, 
food stores and bakeries the world over. 
Together, they give you the quality line in 
the field—“traffic appliance” turnover, with 
“major appliance” returns. 





SALES Anp sprakinc or action, KitchenAid’s 

ee backing dealers this year with the greatest 

w\ ' national advertising program in company 

history. See your distributor, and swing into 
action now. 
































Mixers. 3 Models—3, 4, & 
5 qt. capacities—with most 
complete attachment choice. 


Dishwashing Machines. 
Coming soon in the popular 
front-opening models. 


Coffee Mills. 2 Models, both 
with handy grind selector. 





A ED of 


KitchenAid 


THE FINEST MADE 











KitchenAid Division + THE HOBART MANUFACTURING COMPANY * TROY, OHIO 
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PROMOTERS: Left to right: Ida Migliario, editor, Household; J. T. Poteat, G-E; 
Julia Kiene, Westinghouse, and Olive P. Gately, Fuller, Smith and Ross, are all experts 
in their line promoting electric cookery. 


Electric Cookery Discussed at 
Round Table’s Third Workshop 


Julia Kiene shows art of range demonstration; 
adequate wiring, electronic cookery reviewed 


Electric cookery was the subject 
under discussion at the third Electri- 
cal Women’s Round Table Work- 
shop held at the General Electric 
Auditorium, New York City, March 
30, under the chairmanship of Mrs. 
Julia Kiene, manager, Home Eco- 
nomics Institute, Westinghouse, with 
Dr. Pauline Berry Mack, director, 
Ellen H. Richards Institute, Penn 
State College, acting as co-chairman. 
Both Mrs. Kiene and Dr. Mack took 
an active part in the program. 


Stage Demonstration 


With the aid of Camille Beauchamp, 
assistant manager of Westinghouse 
Home Economics Institute, Mrs. 
Kiene showed how to put on an elec- 
tric range cooking demonstration, 
using all the surface units and the 
oven. Then to dramatize “cool cook- 
ing,” the entire range was swathed 
with a large piece of Fiberglas mar- 
quisette curtain material while the 
food cooked and was later passed 
through the audience to prove that 
heat had not been transferred to the 
curtain material. 

“Use foods that will prove the su- 
periority of electric cookery,” said 
Mrs. Kiene.—‘“Food that has a tend- 
ency to stick and catch and burn 
easily, such as rice dishes, stewed 
fruits and lemon meringue pies are 
ideal for electric range demonstration,” 
Mrs. Kiene added. “Cream puffs also 
make a dramatic range demonstra- 





tion, and be sure to show the audience 
the bottoms of all cooking utensils 
used as the food is dished up—both 
the inside and the outside,” Mrs. 
Kiene concluded. 


Tell Brides Facts 


“Brides and home economics stu- 
dents, especially need to be told the 
simple facts about adequate wiring,” 
said N. J. MacDonald, vice-president, 
Thomas & Betts Co. in his talk, “Ade- 
quate Wiring for Better Living,” in 
which he reviewed in simple terms the 
“A.B.C.’s” of adequate wiring, and 
the three types of wiring needed in a 
home to adequately serve all types of 
household electric equipment from the 
light wire needed for lighting to the 
heavy circuits needed for ranges, 
water heaters and clothes dryers. 

“It is not necessary to go into such 
details as the size of the wire and the 
number of circuits (wiring contrac- 
tors, power company and service men 
can handle these technicalities). They 
should be made to understand that 
their old wiring may not be able to 
handle adequately all the new appli- 
ances they are so eager to acquire. 
They should be made to understand 
what happens when they overload 
existing housewiring,”’ he added. 

To determine whether a toaster and 
coffee maker can be used on a 15 amp. 
circuit, Mr. Mac Donald offers this 
simple formula which calls for a little 
addition: “According to the Hand- 











ENGINEERS, CHEMISTS AND TEACHERS all have an important place in 
electric cookery discussion. Left to right: Kenneth Woodman, Westinghouse engineer; 
Dr. Pauline Berry Mack, Penn State College; Camille Beauchamp, Westinghouse, and 
George Schroeder, Hotpoint engineer. 
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“EDUCATE BRIDES,” said N. J. Mac- 
Donald, Thomas & Betts, “make them 
adequate wiring conscious.” 


book for Residential Wiring, a 15 amp. 
circuit takes 1725 watts. The toaster 
uses 1100 watts, the coffee maker 660, 
a total of 1760 watts. Result: the 
fuse blows out. Answer: heavier 
wiring is needed—a 20 amp. circuit 
for breakfast.” And so on down the 
line with all the electrical equipment 
used in a home. Know the wattage of 
the circuit you are plugging the ap- 
pliance into; know the wattage the 
appliance uses. 

Dr. Mack carried the adequate wir- 
ing for successful cooking a step fur- 
ther and said it also means health for 
the American family. This entails 
teaching the homemaker the need for 
proper foed selection and proper food 
preparation, for, according to Dr. 
Mack, “An adequate nutritious dietary 
can be purchased by the homemaker 
and through wrong cooking habits the 
family can still suffer from a bad case 
of undernutrition resulting in mild 
cases of scurvy or gingivitis.” 

To give a firsthand picture of elec- 
tronic cookery, J. T. Poteat, manager 
Range and Water Heater Section, 
General Electric Co. Bridgeport, 
brought George Schroeder, Special 
Development Engineering Department 
of Hotpoint Inc., who has been work- 
ing in Hotpoint electronic experi- 
mental laboratories to give some first 
hand information on the development 
of electronic cookery. 

Explaining the various sources of 
cooking from the simple conduction, or 
heat wave type with which we are all 
familiar, to the less familiar induction, 
dielectric infra-red and_ electronic 
methods, Mr. Schroeder pointed out 
that General Electric, Hotpoint and 
Raytheon are busy experimenting and 
developing this type of cookery for in- 
dustrial applications and for use in 
hotel and restaurant kitchens, but there 
1s a great deal more experimenting to 
be done before it reaches the home. 

How an electric range is built and 
how research aids in the development 
of a range was explained by Kenneth 
Woodman, appliance research direc- 
tor, Westinghouse. 


Readers Write In 


Ida Migliario, editor, Household 
Magazine, in discussing small cooking 
appliances read some letters from her 
readers lauding small appliances and 
what they have done to make break- 
fast, especially, a more enjoyable meal 
for the American family. The toaster, 
waffle iron, coffee maker and hotplate 
have made it possible for the home- 
maker to enjoy breakfast with her 
family. 

Olive P. Gately, vice president, 
Fuller Smith & Ross, Cleveland, re- 
vealed inner operations necessary in 
an advertising agency to promote a 
single appliance in her talk entitled 
“How An Advertising Agency Aids 
in Selling Home Appliances.” 





ow electric rates make selling sense 
for G-E Electric Water Heaters! 


b gem LOCALITY may be one of the many where 
electric rates have remained the same while 
other fuel prices have skyrocketed! 


This can give you another great sales story for 
General Electric Automatic Electric Water Heaters. 
For if heating water with electricity in your town is 
cheaper, you'll really be able to tell a tale of General 


Electric economy! 


So, check up with your local electric company! 
Put the sales sense of low electric rates to work for 


you, today! 





30- to 82-gallon capacities 
—galvanized or Monel tanks 
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Of course it’s Electric! 


AUTOMATIC ELECTRIC 


WATER HEATERS 


THESE GENERAL ELECTRIC FEATURES 
MAKE SELLING SENSE, TOO! 


Noninflammable glass fiber insulation—three inches of it 
completely surrounding the tank. Keeps heat in the water—where 
it belongs—will keep unused water hot for as long as three days 
without reheating! 


Cold-water baffle helps keep incoming cold water from mixing 
with already heated water. Heat trap prevents heat loss from the 
tank to house water pipes when hot water is not being drawn. 
Only two tank openings .. . to let cold water enter . . . to let 
hot water out! 


Plus all the other famous General Electric features, such as 
long-life Calrod* heat-wrap units, precision-built thermostats, 
all-automatic operation, sparkling, rust-resistant enamel. Your 
customers get not only a water heater that is dependable and 
economical for many long years, but they get the General Electric 
ten-year protection plan, too! 


Maximum of seven standard General Electric units will meet 
every combination of wattages required for your territory. General 
Electric Company, Appliance and Merchandise Department, 
Bridgeport 2, Connecticut. 


*Trade-mark Reg. U. S. Pat. Of. 


GENERAL @@) ELECTRIC 
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No. 828 
EVERHOT RANGETT 


Couldn't be a better deal for both dealer, cus- 
tomer—a roaster, a cooker, a baker, a casserole 
all in a single beautiful unit. Inset pan. 3-Quart 
capacity. 2-Heat control. With inset pan $9.95, 
with inset pan and trivet $10.45. Inset only 
$1.89. Trivet only 50c. Both fit Everhot No. 851 
Roasterette. Many dealers are making thousands 
of No. 851 owners happy by telling them. 


on af 
N EW. 
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Here is the up-to-date Timer Clock—one the dealer can sell 
—one the housewife can use. Gives double value to every 
appliance. Makes possible many profitable “automatic cook- 
ing” promotions. And only $10.95. eC 


ae 


Everhot gives you brand new items, designed, styled—and priced—for 
today’s market. Here are new numbers that will pep up your whole appli- 
ance operation, renew and stimulate the interest of the housewife and 
squarely meet the increasing accent on thrift. 


No. 858 
EVERHOT ROASTERETTE 














Enclosed, Tuttle and Kift tubular heating unit. Fast heat—boils in 62% of time required 
by standard unit. Unit swivels up for easy cleaning. Top deck remains cooler. Only $41.95. 
(On full size ranges T & K units command an extra charge.) 





No. 940 
EVERHOT OVEN 
Emb d alumi Stylish hammered finish. 

















SPECIAL 
$67.04 FOR JUNE BRIDES 


Everhot 905 Roaster, 901 Cabinet, 927 
Timer. All for $67.04 (including dealers 
tax on the Timer). Compare this for qual- 
ity, quantity and price. 


crn te 
in Everhot 

National Consumer 
Advertising. 





Plenty of room for fowl, or large roast, 2 pies or 2 cake layers. 
Especially designed for the new 828 Rangette. Also fits all 
Models 820 and 821. Priced at only $10.00. 





SPpECIAL— 
$13.95 THE HEATER BARGAIN 


Right in the groove is Everhot 915 Air-Flo 
Fan and Heater. Two-fold utility—double 
value. Refreshing coolness for hot days and 
nights, quick warmth for chilly rooms, raw 
days. All in one beautiful compact unit for 
only $13.95. Air-Flo Fan Heater only $11.95. 











Immediate Delivery. Phone—Wire—Write 


THE SWARTZBAUGH MFG. COMPANY 
TOLEDO 6, OHIO 


EVERHOT PRODUCTS 


ROASTERS - HEATERS - BLANKETS » APPLIANCES 
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Appliances in the Magazines 


WOMAN’S SERVICE GROUP 


Woman’s Home Companion 


“Your Mixer Makes the Cake” says 
Elizabeth Beveridge in May Com- 
panion and she shows how to make 
three different cakes using the mixer 
to whip up the batter and the topping. 

“Just Enough Starch” by Betty 
Genger, in the same issue, tells how 
cottons can be kept fresh as new with 
the right amount of starch. 

“Launder While You Market” and 
“Dinner With an Eye On Baby” 
feature the complex routine of keeping 
house with a baby in the house, and 
show how Mrs. Bliss manages to 
breeze through a morning of launder- 
ing, shopping and baby airing and 
finally prepare dinner with the aid of 
a self-service laundry in her neigh- 
borhood, and such electric labor savers 
as a refrigerator and an electric mixer. 


McCall's 


In, “It Doesn’t Take a Genius” and 
“Easy-Do’s For Your Laundry,” May 
McCall’s, Elizabeth Sweeney Herbert 
shows how an uncomfortable laundry 
can be made more livable with good 
ironing equipment. A good hand iron, 
a lightweight, scientifically built iron- 
ing board that adjusts to any one of 
nine heights, and a steam iron to cut 
down on the sprinkling and dampening 
chore are some of her recommenda- 
tions. 


Good Housekeeping 


In May Good Housekeeping Pa- 
mela Anderson shows some outstand- 
ing features of such useful electrical 
items as a small electric mixer, a 
waffle iron-grill, a steam iron, and an 
electric blanket in “They Do The 
Job.” 


Ladies Home Journal 


Gladys Taber describes the Jour- 
nal’s own household research kitchens 
in the May issue. While they are 
planned for practical research in 
homemaking, they are friendly and 
livable. They are equipped with every 
device a busy staff of experimenters 


could possibly dream of from ranges | 


to freezing materials, mixers to re- 
frigerators, juicers to waffle irons, and 
have a complete automatic laundry. 


Parents 


“My New Laundry Pattern” is the 
title of an article by Helen Cullins 
Smith in May Parents which gives a 
modern approach to laundering to 
banish Monday blues whether an auto- 
matic or conventional-type washer is 
used. 

Rufus H. Jones, father of three 
small children, airs some of his gripes 
about kitchen and appliance designs 
in “Trouble in the Kitchen.” A range 
with too many gadgets which make 
it hard to keep clean, and a refrig- 
erator with a freezer door that calls 
for the use of two hands to insert or 
remove contents are among his pet 
peeves. 

Elaine Knowles Weaver, in the 
same issue, describes the advantages 
of automatic garbage disposers in 
“Mechanical Garbage Men.” 
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HOME SERVICE GROUP 


American Home 


In “How to Buy a Future”, April 
American Home, Edith Ramsay shows 
the basic electrical equipment which 
should be purchased immediately, and 
what can be put off till a later date. 
She breaks this equipment down into 
equipment available for three income 
brackets —deluxe, moderate and 
budget. 

A practical item, “How to Wash a 
Slip Cover” is another feature in the 
Basic Data department. 


House Beautiful 


“An efficient kitchen need not look 
like a hospital laboratory,” says 
Charlotte Eaton Conway as she de- 
scribes a kitchen that uses wall paper, 
fine woodwork and natural wood 
cabinets in “Make Your Kitchen as 
Livable as the Rest of the House,” 
April House Beautiful. The kitchen 
is complete with an electric range, 
refrigerator mixer and blender. 


Family Circle 


April Family Circle features the 
new combination refrigerators in 
“How Cold? Where Coldest?” by 
Jessie Bakker. 

In the same issue Sue Sutton shows 
how to “Go Adventuring with Your 
Sewing Machine,” and Julia Lee 
Wright shows “How to Freeze Rhu- 
barb.” 

“These Tools Will Help Clean 
House” is another feature in the same 
issue. 


Household 


Breakfast equipment is looked at by 
Elizabeth Shaffer in April Household 
Magazine, and she tells some inter- 
esting uses to which her readers put 
such equipment as the waffle iron, re- 
frigerator, toaster, coffee maker, 
juicer, and broiler. 


FARM GROUP 


Country Journal 


“Decorate with Light” in the Coun- 
try Gentlewoman section of May 
Country Gentleman, describes ways in 
which good lighting can be decorative, 
dramatic and practical. 

“Easy Cleaning—The Modern 
Way,” points out that the cleaner and 
attachments not only make cleaning 
easier, they also encourage year- 
round cleaning habits and do away 
with the old spring cleaning bugaboo. 


Successful Farming 


“You Needn’t Work So Hard” in 
April Successful Farming tells how a 
farmer in Defiance, Ohio, gained time 
and money by letting electrical ma- 
chines do the work in his home as well 
as on his farm. 

“They Get More For Their Calves” 
tells how farmers and Missouri Ex- 
tension service put their heads to- 
gether and came out with an improved 
sales plan. 


HOME ECONOMICS GROUP 
What's New in Home Economics 


Amber C. Ludwig, editor of the 
Household Equipment Section of 
What's New shows trends in freezer 
design in the April issue in an article 
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entitled “Looking at the 1949 Home 
and Farm Freezers.” 

“Studying Home Freezers at the 
Stout Institute”, “A Merchandising 
Class Studies Electric Mixers” are 
other electrical equipment elements in 
the. same issue. 

“Good Lighting—” and “Recipe for 
the Study Center” by Mary E. Webber 
tell the adequate lighting story. 


Forecast 


“Functional Jefrigerators” and 
“The Pressure Pan for Home Can- 
ning” are the two electrical equipment 
features in the April issue of Forecast. 


Hotpoint Starts National 
Electric Range Promotion 


Hotpoint, Inc. is launching a nation- 
wide electric range promotion this 
month through dealer conducted cook- 
ing schools in 100 key city markets, 
according to Leonard C. Truesdell, 
vice-president of marketing. Directed 
toward educating housewives on elec- 
trical cooking benefits, the key city 
drive will start a series of supple- 
mentary retailer range activities in 
local markets for the summer and fall 
seasons. 


Large Cooking Schools 


The promotion is based on large 
cooking schools sponsored jointly by 
wholesalers and retailers and held in 
auditoriums or theatres which can 
handle several thousand persons. 
Dealers are giving away tickets which 
qualify customers for admission as well 
as prizes. Other details of the drive 
include prizes for retailers drawing 
the largest number of consumers, de- 
corated dealer stores and auditoriums, 
sound slide films and demonstrations. 
Window and store displays, truck 
banners, radio spots and newspaper 
advertising also will be used to sup- 
port the range campaign. The com- 
pany field personnel will assist deal- 
ers and distributors in carrying out 
the promotion. Following the initial 
schools, utilities will also conduct 
cooking demonstrations on a smaller 
scale in their own locales. 

The campaign is being inaugurated 
coincidentally with the production of 
the company’s two-millionth range. 


lronrite’s Dabney Sees 
lroner Sales Avalanche 


Ironer saturation is rapidly nearing 
the vital 10 percent of the estimated 
market which means the time is ripe 
for the unit to come into its own as 
a major appliance, according to W. R. 
Dabney, vice-president and general 
manager, Ironrite Ironer Co., Mt. 
Clemens, Mich. Mr. Dabney com- 
pared his company’s position in the 
market to that of the vacuum cleaner, 
refrigerator and washing machine 
interests before their sales began to 
snowball. He stated that the com- 
pany intends to do everything possible 
to start the ball rolling this year now 
that material shortages have been 
overcome. 


Wide Program 


Advertising and sales promotions 
will be directed through national wo- 
men’s Magazines, newspapers, tele- 
vision, motion pictures and an exten- 
Sive demonstration program. 


ELECTRICAL MERCHANDISING—MAY, 








The more you know about 
the many advantages of 
ARMCO Stainless Steel, the easier it is 
to sell refrigerators, ranges and cook- 
ing utensils featuring this brilliant 
metal. You can speed turnover, in- 
crease the store’s profit margin, and 
make more money for yourself. Espe- 
cially when you give your customers 
information like the corrosion-resistance 
story. 


You can tell them, for example, that 
ARMCO Stainless retains its bright, clean 
appearance under almost any condition. 
It’s ideal in refrigerator shelving arid 
other parts because it is not affected by 
foods or fruit acids. In broiler pans and 
burner grates of the new ranges, its re- 
sistance to heat and rust is unsurpassed. 
It is sanitary, easy to clean and is not 





Selling stainless is really painless! 





attacked by cleansing agents and 
sterilizers. 

Women are always drawn to ARMCO 
Stainless by its sparkling appearance. 
That’s the time to tell them about all 
its other qualities. Let them know that 
here is a solid metal with no plating to 
wear off ... one that has great strength 
at high temperatures... one that keeps 
its good looks over the years. 

People recognize the famous ARMCO 
trademark, nationally advertised for 35 
years, as a guide to special quality. 
Ask your suppliers where stainless steel 
has been used in their products, so you 
can point it out to your customers and 
make more sales faster. Armco Steel 
Corporation, 160 Curtis Street, Mid- 
dletown, Ohio. Export: The Armco In- 
ternational Corporation. 
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ARMCO STAINLESS STEELS NW 
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PAST... 


Cadillac's enviable reputation for dirt-getting 
efficiency dates back to the carpet-beating 
and broom days of 1911, when the Clements 
Mfg. Co. pioneered in the building of vac- 
during 38 
years, the Cadillac line has been im- 


uum cleaners. Constantly, 


itt 
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proved... perfected—Cadillac engi- 
neering setting the pace for the 


entire industry. 


PRESENT... 


1949 finds consumer acceptance 
for Cadillac at an all-time high. 










‘Backed by our sound merchan- 
dising program and consistent 


national advertising, j 3 
Lon a@. 
aa 


Cadillac dealers can 
meet all comers in a 


competitive market. Mju’ 


FUTURE... 


Tomorrow and always. . 


MODEL 143A 


$5995" 


. your sales efforts will be 
supported by close factory co-operation. Benefitted in 











numerous ways by our intimate knowledge and practical 
understanding of retail selling 
problems, dealers will find 
handling the Cadillac 
line highly profitable. 






CYLINDER TYPE 


$6995" 


including full set of 
attachments 
















* Slightly more west of Rockies 





































































CLEMENTS MFG. CO. 


Dept. A, 6666 SOUTH NARRAGANSETT AVENUE e@ CHICAGO 38, ILL. 
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NEW POSITIONS 












Stromberg-Carlson Co. 


ROBERT C. TAIT 


Robert C. Tait has been named 
president, Stromberg-Carlson Co., ac- 
cording to a company announcement. 
He succeeds Dr. Ray H. Manson, 
president since 1945, who now be- 
comes chairman of the board. Wesley 
M. Angle, retiring chairman, has been 
elected honorary chairman. 

Mr. Tait most recently was vice- 
president of the Mellon Natl. Bank 
and Trust Co. Pittsburgh, Pa. He 
has had experience in sales, advertis- 
ing and manufacturing as well as in 
the financial world. 


Noma Electric Corp. 


JOHN M. BESS 


John M. Bess has resumed his 
former post as executive vice-presi- 
dent, Noma Electric Corp. of Mary- 
land, equipment and appliance branch 
of Noma operations, it has been an- 
nounced by Henri Sadacca, president, 
Noma Electric Corp. Mr. Bess, who 
resigned over a year ago, returns to 
streamline merchandising plans and 
policies. 

Joseph H. Ward, executive vice- 
president of the parent company, is in 
charge of all other operations. 


Emerson Radio & 
Phonograph Corp. 


Arthur N. Grossberg has been 
named assistant sales promotion man- 
ager and Gerald Light assistant to the 
vice-president in charge of sales, 
Emerson Radio & Phonograph Corp., 
Mr. Grossberg’s appointment was re- 
cently made known by Charles Rob- 
bins, vice-president in charge of 
sales. 


MAY, 











Lovell Mfg. Co. 


EDWARD C. DOLL 


Edward C. Doll has been elected 
president, Lovell Mfg. Co., Erie, Pa., 
according to a recent announcement. 
Affiliated with the firm since 1925, 
Mr. Doll has successively held the 
positions of sales promotion manager, 
vice-president and executive vice-pres- 
ident up to the time of his recent pro- 
motion. He succeeds A. M. Doll who 
is chairman of the board and treasurer. 

Other Lovell officers elected were 
Vinton C. Black, vice-president ; E. W. 
Londregan, secretary; and Wilfred 
E. Blood, assistant treasurer. 


Nineteen Hundred Corp. 


R. M. MITCHELL 


Robert M. Mitchell has been ap- 
pointed general sales manager, Nine- 
teen -Hundred Corp., St. Joseph, 
Mich., it was recently made known by 
Louis C. Upton, president. Mr. Mit- 
chell, who has been affiliated with the 
firm since 1936 in sales and production 
activities, replaces William S. Ham- 
mersley. He most recently served as 
assistant to the president. 


White Products Corp. 


Gordon J. Vander Weele was re- 
cently appointed assistant sales man- 
ager, White Products Corp., Middle- 
ville, Mich., it has been announced by 
A. D. Vining, general sales manager. 
Mr. Vining also made known the 
appointment of the following divi- 
sional sales managers: Robert C. 
Barnes, mid-eastern division; W. G. 
Cline, Rocky Mountain division; 
James Gray, Northwest division; and 
William E. Ross, upper Mississippi 
division. 
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Bendix Radio Div., Bendix Aviation Corp. 





EDWARD C. BONIA 


W. A. Mara, former director of ad- 
vertising and publicity for Bendix 
Aviation Corp. was recently named 
general manager, Bendix Radio-Tele- 
vision and Broadcast Division, accord- 
ing to an announcement by Malcolm 
P. Ferguson, president. The division 
d will now have its own accounting, 
" credit, cost and service departments in 








W. A. MARA 


addition to its present sales depart- 
ment under Edward C. Bonia, general 
sales manager. In commenting on the 
change in the divison, Mr. Ferguson 
stated that increased efficiency and 
better service will be attained by com- 
pletely segregating television, broad- 
cast set and communications radio 
production. 














—Shermogray 


ELECTRIC WATER HEATERS 


invites your 


INQUIRY... 


OPPORTUNITY FOR DISTRIBUTORS who want an Elec- 
tric Water Heater line of Guaranteed Quality with Fea- 
tures and Price that attract customers. 


We would like to acquaint more dealers and distributors with 
our product. We believe when you know it you'll like it. 
Thermogray Electric Water Heaters for over a quarter century 
have sold themselves wherever offered. On Performance . . 
Dependability . . . Economy . . . Thermogray has stood the 
test of time. 
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“ Our 1949 product is a full (40 to 148 gal.) line value-packed 
i with all modern features . . . magnesium anode . . . immersion 
: type elements . . . 10 year warranty and a host of other 
4 Allen B. Du Mont Laboratories, Guildford will work with Mr. Olsen pg i that say “Quaity Ps. — 
. Inc. in directing video set sales policies. We believe this opportunity merits your attention. 
. Dorothy A. Harrington has been ap- Width; Whe, er ollint ile RD 
i Rowland R. Guildford was recently pointed assistant to advertising and ow 
| named assistant sales manager, tele- sales promotion manager, Henry R. 
vision receiver division, Allen B. Du Geyelin, Jr., it was recently made THERMOGRAY COMPANY ¢ JEFFERSON, IOWA 
Mont Laboratories, Inc., it has been known by Ernest A. Marx, general 
made known by Victor E. Olsen, sales manager, television receiver division. 
manager. Formerly affiliated with She has been affiliated with the firm 
Federal Television and Radio, Mr. for the past seven years. 
STC ¢ MAJESTIC © MAJESTIC ¢ MAJES > 
= 
mi 3 GOOD REASONS Why The 
e . 
4 Majestic |ndoor Incinerator 
He ° 
~ (3 8th @ G00d 
< 
=77/ Maker! 
§ Moneg-Makerl, 
Y Lg 
om s , 
“ The Majestic Indoor peg 2 : 
-maker because — it 
S Yj Bit roiserais trash — xen wet and GARDENS « LAWNS « ENTRANCES 
é dry garbage — simply, quickly, 
! 
— DRIVEWAYS e BARBECUE PITS 
ow . 
The Majestic Indoor Incinerator is a 
2 money-maker because — it's con- AND MANY OTHER USES 
oa Z. venient. With this unit, right in the 
— @ basement, the housewife no longer : P : 
we need trudge to the backyard garbage Every home owner is a live prospect for this at- 
= can or trash burner! tractive, low-cost garden lighting unit. Nationally 
: = The Madestic tadeor tacinerster ts 8 advertised FLORALITES have a big appeal that 
e 3 money-maker because — it banishes means extra profits to you plus sales on other elec- 
) @ ¢ ped — as eee dust trical equipment and supplies. Besides the home 
| = age or trash cans! light it owner—estates, farms, institutions, resorts and 
| ” — - clubs are quantity prospects. 
faked leave it! ‘ 
- FLORALITES come equipped ready to use with 
= Here's a product that has vast sales potential because every home owner a ce 
. or renter is a potential purchaser. Imagine what it means to a housewife! y . ‘ . 
Instead of nuisance trips to the messy, old garbage can in cold or rainy complete details, prices and dealer helps. 
~ weather, she just puts a// burnable refuse in her Majestic Indoor Incinerator 
—  — waste paper, wet and dry garbage — lights it and leaves it! The unique STEBER MANUFACTURING CO. 
_ downdraft operation dries, then burns the entire content. And there’s no Dept. 86, 2700 Roosevelt Road, 
— fuel needed either — the trash acts as fuel. Broadview (Maywood P.O.), Ill. 
= it’s all metal. Operating efficiency covered by money-back guarantee. 
Simple to install — connects easily to existing furnace flue. If you're 
2 looking for a new, good seller, write today for full details. 
= 
* » ~4 ~ 
TIC * MAJESTIC The Majestic Co. 
Nationally advertised in leading 109-A Erie Street. Huntington, Indiana 
trade and consumer magazines. eas! 
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Every kitchen a prospect 
with BEAUTYCRAFT! 





Sell more...make more... 


REAUTUCRAR 


Custom Kilchend 


custom-fit any kitchen with 
BEAUTYCRAFT Curve-line Styling 


There’s no kitchen you can’t do when you sell Beautycraft Custom 
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Kitchens. Your job will be easier.. 


.the result finer. Custom features, 


fine steel construction, Curve-line Styling — years ahead of com- 
petition — make Beautycraft the top line in the country. 


Only BEAUTYCRAEFT offers you all these plus values: 


Distinctive Curve-Line Design... right 
with the latest trend. 


Exclusive Franchised Territory... Beauty- 
craft is yours alone in your area. 


Higher Discount to dealers who can do 
a real custom kitchen job with a top- 
quality line that is priced right to bring 
you more profit. 


Guaranteed Quick Delivery ...carry no 
top-heavy inventory. Fill your work- 
ing stock from factory inventory in 
less than six weeks. 


Custom Features... Beautycraft will not 
be “out-featured.”” Custom-sized cabi- 
nets and fillers (over 100 types and 
sizes) enable Beautycraft Dealers to do 
a custom job on any kitchen. 


Direct Factory-Dealer Operation... brings 
you better discount, positive cooper- 
ation on all phases of your kitchen busi- 
ness — real factory backing for you. 


Advertising Support... national advertis- 
ing, a cooperative plan for local ads, 
merchandising and selling aids, sound 
sales training help. 


CHOICE TERRITORIES STILL OPEN to established dealers with aggressive 
sales force and arrangements for installation. If you’re the kind that moves 
ahead, this is your opportunity. We are growing daily with our top-quality, 
fast-selling Beautycraft Custom Kitchens. Grow with us! Get details at once! 


Please send me details about your Beautycraft protected dealership plan. 


Name 


3 = 4 


Beautycraft Custom Kitchens 
2236 Russell St., Baltimore, Md. 





Manufactured by MILLER METAL Propucts, INC. 


NEW POSITIONS 

















Crosley Div., Avco Mfg. Corp. 


M. R. RODGER 


Malcolm R. Rodger has been ap- 
pointed manager, Crosley home laun- 
dry section, according to a recent an- 
nouncement by W. A. Blees, vice- 
president and general sales manager, 
Crosley division, Avco Mfg. Corp. Mr. 
Rodger had been national utility sales 
manager and middle west sales man- 
ager for Bendix Home Appliances. In 
addition to his duties as home laundry 
manager, he will coordinate company 
activities in all industry association 
meetings. 

Mr. Blees also announced the ap- 
pointment of Tom Mason as manager 
of sales promotion. Mr. Mason was 





TOM MASON 


LLOYD DOPKINS 


previously regional manager of Cros- 
ley’s central region in which capacity 
he is now succeeded by H. R. Line- 
baugh, former regional manager of 
the midwest. 

Lloyd Dopkins has been appointed 
manager of direct accounts with head- 
quarters in New York. He was for- 
merly affiliated with Majestic Radio & 
Television Corp. as vice-president in 
charge of sales. H. E. McCullough 
will handle the advertising and pro- 
motion phases of direct accounts. 

H. F. Koether has joined the divi- 
sion as regional manager of the mid- 
west region. 





Sightmaster Corp. 


Matty Radin was recently named 
director of sales, Sightmaster Corp., 
New Rochelle, N. Y., according to an 
announcement. Mr. Radin’s position, 
prior to joining Sightmaster Corp., 
was president and general sales man- 
ager of Paneltone Corp. 


Regal Electronics Corp. 


Benjamin H. Rice has been ap- 
pointed general sales manager, Regal 
Electronics Corp., New York, N. Y., 
it was recently announced by Walter 
Spiegel, president. Mr. Rice formerly 
was in charge of sales for G-E and 
Teletone Radio Corp. 





Graybar Electric Co., Inc. 


George F. Hessler, vice-president, 
Graybar Electric Co., Inc., New York, 
N. Y., has been named to direct the 
company’s sales activities on all lines, 
according to a recent announcement by 
A. H. Nicoll, president. 

C. S. Powell, vice-president, will 
head the company’s appliance and 
communication lines. 

Mr. Hessler announced that Harold 
P. Litchfield had been appointed gen- 
eral supply sales manager. A veteran 
of 34 years of company service, Mr. 


E. E. MARTIN 


MAY, 


G. F. HESSLER 


Litchfield was most recently assistant 
general sales manager. 

K. B. Hopkins is in charge of ad- 
vertising and sales promotion under 
Mr. Hessler. 

Mr. Nicoll also announced the ap- 
pointment of Edward E. Martin as 
New England district manager. Mr. 
Martin succeeds W. H. MacCrellish 
who has retired after 41 years of 
company service. Mr. Martin was 
most recently assistant district man- 
ager at Boston. 





H. P. LITCHFIELD 
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Easy Washing 
Machine Co., Ltd. 





S. J. RANDALL 


S. J. Randall, former vice-president 
and general manager, Easy Washing 
Machine Co., Ltd., Toronto, Ont., has 
been elected president, according to an 
announcement by R. C. Berkinshaw, 
chairman, board of directors. Mr. 
Randall will continue active direction 
of the company’s affairs in his new 
role as chief executive, it was said. 


Magnavox Co. 





ROY BOSCOW 


Roy Boscow has been appointed 
general sales manager, Magnavox 
Co., according to an announcement by 
Richard A. O’Connor, president. Dur- 
ing the last year, Mr. Boscow has 
been directing his personal interests 
from his home previous to which he 
had been affiliated with Ford Motor 
Co., General Motors Corp. 


Motorola, Inc, 





ELLIS J. REDDEN 


_Ellis L. Redden has been named 
director of advertising and sales pro- 
motion, Motorola, Inc., according to 
an announcement by W. H. Stellner, 
vice-president. Mr. Redden was most 
recently affiliated with Crosley in a 
similar post previous to which he had 
been associated with Norge. 








Inland ‘Magic Touch’ 





NATIONAL ADVERTISING SELLS IT! 


Thousands of your refrigerator prospects 
and users will see this picture in Inland’s 
“Magic Touch” advertising in the Saturday 
Evening Post and Good Housekeeping dur- 
ing the best selling season. It tells how the 
“Magic Touch” Ice Cube Tray works. It sells 
the complete ice cube convenience possible 
only with Inland’s “Magic Touch.” 


equipped 
ice Trays 


New refrigerators fully 


with Inland “Magic Touch 
give your customers 


complete ice convenience 





Demonstrating this Inland Ice Cube Tray 
to refrigerator prospects makes sales easier. 
So be sure that all new refrigerators you stock 
and display offer the “Magic Touch.” Insist 
that they come to you completely equipped 
with Inland “Magic Touch” Ice Cube Trays. 


Easy Replacement Sales for Quick Profits 


Sell the “Magic Touch” Tray to refriger- 
ator users who are now getting along with 
battered, outmoded, inconvenient trays. The 
marvelous convenience of the “Magic Touch” 
is so obvious that replacement sales are amaz- 
ingly easy. Get these immediate profits—this 
season, this month, now! 





[iNtAnD INLAND MANUFACTURING DIVISION 
“eee General Motors Corporation, Dayton, Obio 
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MIGHTY SWEET ORDERS 
FOR ME IN All THIS NEW 
BUILDING THAT’S 
GOING ON! 


HOW HARD-WORKING HAL 





by 
Your Local 


DODGE MAN 


BIG-PROFIT SALES IN NEW HOME 
FIELD, HAL! 





TIME TO PUT THE HEAT. 
ON HAL AND LEAD 
HIM TO BIG PROFIT 
PROSPECTS WITH 

- DODGE REPORTS. 

































WHERE HAVE | BEEN? .. . SURE, 
DODGE REPORTS LEAD ME 
10 PEOPLE BUILDING NEW HOMES. 





HEY HAL! YOU NEED 
ADVANCE CONSTRUC- 

TION NEWS. DODGE wa 
REPORTS TELL YOU \ 

WHO T0 SEE AND WHEN “e 
_.. AND THE COST ; 

IS PEANUTS! 








? 


NOW MY SALES | 


ARE SOARING! 
... 1 SAVE MONEY— 
MAKE MONEY WITH 


| DODGE REPORTS. | 
















Without cost or obligation, let me 





see some current Dodge Reports. 





1 do business east of the Rockies. 
NAME 
FIRM. 
ADDRESS. 














CONSTRUCTION WEWS ODOlV¥ 


F. W. DODGE CORPORATION 
119 W. 40th Street N 


‘ih DODGE REPORTS 


18, N.Y 


CORPORATION ew York 
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Waring Products Corp. 





RICHARD T. NEY 


Richard T. Ney was recently ap- 
pointed advertising manager, Waring 
Products Corp., New York, N. Y., 
according to an announcement by 
James P. MclIlhenny, vice-president. 
Mr. Ney was previously affiliated 
with Glasser-Gailey, Inc., J. Walter 
Thompson Co., and N. W. Ayer & 
Son, Inc. 


Philco Corp. 


Edward B. Bailey was recently ap- 
pointed assistant advertising manager, 
Philco Corp., according to an an- 


nouncement by John F. Gilligan, ad- 
vertising manager. Mr. Bailey most 
recently acted as account executive 
on the Philco account for the Hutchin: 
Advertising Agency. 


Maytag Co. 





L. C. McANLY, JR. 


Louis C. McAnly, Jr., has been 
named assistant to the general sales 
manager, Maytag Co., according to a 
recent company announcement. As 
successor to J. B. Claiborne, Mr. Mc- 
Anly will help supervise sales training 
and sales promotion programs for the 
sales department as well as plan mar- 
ket surveys for the company. 











BREEZE 


Warsoch ype 
CIRCULATING FAN 





FAN EVER BUILT 
ANOTHER PIECE OF FURNITURE 
FOR THE HOME 


For the past three years, the PALM BREEZE fan has been the most talked of fan 
on the market, and has sold like hot cakes all over America. 

Get ready now to cash in on the demand already created for these sensational fans. 
The new 1949 De luxe model incorporates the finest in manufacturer’s engineering, 
design and utility, and will build sales for you from the very first. 

PALM BREEZE’S new advertising material and dealer-helps will help you mer- 
chandise these fans. Three models to choose from, $39.95 and up, list price. 


Write today for more information about PALM BREEZE 


LEE HOLLAND CO. 


1012 NORTH MAIN ST. 
FORT WORTH 6G, TEX. 
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Admiral Corp. 


John B. Walt has been appointed 
assistant advertising manager, Ad- 
miral Corp., according to a recent 
statement by Seymour Mintz, director 
of advertising. Mr. Walt was most 
recently sales promotion manager of 
Webster-Chicago Co. 

Mr. Mintz also made known the 
appointment of Miss Flo Kilin as 
assistant to the director of advertising. 

W. C. Johnson, vice-president in 
charge of sales, made known the 
appointments of J. A. Freeman and 
Walt Davis as regional sales manager. 
Mr. Freeman will service distributors 
in Albany, Buffalo, Rochester, Syra- 
cuse, Newburgh and Wilkes Barre 
and Mr. Davis in Detroit, Cleveland, 
Toledo, Grand Rapids, and Saginaw. 


Symphonette Corp. 





JAMES FISHER 
James Fisher has been appointed 
vice-president in charge of the elec- 
trical appliance division, Symphonette 
Corp., Chicago, Ill. Formerly affili- 
ated with Eureka Williams Corp. and 
Aldens, Inc., Mr. Fisher will devote 
much of his effort toward the distri- 
bution and promotion of refrigerators 
and home freezers as well as play an 
active role in connection with the 
company’s new phonograph. 


Proctor Electric Co. 





JOSEPH TIERS 


Joseph Tiers was recently ap- 
pointed sales manager for distributor 
sales, in charge of distributor and 
dealer field activities, Proctor Elec- 
tric Co., according to an announcement 
by Walter M. Schwartz, Jr., president. 
Formerly assistant general sales man- 
ager, Mr. Tiers has been affiliated 
with the company since 1934. 

Mr. Schwartz also made known the 
Promotion of Carl W. McLaughlin to 
general manager of the blanket divi- 
sion. Formerly divisional sales man- 
ager, Mr. McLaughlin will be in 
charge of all activities on electric 
blankets, 
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Estate Stove Co. 





F. A. DEININGER 


Frederic A. Deininger was recently 
appointed eastern division manager, 
Estate Stove Co., Hamilton, Ohio, 
according to an announcement by 
Gordon P. Hentz, general sales man- 
ager. Affiliated with the firm since 
1925, Mr. Deininger will supervise 
the district representatives’ activities 
in New England, eastern New York, 
eastern Pennsylvania and the Atlantic 
seaboard as far south as North 
Carolina. 


Nat. Pressure Cooker Co. 


Sydney J. Mass recently resigned 
as director of advertising and sales 
promotion, Natl. Pressure Cooker Co., 
Eau Claire, Wis., it has been an- 
nounced by Morton B. Phillips, vice- 
president. Mr. Mass has returned to 
business interests in the advertising 
field in Philadelphia. 


Frigidaire Div., 
General Motors Corp. 





B. W. ALVEY 


B. W. Alvey was recently appointed 
supervisor, water heater sales, Frig- 
idaire Div., General Motors Corp., it 
has been announced by C. J. Prashaw, 
manager, range and water heater sales. 
Directly connected with electric water 
heater selling for 20 years, Mr. Alvey 
joined Frigidaire as range and water 
heater sales representative in 1945. 


Westinghouse Electric Corp. 


H. B. Fay has been appointed mer- 
chandise manager, laundry equipment 
department, appliance division, West- 
inghouse Electric Corp., according to 
an announcement by T. J. Newcomb, 
sales manager. As successor to R. J. 
Sargent who was recently made man- 
ager of the department, Mr. Fay will 
direct the department’s sales activities 
throughout the country. 
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Easier, Faster, Safer 





| ,.. the CEMCO way 


| A Cemco hydraulic tailgate raises or lowers heavy appliances 
(up to one ton) between truck bed and ground level. Load 
can be stopped at any point on way up or down... fewer 
delays, fewer backaches, less damage to merchandise. 


Write for complete specifications! 








MR. DEALER: 


Sensation’s Low Cost Electric 
Mower is a Sure Profit Builder 





The tremendous market for power mowers has scarcely been touched. 
We designed our Model B-17-E electric to bring power mowers within 
the reach of your big market—the city home owner with the 50 or 
60-foot lot. The B-17-E is every inch quality built. It cuts grass faster 


. . . eliminates raking . . . reduces hand trimming. It’s easy to dem- 
onstrate, easy to sell. Let me send you my message on spring and 


summer profits today. W. H. PHELPS 


President 


BABVAVVF SFB VV BW BBB BWBVBBeBBBBBeseessesassaaay 
W. H. PHELPS, President, 

Sensation Mower, Inc., 

Box EM 549, Ralston, Nebraska. 

| would like details on how we can increase sales and profits with 


Sensation gasoline and electric mowers. Please send me your folder 
on Spring and Summer Profits. 


» 





SEND 
COUPON 
TODAY 














For Sensation’s NAME_ 
Spring and Sum- 
mer Profit Mes- FIRM 
sage. 
ADDRESS. 
CITY. STATE 
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This centrifugal starting 


switch from a Hoover 
Motor has oversize con- 


tacts made from pure silver. 








CONTACT! 


Dependable and long-lived, this starting 





switch typifies the engineered efficiency 
that makes Hoover Motors run smooth, 
quiet and cool—even in continuous op- 
eration on the toughest job. 


But then, everyone naturally expects a 
rugged, reliable motor from the company 
that has built more than 8 million of the 
world-famous Hoover Cleaners. 


National advertising is telling more and 
more people every day how Hoover Motors 
are better for home workshops, garages 
and farms. You'll be asked for them. So if 
you don’t already stock Hoover Motors, 
write us today for full details. 


HOOVER 
MOTOR 


Made in capacities of 4 to 1% H.Ff 


Product of Kingston-Conle 


Tne Hoover Company, North ‘ 
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WITH THE HOME ECONOMISTS 











THE STAGE WAS SET with appropriate appliances for the talk of the evening. 
Miss Marguerite Fenner here introduces the subject of laundry appliances. Attend- 
ance varied between 200 and 250 about one half were teachers of home economics. 


Teachers and prospective teachers 
of home economics in the San Fran- 
cisco bay area are now being given 
an opportunity to bring themselves up- 
to-date in the home applications of 
electricity through a 30-hour course 
sponsored by the home economics 
committee of the Pacific Coast Elec- 
trical Assn. in cooperation with the 
Northern California Electrical Bureau 
and the Adult Division of the San 
Francisco Schools. In-service credit 
for teachers and college credit at the 
University of San Francisco are al- 
lowed for completion of the course. 

The Institute was conceived as a 
means of making information on the 
latest in electrical living available to 
groups of persons who teach or in 
other ways impart information to con- 
sumers. Its range covers the entire 
subject of electricity in the home— 
what it is, how it is made, how it 
reaches the home and point of use; 
followed by studies and demonstra- 
tions of the latest appliances and 
equipment for living convenience and 
comfort. Specifically it was planned 
to be of interest to teachers, home 
economists in business, radio and news- 
paper women, architects, builders, con- 
tractors and interior designers, as well 
as persons in the electrical industry. 

For the benefit of teachers, the 
course was set up as a series of 15 
two-hour evening meetings, which 
meets the 30 hour requirement for in- 
service teacher credit. The San Fran- 
cisco school administration has ap- 
proved the project and credit is 
allowed for teachers from nearby com- 
munities within commuting distance. 


AFTER CLASS, both men and women crowded around the appliance exhibits. 


Electrical Living Institute In San Francisco 


The University of San Francisco has 
approved the course for two units of 
upper division college credit in educa- 
tion. There is no charge for partici- 
pants except for those taking the 
course for college credit, who must 
pay a registration fee of $6. 

To broaden the educational scope 
of this activity still more, equipment 
and appliances are exhibited on the 
stage and in the rear of the auditorium 
at meetings whenever a subject in- 
cludes many different types to serve 
a single household purpose. 

Programs at meetings are in the 
form of lectures and demonstrations, 
supported by educational literature 
packaged in manila envelopes and dis- 
tributed after meetings. More than 
one hundred pieces of such literature 
have been provided in quantity by 
manufacturing companies. Twenty-five 
speakers are scheduled to appear, rep- 
resenting manufacturer, distributor and 
utility companies, and the fields of 
radio, television and education. 

Attendance at classes has varied be- 
tween 200 and 250 persons, about one 
half of whom are teachers. Meetings 
which include demonstrations and 
equipment exhibits have been the most 
popular. Personal inspection of the 
equipment after the program and in- 
dividual questions from those taking 
the course have shown keen interest. 

Subjects include: Basic electricity, 
home wiring, baking utensils, table 
appliances, electric ranges, refriger- 
ators, home freezers, laundry planning, 
soaps and detergents, washers, dryers, 
preparation of clothes for ironing, 
ironing machines, hand irons, dish- 
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MODEL 
A-555 


AIR-FLO 


AUTOMATIC SHUTTER 
WEATHER-SEALED 





FRONT VIEW--CLOSED 


It Leads the Field 
In Features 


There is every reason why you should use 
AIR-FLO shutters on your jobs. New heavy 
reinforcement strip adds strength and long 
life to the louvers, assures quiet operation 

and p t lance, prevents rat- 
fling. Aluminum louvers open fully, per- 
mitting capacity fan operation. Deep 
shroud protects shutter from high winds. 
Tie-rod, brackets and bearings inside 
frame, not exposed to weather. Special 
finish resists corrosion. Many other fea- 
tures. Write for a catalog 42-A of 
the complete AIR-FLO line. 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Blvd. 
DETROIT 16, MICHIGAN 


























li // 4, elirium bomelh 


BX 














when cords 

or plugs 

fail in the pinch! 
For sure contact 
and durability, 
it's best 
to feature 





APPROVED BY UNDERWRITERS LABORATORIES 





A full line of Flexible 
Cords for the Repair and 
Service industry, 
obtainable through 
Jobbers and Distributors 








CORNISH WIRE COMPANY, 


15 Park Row 


New York ] 


N.Y 
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washers and waste disposal units, 
vacuum cleaners, water heaters, house 
heating, air conditioning, home light- 
ing, kitchen planning in home-making 
departments and in the home, radio 
and television. The course ends with 
a tour of the new Pacific Gas & Elec- 
tric Co.’s Station P in San Francisco. 
Marguerite Fenner, director of home 
economics of the Pacific Gas & Elec- 
tric Co, is the industry representative 
in charge of the course, which has 
been designated as current project 
of the home economics committee of 
the P. C. E. A., of which Miss Fenner 
serves as chairman. Similar institutes 
are being planned for Los Angeles and 
San Diego to be conducted next year. 


Women's Home Activities 
Analyzed by Madge Dilts 


MADGE DILTS 


Director, Hoover Home Institute 


On the assumption that to sell wo- 
men you must know their, habits 
Madge Dilts, director, Hoover Home 
Institute, just completed a study of 
the activities of the American house- 
keeper. 

Results of this study, together with 
some basic cleaning recipes, have been 
gathered into a 23-page booklet, which 
is a valuable aid to everyone concerned 
with selling electrical equipment and 
educating the public in its proper uses. 

Recipes include such basic formulas 
as how to prepare dust-absorbing dust 
cloths at home, how to make a good 
furniture polishing mixture, how to 
make your own paste wax, shampoo 
for upholstering furniture, soap jelly, 
wall paper cleaner, whiting soap paste, 
and how to make a solution for wash- 
ing varnished wood. 

In her study Miss Dilts analyzed 
housekeeping activities in 497 homes 
and found that 16.12 hours a week 
(31 percent of working time) are 
spent in the care of the house—that is 
in cleaning it—against 16.64 hours 
(32 percent) for food preparation, 
7.28 hours (14 percent) in dishwash- 
ing, 6.76 hours (13 percent) in care of 
clothing and household linens. 

She was able to break down daily 
housekeeping jobs to a total of eight, 
and the weekly housekeeping jobs add 
up to eighteen. There is an interesting 
time study of the distribution of home- 
making activities in the 497 farm 
homes studied, and Miss Dilts has 
worked out a daily housework plan 
of activities in which Monday still is 
the day for clothes washing, Tuesday 
for ironing, Friday the day to market, 
and Saturday the day to prepare most 
of the food to be eaten Sunday. 
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72 YEARS OF WASHER MANUFACTURING EXPERIENCE 








SERVICE-FREE 
OPERATION 


wOSs 


Time TESTED 
SINCE —- 


wv, sueee 


VOSS BROS. MFG. CO. 


Davenport, lowa 













“Slingabouts 


SAVE US TIME 
AND TROUBLE” 


says Mort Farr 


“It only takes seconds to slip on a Sling- 
about to assure safe, damage-free appliance 
delivery’, says this leading Philadelphia appli- 
ance dealer. 

Slingabouts can do this for you. Heavily 
padded canvas jacket cushions appliances. Thick 
layers of cotton padding with soft flannel lining 
protect mirror finishes. Sturdy sling enables safe 
maneuvering through narrow doors and halls. 

Slingabouts are made for all major makes of 
appliances listed on coupon below. 

















r 1 

| WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. | 

Send Slingabout prices for model # : 

| make Refrigerators | 

eee Radio | 

Check {Range ] 

Ss E N D | Address Appliance }Washer | 
| _ 

T @) D A Y | City State (please specify) 

| aa 

5 











EASIER SALES and MORE PROFITS 
WITH NATIONALLY ADVERTISED 


The Wonder-Working Household Floor Conditioner 
That Gives The Smart LOOK To All Kinds of Floors 





DEALER SALES HELPS 




















This Popular HOUSEHOLD 
FLOOR MACHINE 
@ Polishes @ Buffs @ Waxes @ Scrubs 


@ Dry Cleans @ Refinishes @ Sands 
and @ Preserves all types of floors 









This beautiful, modern, light- 
weight, trouble-free, and easy to 
operate twin-brush machine will 
glide over any floor close to base- 
boards and under furniture... 
styled for beauty, en- 
gineered for perform- 
ance. 




























A simple change to 




















snap-on side handles The first 
and the General T-12 All-Purpose 
will easily polish i 
kitchen cabinets, wood HOME FLOOR STEAM IRON ON DISPLAY, for demonstration. Rival Mfg. Co. announces . this 
panels, flat furniture CONDITIONER tabletop, 30” by 24”, natural finished wood stand, with drawer for booklets, materials, 


and your car. etc. Three Steam-O-Matic irons displayed 


We recommend our new streamlined model K-12 medium size single brush machine 
for both light and heavy duty floor maintenance in small institutions, stores, pro- 
fessional offices and for rental purposes. Write for illustrated folders on the T-12, 

phe = our Heavy Duty Industrial models in 14”, 16”, 18”, 22” brush 
iameters. 


GENERAL FLOORCRAFT, INC. 333, Arem.o*,tte mae 


. ¥. 
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No getting away from it... 


ATTIC AND WINDOW FAN DISPLAY, offered dealers on cooperative basis 
by Hunter Fan & Ventilating Co., Memphis, Ten. Mounted exactly as installed in 
home, window fan also provides cooling unit. 


dealers like to carry the 
Videola line. Bigger dealer dis- 
counts—and how! Tie-in deals 
—absolutely none! And sales— 
well, Videola features help the 
dealer sell. Their low prices. 


Complete 91 and 135 sq. in. 
home television line 


FEATURING THESE 


VIDEOLA ADVANTAGES: 


advanced engineering, superior 


® EXCLUSIVE PLAKRON COM- 
PENSATOR in advanced circuit performance and beautiful 
Ree design for life-like reproduction. cabinets are real customer 
ee @ EYE-LIGHT PANEL . . . les- 
sens eye-fatigue. “stoppers”! 


229 


® AUTOMATIC LOCK-IN SYN- 
CHRONIZER for pictures that 
snap into place. 

® AUTOMATIC GAIN CONTROL 
. « « pleture always at right 
level. 

® INTERMODULATION SYSTEM 
synchronizes sound—eliminates 


Write to Dept. B for the new 
brochure of our complete line. 


drift. DISTRIBUTORS: Some _terri- 
@® FUSED CIRCUITS for greater 
safety. tories still open. Write or wire 


® Manufactured 
License. 


under RCA 


WEST 28th STREET . 
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HOME DEMONSTRATION right in the store is possible with this vacuum cleaner 


display available to General Electric retailers. 


Includes rug, venetian blind, drape, 


stoir carpet, grill work, radiator, lamp shade and model upholstered chair. , 
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KES WATER SOFTER THAN RAIN 
cianeneee « Meipe Water 0 Ramee 
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mens CALGON 


| INC. Fa 





Leading manufacturers 
of clothes-washing 
machines recommend 


’ 
Kk 


calgon 


BENDIX 
WESTINGHOUSE 
JACOBS LAUNDERALL 
BLACKSTONE 
GENERAL ELECTRIC 
APEX WASH-A-MATIC 
NORGE 
THOR 
HOTPOINT 
WHIRLPOOL 


Leading textile manufactur- 
ers also recommend CAL- 
GON in their washing 
instructions. 


Calgon creates a new way 
to wash. 


Calgon added to hard or 
soft water, with soap or 
synthetic detergent, pre- 
vents washing film .. . ac- 
tually removes previously 
formed washing film. As a 
result, Calgon improves the 
performance of any wash- 
ing machine . . . increases 
customer satisfaction . 
boosts sales . . . reduces 
service calls. It keeps the 
washer sold. 


That’s why manufactur- 
ers of modern laundering 
machines have always rec- 
ommended it. 


Calgon has been used suc- 
cessfully for many years in 
all types of clothes washers 
under various water condi- 
tions. Its market is enor- 
mous .. . its turnover is 
rapid ... its ability to build 
repeat business is phenom- 
enal. Recommend Calgon 
... Sell it... to your cus- 
tomers. Write for literature. 


*T. M. Reg. U.S. Pat. Off. 


CALGON, INC. 


Hagan Building, Pittsburgh, Pa. 
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NEW LITERATURE 

















Cordley & Hayes 


“Cold Facts on Cool Water” is the 
title of a booklet published recently 
by Cordley & Hayes. Following an 
introduction outlining workers needs 
for proper drinking water, is a descrip- 


tion of how Cordley water coolers | 


are made and what type of cooler to 
choose for different needs. 


Cutler-Hammer, Inc. 


Cutler-Hammer’s Pyroflex unit for 
electric ranges is described in a re- 
cently published book for both electric 
range manufacturers and range users. 
Called “For the Ultimate in Electric 
Cooking” the booklet outlines the ad- 
vantages of the surface unit, supplies 
a cookery chart shows wattages ob- 
tained and a selection chart listing 
ranges in which Pyroflex can be in- 
stalled. Free copies may be had by 
writing the company at 231N. 12th 
7, Milwaukee 1, Wis. 


Emerson Electric Mfg. Co. 


A new Emerson-Electric Master 
Fan Catalog, illustrating in color and 
describing in detail their complete line 
of 1949 fans, is offered by The Emer- 





son Electric Mfg. Co., St. Louis 21, | 


Mo. 


General Electric Co. 


A new educational type movie, “The 
Light in Your Life”, is sponsored by 
General Electric Lamp Dept., Nela 
Park, Cleveland, O. The new 16-mm 
movie employs the latest tricks in 
photography and animation to tell its 
story about lamps and lighting. 


Gibson Refrigerator Co. 


The Gibson Refrigerator Co. of 
Greenville, Mich. announces that it 
has created for the use of its dealers 
a series of thirteen 35 mm. playlets, 
portraying and demonstrating the ad- 
vantages of their refrigerators, ranges 
and home freezers. 


Hamilton Beach Co. 


A new folder by Hamilton Beach 
Co., Racine, Wis., is available to 
dealers. It features the Hamilton 
Beach No. 14 “Champion” vacuum 
cleaner, lists prices and describes their 
deluxe floor-to-ceiling attachments. 


NARDA Guide Co. 


The 1949 official NARDA Trade- 
in Guide is in its second printing. 
Two hundred additional listings make 
a total of over 2800 listings of re- 
frigerators, ranges, vacuum cleaners 
and washers. The price is still $5 a 
copy, from NARDA Guide Co., 20 N. 
Carroll St., Madison 3, Wis. 


Philco Corp. 


A yearbook which contains serv- 
icing information on Philco 1946 and 
1947 home radios and radio-phono- 
graphs has been published and is now 
available to dealers and independent 
servicemen. It provides in one vol- 
ume information previously contained 
in separate radio manuals together 
with many additions. 
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3 Easy Steps 
3 — FOR DELIVERING 


WITH A 


Model 229 M/W HAND TRUCK 


Price Only § 4p 
MS OWith 12” Pneu- 
matic Tires and 
2 Web Straps. 
(F. O. B. Wash- 
ington, Mo.) 


STRAP IT ON 


] Strap the Refrigera- 

tor, Range, Home 
Freezer, Water Heater 
or other appliance to 
the M/W Truck. 


2 ae it on your de- 
ivery truck. Note  ..2.. 
how the sweeping axle LOAD IT UP 


hangers facilitate loading and unloading. 


3 Yes, it’s easy to take a heavy appliance up long 

stairs with the M/W Truck. Soft 12” tires 
permit moving loads over linoleum and carpets with- 
out damage. 


APPLIANCE TRUCK, ORDER DIRECT FROM FACTORY. , 
— i WHEEL IT IN 


MANUFACTURED BY 


MOELLENBROCK & WILKE 





WASHINGTON, MO. 











““WE NEVER DIE— 
EVERLASTING IS OUR WORD FOR IT” 


After many years of service, simply remove motor, call any motor dealer 

in the 48 states and say (‘Kindly send us a standard replacement motor 

for our fan’’). Simple as all that. Or you can wire us and receive a replace- 

ment within 48 hours. (Need you ask for more.) All our fans are equipped 

with standard motors and will interchange with any of the 20 leading 
electric motor manufacturers in the country. 


VENTILATING EQUIPMENT 





Direct Motor Driven, Round 
Frame, Exhaust Fans. Mfd. in 
sizes from 12” to 30” 


Direct Motor Driven, Square 
Frame, Exhaust Fans. Mfd. in 
sizes from 12” to 30”. 


~ 





1 Evh + Aut +i 


Belt Driven Industri 
Fans and Attic Fans. Mfd. in 
sizes from 24” to 48”. 


SEND FOR COMPLETE CATALOGUE 





Shutt Mfd. in 
sizes from 8” to 48”. 





tises from 16° to 30". Also in CITY FAN & BLOWER MFG. CO. 
Vell Mocnt end Lew Pedestel 143-145 MULBERRY ST. NEWARK, N. J. 
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TELEVISION retainers: 


End “Fixed” Antenna Troubles with 


alliance 


TENNA* ROTOR 





* Give your customers 





**peak’’ pictures! 


* Cut down on your 


service complaints! 


Alliance Tenna-Rotor gives positive, instant rotation to TV or FM 
antenna. It gets clearer pictures — reduces interference from 
*ghosts'’— overcomes daily changes from weather and outside 
disturbances. Tenna-Rotor is quick and easy to install —fits all 
standard antenna— works in any weather —simple fingertip control 
at set rotates antenna in a complete circle and locks it at the 


point of peak reception. 


Tenna-Rotor imparts greater directivity — widens selectivity and 


range, improves reception! Complete assembly 
with sturdy, electric rotor unit and control case 
weighs only 12 lbs.—is individually boxed —re- 
tails $39.95. {Slightly higher West of the Rockies). 


For top television performance, make Tenna-Rotor 
your No. 1 accessory. Order from your jobber—NOW! 





Be sure to ask for Alliance Tenna-Rotor 4-Conductor Cable 


alliance motors 


ALLIANCE MANUFACTURING COMPANY ~» 
Export Department: 401 Broadway, New York, N. ¥. U.S. A. 


ALLIANCE, OHIO 











A money maker for YOU 


Order 
your 
1949 
copies 
today! 


Official NARDA 
Trade-in Guide 


Four Guides in One 








Covers refrigerators, electric ranges, vacuum 
cleaners and washers. Trade-ins will be a 
big factor in your 1949 business. With the 
official NARDA Trade-in Guide you can meet 
trade-in problems with confidence and profit. 
Order now, get your copy at once. 


1 to 5 copies $5.00 each 
6 to 25 copies $4.00 each 





Please send me at once ...... guides 
séedus more data. 
Pn Seukbediddevuseddbceeweses evonkaad 
i? Shcdduunwbanédcheneiedy adnan white 
ae a ON cccnticss: 
Dept. EM-5 


NARDA GUIDE CO. 


20 N. Carroll St. Madison 3, Wis. 








| 
| 





HOME NEEDS A 


~ HOME CLIP 


® The Home Clip is a moderately 
priced electric clipper for all the fam- 
ily. It cuts hair as good as barber 
clippers. Anyone can use the Home 
| Clip with good results. Pays for itself 

in 15 haircuts. Operates on 115-volt, 
AC or DC current. Underwriters Lab- 
oratories approved. Guaranteed one 
year. Packed in attractive display box, 
the Home Clip is a ready sale—with 
good profit for you. 





If your jobber can’t supply you, 
write to: 





BELLE CITY APPLIANCE CO. 
1745 Flett Avenue. 
Dept. EM-1, RACINE, WISCONSIN 
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DISTRIBUTORS APPOINTED 








Admiral Corp. 


According to W. C. Johnson, vice- 
president in charge of sales for Ad- 
miral Corp., the following is a new 
distributor for the firm: 


D. F. McCormack & Co., 450 Ninth St., 
San Francisco, Calif. 


Altorfer Bros. Co. 


Newly appointed distributor for 
ABC washers and ironers, named by 
Altorfer Bros. Co., is: 


ad Bros. Co., Buffalo and Rochester, 
N. Y. 


Barlow & Seelig Mfg. Co. 


Reg. P. James, sales manager of 
Barlow & Seelig Mfg. Co., announces 
the following distributor appointment 
for Speed Queen washers: 


All-State Distributors, Inc., 30 Warren 
Place, Newark 2, N. J. 


Bendix Home Appliances, Inc. 


The following distributor appoint- 
ments have been announced by J. L. 
Armstrong, field sales manager for 
Bendix Home Appliances, Inc.: 
Appliance Distributors, Inc., Portland, Me. 
Hollander and Co., Inc., St. Louis, Mo. 
Faysan Distributors, Inc., Buffalo, N. Y. 


Camfield Mfg. Co. 


The Camfield Mfg. Co. has named 
the following as a factory representa- 
tive: 


C. L. Cole Co., Lexington, Mass. 


Gibson Refrigerator Co. 


New distributor for the Gibson Re- 
frigerator Co., according to J. L. John- 
son, general sales manager, is: 


B. H. Spinney Co., Inc., Syracuse, N. Y. 


The Hallicrafters Co. 


William J. Halligan, president of 
the Hallicrafters Co., has named the 
following new distributor: 


Earl S. Dietrich Co., Cleveland, O. 


Hamilton Mfg. Co. 


According to Chas. H. Rippe, sales 
director of the home appliance divi- 
sion, Hamilton Mfg. Co., the following 
is a new distributor for the Hamilton 
dryer: 


Igoe Bros. Inc., Newark, N. J. 


Horton Mfg. Co. 


S. B. Welch, distributor sales man- 
ager of the Horton Mfg. Co., an- 
nounces that a new distributor for his 
firm is: 


Farrar-Brown Co., 494 Forest Ave., Port- 
land, Me. 


International Harvester Co. 


A new distributor for the Interna- 
tional Harvester Co., announced by 
Lawrence Beville, eastern regional re- 
frigeration representative for the firm, 
is: 


Northern Ohio Appliances, Inc., 1609 E. 
21st St., Cleveland, O. 


MAY, 


Landers, Frary & Clark 


New distributors for the Universal 
line made by Landers, Frary & Clark 
are: 


Colen-Gruhn Co., Inc., 387 Fourth Ave., 
New York, N. Y. 

Golden Electric Co., 33 Elizabeth Ave., 
Newark, N. J. 


A. J. Lindemann & Hoverson Co. 


New distributors for the A. J. Lin- 
demann & Hoverson Co.’s ranges and 
water heaters are: 


Florida Radio and Appliance Co., Miami, 
F 


a. 
Dulaney’s, Oklahoma City, Okla. 
Callander-Lane, Columbus, O 
York Supply Co., Dayton, O. 


Noblitt-Sparks Industries, Inc. 


Gordon T. Ritter, director of sales, 
Arvin Div., Noblitt-Sparks Industries, 
Inc., announces the following new dis- 
tributors : 


Frank M. Brown Co., 12-16 Free St., 
Portland, Me. 

Marvins Distributing Corp., 316 Louisiana 
St., Houston, Tex. 


Raytheon Mfg. Co. 


New distributor for Raytheon-Bel- 
mont television receivers, announced 
by G. L. Hartman, general sales man- 
ager of Raytheon Mfg. Co.’s Belmont 
Div., is: 

Equipment Distributors, Inc., 594 New- 
bury St., Boston, Mass. 


Sightmaster Corp. 


New appointments for Sightmaster 
Corp., made known by Michael L. 
Kaplan, are: 


United Refrigeration Sales and Service, 
5865 Baum Blvd., Pittsburgh, Pa. 

Sightmaster Television of New Jersey, 17 
Academy St., Newark, N. J. 


Sunbeam Corp. 


A new distributor for the appliance 
line of the Sunbeam Corp. is: 


Raymond Rosen & Co., 32nd & Walnut 
Sts., Philadelphia 4, Pa. 


Sylvania Electric Products, Inc. 


New distributors for the Radio Di- 
vision of Sylvania Electric Products, 
Inc., according to H. H. Rainier, man- 
ager of distributor sales, are: 


Continental Sales Co., 195 Central Ave., 
Newark 4, N. J. 

Bell Radio Supply Co., 826 N. Broad Ave., 
New Orleans, La. 

Von-Hamm Young Co., Ltd., King and 
Bishop Sts., Honolulu, 3, Hawaii 


Tele-tone Radio Corp. 


New appointments as distributors 
for Tele-tone Radio Corp. have been 
announced by Morton Schwartz, gen- 
eral sales manager of the firm. They 
are: 


Conover Hardware Co., Kansas City, Mo. 

R. U. Lynch, Inc., 9 Federal St., Provi- 
dence, R. |. 

Goldberg Electric Products Co., 5 N. 13th 
St., Richmond, Va. 
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that HEIL 





WATER SYSTEMS we BETTER 


Buyers are getting more care- 
ful every day. To sell them a 
water system, you’ve got to 
prove to them why it’s better. 
Heil Aqua Flo Water Systems 
have better engineering, more 
eareful construction from 
more expensive materials. 
You can easily show why Heil 
systems are better. National 
advertising, distribution, and 
servicing make your selling 
job easier. You'll make more 
money if you start selling 
quality now—with HEIL. 





HEIL JET PUMP 


From 4 to 1 H.P. for 
wells to 120 feet. The 
turbine-type rotary 
seal, the alloy bronze 
forged impeller, the 
solid bronze venturi 
tube, and high capacity 
with high head make 
your selling job easy. 


SHALLOW WELL PUMP 
DEEP WELL PUMP 


A top quality m 
for depths to 300 fees. 
Sizes range from % to 
1 H.P. 15 outstanding 
features. Here’s the 
os endurance you've ¢ 





See Sepcho Me 5, 
vailable in and 
% H. sizes. “Lew 
speed and long stroke 
reduce wear and noise 
to a minimum. No 
leathers to wear or re- 
place—piston cup is 
neoprene! 





DISTRIBUTED NATIONALLY BY 
WESTINGHOUSE ELECTRIC 
SUPPLY CO. 


BUILT BY 


Tue HEIL co. 


MILWAUKEE 1, WISCONSIN 


| QualitysProducts for’ 49. Years” 


LEAGUE ACTIVITIES 








QEAMA Announces Radio 
Service, Delivery Plans 


Dealers who are members of the 
Queens Electrical Appliance Mer- 
chants Assn. Inc. can now avail them- 
selves of the association’s radio serv- 
ice, delivery and trucking, portable 
phonograph and television guarantee 
plans which have been developed by 
the group. 

According to Marino P. Jeantet, 
secretary, it is now possible for an 
association member to have at his 
disposal a service department that will 
either supplant or enlarge any re- 
tailer’s present radio service. Mr. 
Jeantet announced the following 
prices on repairs: midgets—$1.75, 
consoles except those with automatic 
phono changer—$2.25, AM-FM table 
models—$2.25; auto radios $2.75. 
These rates are for complete labor 
only and include a 90 day guarantee. 
However, parts are extra and may be 
replaced by the dealer or paid for at 
net cost. Pickup and delivery to the 
customer’s home can be arranged for 
$2.50. 

A QEAMA member may also use 
the special trucking service to pick up 
and deliver the following: refrig- 
erators—$3.25; washers—$2.25; elec- 
tric ranges—$3.25 ; and television con- 
soles $3.90. These rates insure all 
deliveries against damage and are 
good for Queens. Service to other 
areas is slightly higher. 

Members are also able to buy a 
two-tone portable phonograph at a net 
of 30 percent less than the regular 
dealer price. By placing orders 
through the association, the group 
member can save over $4.00. 

QEAMA retailers can now pur- 
chase a Television Service Guarantee 
Form which will help establish in the 
consumer’s mind that he has done 
business with a reputable company. 


Inland Empire League 
Forms Distress Boards 


The Inland Empire Electrical Deal- 
ers Assn. has created distress boards 
in its various chapters to help dealers 
in financial difficulties from over- 
stocked merchandise, according to a 
recent announcement. Composed of 
experienced dealers, the boards will 
invite any retailer who finds himself 
in trouble to a meeting where his 
problem may be presented in confi- 
dence. The board hearing the case 
will then offer suggestions on solving 
the difficulty based on the experience 
of those who have survived hard times 
in the past. 

The distress boards will operate 
with the wholesalers involved to make 
practical arrangements to relieve the 
overstocked dealer of sufficient 
amounts of his excess inventory to 
put him in a tenable position again. 
In case the wholesalers can’t give the 
needed help, the boards will work 
with other dealers of the same fran- 
chised lines to accomplish the same 
purpose. 

It was also made known that the 
association, with the assistance of the 
Washington Water Power Co. and 
the Spokane Trade School, had re- 
cently sponsored a salesmen’s insti- 
tute using the Edison Electric course. 
The study was condensed into two 
and one half days to allow out-of- 
town people to complete the course in 
one trip. 
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First TRUCK 
LOADER 


CUTS DELIVERY COSTS 50% 














First in sales—Thousands in use. 
First in field proving—On the market 

years. First in simplicity—75% fewer working parts. 
First in features—More advantages to the user. See below®. 
rite for literature and prices. 













*“LIFT GATE” rests on | *Loads from all sides at | ,,»On-SiOPInB—— Sines 
round. No protrusions {ali levels with “Quick | Level-list’' to avoi 
S prevent con loading. | Detachable” Ramp. loads rolling or toppling 




















Close “Gate” easily with] *Safety Latch locks up. | “Lower “Point of Lever- 
one hand. No power “Ls GATE” cannot }@ge"’ gives more power 
needed. be lowered accidentally. ~ less working 


NTHONY CO., Dept.927, STREATOR, ILL 

































Neat from the customer’s side! User has 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 
replacement. Each section has its | 
place, cannot slide. To change sheets, 
you handle only 1 section; section 
- instantly removed and instantly 
replaced. Order additional sections - 
as your needs demand. 























Save Time, Temper, Money! 

Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 
delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each section stays 
in place, yet is removed or replaced instantly. 
Remove any single section for page replacement 
without disturbing the balance of the whole set. ‘ 
EVER READY is lifetime built, handsome. Tens A. Open Section 8. Replace sheet, 
of thousands in use. Order yours today! close section C. Replace section 

OT ee ee eee ee ee 


ORDER TODAY! ALL SHIPMENTS EXPRESS , 


Geneva Mfg. Co.; 420 Stevens St., Geneva, lil. i 
Gentlemen: Please ship me: 





wo--No. 12 EVER READY Holder. 15 in, wide, Company.........-.....--ece-nee as seceeees | 
12% in. deep, 5% in. tilt. Sturdy steel, i 
dork green baked enamel. Capacity, 12sec- py. of 
Sa Vows ee § 
eoe-Ne. 24, like No. 12. With wings and 2 
sections. 29 in. “See in. deep. Capac- Address .........-------0-------2eseeeeeenes : 
ity, 24 sections. $8.50 Eo. 
.-..Add’l Sections, $1.00£o. iY --errornevevevoncneonee Siete. neniesenes 5 


NOTE: Check Kalamazoo 4-post (, Ring Binder 3-post 0 


i 
MONEY BACK GUARANTEE! & 
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TOOL KITS Menchel Quits Appliance IRONER 


More than craftsman’s or handyman’s tools, | Position At Wanamaker’s 
its are becoming basic “home ap- . 
Oiences” that make te tasks Ma Myron Menchel recently resigned as 
and faster. They have a broad sales appeal | buyer of major appliances and house- 
because every home has holes to drill, things | wares, John Wanamaker, New York, 
to fix, build or put up; things to polish, sand N. Y. He had been affiliated with the 
or sharpen. Each one sold brings in others, firm since August 1948. John Saul, 
starts a new housekeeping custom. buyer of radios, television and records, 
Display and talk up SpeedWay Kits to has succeeded Mr. Menchel as major 
open a new field of profit. appliance buyer in addition to his 
present duties. He joined the firm in 
April 1948. 













































Write for Catalog. 


These widely advertised kits come in 
blue leatherette covered cases. 
(Top) No. 69-K Kit, drills (steel or wood), 
sands and polishes. 
(Lower Left) Combo Kit, (2 electric tools 


and accessories). Drills, grinds, sands 
and polishes. 








Bergner Store Features 
Kitchen At Peoria Show 


nay” ss A COMPLETE IRONER 
. A. Bergner, Peoria, IIl., recently | . 
featured a complete working Hotpoint for ONLY $69.95 List 


kitchen of matched 1949 appliances 
(Lower Right) GA Kit, Electric | which were later given away as prizes 
Hand Grinder with 16 mounted at the second annual Peoria Home 
tools. Show, it has been announced. Spon- 
sored by the local Junior Chamber of 

| Commerce, the show attracted about 
40,000 during its one week run. The 
kitchen, which was donated by the 
store, included an automatic push- 
button range, automatic dishwasher, 


ton range, automatic ; A TABLE MODEL 

garbage disposal, refrigerator an 

cidheds cabinets. Cooking schools | T0 PROMOTE WITH 
1d strati y ducted b 

Hayomt nccorratae vines || WASHERS $49.95 


and local distributor. 

EMPIRE APPLIANCE 
é Barker Bros. Unit Opens COMPANY 
SPEEDWAY MFG. CO. 1851 S. 52nd AVE. CICERO, ILL. asscceiiy ne teapeliaialienaed SG8 Seaton Geatennel 


In a joint promotion with Hoffman Long Island City, 1, N. Y. 
ales — se. a : Radio Corp., Los Angeles, the Van 
2 ES Nuys, Calif., store of Barker Bros., 
recently opened a radio department 
which demonstrates Hoffman tele- 
vision equipment. Similar depart- 


ments and promotions are being 
| | | = ff planned in other Barker Bros. stores 
od 


in southern California. The manu- 
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bles, insulated 


. from stock or to specifications. 


NEW CATALOG: Sita"*Watc et your tee coy today 


o buy what you 


facturer is supplying a factory tech- 
nician to conduct the project in each 
branch. 


Phd & Tita 


ORR Kit! Aan” Ah. 





Appliance Company Ends 
Lease At Broadway Stores 


. cord sets, ca 


Here’s the extra oomph to pep up sales! 
Spot a gleaming white, Glass on Steel 








Ready to serve YOU 


We have just moved to our own new and larger building. 
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Vacuum Coffee Maker on top a display | Ralph Stowers Inc., Los Angeles, fi Pi ec 
range and watch lookers buy. A natural | which has leased the major appliance iS 3° a 
for greater store traffic, added profits. departments at the four Broadway S33 = 
. of . Department Store Inc. units since the S oe a. 
MEMCO ware (16 opus stock pieces) is end of the war, recently terminated Li. att Ss 
pure white with black trim to match range the lease by mutual consent with the zee be 
and refrigerators. Coffee Maker retails store. The agreement had been on a 3 <> . 
at $5.95 — the 15-purpose Gift Set below year-to-year basis. e: 825 } - 
at $9.90. s em 5 > 
Profit - conscious dealers everywhere are Christensen Joins Store O62: 
° ee ” > e 
saying, “MEMCO for ME”. Here’s why: In Baltimore As Buyer = 
e@ the only Glass on Steel utensils con- Pa co 
sistently advertised in leading women’s S. A. Christensen recently became o N 
magazines. affiliated with Brager-Eisenberg, Inc., ail s : 
® permanently branded for easy consumer Baltimore, Md., and will include eee 4 
recognition and re-order. appliances, television and radio in his Ses 
@ point-of-sale displays and mewspaper buying duties,. according to an an- 2s Ss > 
mat service. . ; ; so Tt SS a 
ked i ee li fis nouncement. Associated with Ed- sia 
@ packed in minimum quantities for better wards Co. Buffalo, N. Y. for 10 Sd 3 a. 
mnvenseey contend. | years, Mr Christensen succeeds Ed- aa 5 
Get full details. Write MEMCO. . . Desk EM, sears, SS. ; © ” 
: : mund M. Krieger, resigned. 
West Lafayette, Ohio. O oO eI 
y: - G Havens Manages Radio, WY c 
“oad id . . — 
= yy Appliances For Basic i. a 
. r Bert Havens was recently appointed nY =a 
to head the radio and appliance dept., Q Ss =) 
Basic Department Store, Henderson, w es Zs = 
Nev., according to an announcement. O 2ss 5 
Mr. Havens was formerly chief of the —-srs 
Henderson Bureau of the Boulder City Ueee & 

















News. 
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gts Lreld 
BAROMETRIC DRAFT CONTROLS 


FOR THE FINEST 


STOVES * RANGES ¢ WATER HEATERS 


For Automatic 
Heating Units 


freld 
TYPE ‘‘M”’ 


FIELD Type “M” Controls serve you two 
ways: First. as standard equipment on most 
automatic heating equipment, they help as- 
gure greater customer satisfaction through 
precisely accurate control of drafts. Second, 
the Barochek model offers an opportunity for 
rofitable sales to hand-fired homes, offering 
uel savings up to 25%. greater safety, long- 
er furnace life, more even heat. 





For Water Heaters For Stoves & Ranges 





FIELD RNA-W FIELD RAA 
6” tee for 6” outlets. 6” and 6-7” tees for 
26 gauge steel! 6” and 6-7" outlets. 
throughout. Pre-set For horizontal or 
at factory. 2 diam- vertical install allation. 








with cover at top. medium or low dr 
WRITE for comblete information 


LE¥al kel BAROMETRIC 
DRAFT CONTROLS 


FIELD CONTROL DIVISION 
H.D. CONKEY & COMPANY MENDOTA, ILL 













Experienced Sewing 
Machine Dealers 






FOR THE NEW NATIONALLY 
ADVERTISED “SEW-GEM" 


Rotary Electric Sewing Machine 


If you are looking for something new with 
big sales and profit potentials, it will pay you 
to investigate the newest of electric sewing 
machines. 


A hungry market is now waiting for this product. 
Territories are still open in many sections of the 
country and will be allotted on a first come first 
choice basis. 


Here is an excellent opportunity to get'in on 
the ground floor and enjoy fast sales and nice 
profits. If interested, write us at once for com- 
plete details. Alll inquiries will be held in strict 
confidence. 


4{ uy 


POPULAR 
MODELS 
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eter lighter opening Adjustable to drat 








HAVE YOU HEARD... 





EYES ON THE ROAD 


The New York State Legislature 
recently passed the Van Cleef bill con- 
cerning television sets in automobiles. 
The act reads as follows: “It shall be 
unlawful to operate upon any public 
highway in this state a motor vehicle 
which is equipped with a television re- 
ceiving set. This shall take effect July 
Ist 1949,” 

Meanwhile, a leading manufacturer 
of television and mobile communica- 
tion equipment announced that al- 
though it was firmly opposed to the 
installation of automobile television 
sets which can be seen by the driver, 
it is recommending sets for rear-seat 
passengers only And, “in the not-too- 
distant future”, a company spokesman 
predicted, “rear-seat passengers will be 
enjoying their favorite television pro- 
grams while riding across the coun- 


AW, GO HOME! 


A series of advertisements in the 
form of public notices recently ran in 
a Pennsylvania newspaper something 
like this. 

MABEL, come home. All is for- 
given. HARRY. 

AM never coming home. Not as 
long as you won’t give me the things 
I want. MABEL. 











MABEL, please come home. Any- | 
thing your heart desires is yours for | 


the asking. HARRY. 

HARRY: Not until you promise to 
buy me what you were so stubborn 
about. MABS. 

MABS dear, you were right! I 
have had your Youngstown dream 
kitchen complete with an International- 
Harvester freezer installed by Ed 


Stem, the dealer out on Germantown | 


Pike. Love, HARRY. 

I congratulate MABEL & HARRY 
upon their reunion and wish them great 
happiness for years to come with their 
Youngstown kitchen and economical 
living with the International-Harvester 
freezer. ED STEM. 


Never Do This 





DANGER of placing clothes treated with 
inflammable cleaners into an electric 
clothes dryer is pictorially emphasized by 
remains of a dryer so used in Santa 
Maria, Calif. A woman soaked woolens 
in a tub of gasoline and placed them in 
the dryer. Fortunately, she was at the 
door of the room when the explosion took 
place. As a climax, she tried to put out 
the 200-volt electric fire that followed 
with a garden hose but was not electro- 
cuted. 
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TOMORROW'S WINDOW FAN HERE TODAY! 


The Finest Made @ It’s Silent @ Cooling © 
Built Sturdy and Attractive 


Look at the patented off-set whisper-quiet 
fan blade © 3 speed motor, rubber mounted. 
Adjustable fill-in panels to fit window. Fan is 
only 6% in. deep. Available in 3 models: 
Model W-20 2250, 3300, 5500 C.F.M. 


WORLD’S LEADING EVAPORATIVE iene COOLER 


@ Reduces temperature 10 to 18 degrees. 

@ Install in approximately 10 minutes. (Merely set in 
window and plug in) 

@ No water connections required. 

@ Has recirculating pump. 

@ Available in 3 sizes: 1700, 2300, 3500 C.F.M. 

@ 3 speed control. 


Order NOW For Bigger Profits and 





=— —_—__—_——_ 
ee ' 





P be 





, RI 
Bigger Sales © Get Your Season's . tree Ms toed 
Requirements, NOW. A’ Few Territories Stil 
pen 
Over 15,000 In Use Today To Dealers: 


Write For Literature 
and Prices * A Near- 


NATIONAL ENGINEERING & MFG. CO. [2sonveute 


523 WYANDOTTE .. . . . . . KANSAS CITY, MO. 

















MR. DEALER: 


Here’s a Sensation Built for the Man who 
thinks He can’t afford a Power Mower 









ADJUSTA-HI-CUT ... 


An exclusive feature on every 
Sensation gasoline power mower. 
It enables the operator to adjust 
the cutting height in two min- 
ute’s time. 


NON-BREAKABLE BLADE 


The market for power mowers is tremendous. Power mowers 
offer the dealer the same potential opportunity that electric 
refrigerators did 20 years ago. We designed the low-cost Model 


17-G to help dealers make headway on power mower profits. 
Like all Sensations, Model 17-G is easy to demonstrate, easy to 


sell. Let me send you my message on spring and summer profit 


opportunities. W. H. PHELPS 


President 


sTSSSVSVesVsesesssVssesssssssssessessessessessesesesy 























¢ W. H. PHELPS, President, ‘ 
¢ Sensation Mower, Inc a 
SEND ¢ Box EM 549, Ralston, “Nebraska. r 
§ 1 would like details on how we can increase sales and profits with . 
C 0 U PON § Sensation gasoline and electric mowers. Please send me your folder y 
TO DAY . on Spring and Summer Profits. ’ 
, ‘ 
For Sensation’s ¢ NAME ¢ 
Spring and Sum- . , 
mer Profit Mes- ¢ FIRM e 
sage. ’ & 
¢ ADDRESS. . 
s 
Se  , aes a STATE ‘ 
Camm mesmmeemn*® AT BABBRBRR EEE caveete<cs Sue 
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THE SKYLINE SAYS ‘“‘New York’”’ 


DISTINCTION SAYS 
“This Store is a Leader” 


To be recognized as out of the ordinary a store 
must feature outstanding merchandise. That's why 
Revere Clocks play an important part in achiev- 
ing and maintaining store leadership. Authentic 
Westminster Chimes, distinguished designs, sur- 
passing craftsmanship emphasize those qualities 
of “difference which attract the most worth- 
while patronage. 


Kewre cuss 
ww (oh. 


THE REVERE CLOCK CO., CINCINNATI 6, OHIO 


NEW YORK OFFICE: 37 West 47th Street 
CHICAGO SHC 1422 handise Mart 
















The GIRARD is the 
distinguished floor 
clock illustrated. 
Westminster Chimes 
in Symphony Chime- 
tone Rods. 744%,” 
high. Retails for only 
$295 plus tox. 


The mantel clock is 
the R-947. Brilliantly 
designed, moderate 
in price. With West- 
minster Chimes it re- 
tails for $45 plus tax. 


SEND FOR CATALOG SHOWING ALL MODELS © West Coast Prices slightly higher 


LETTER 
TO THE EDITOR 



























MR. DEALER: 
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STEEL 
KITCHEN CABINET 
INSTITUTE } 


COPYaeHTE® 1040 








When you see this seal on a kitchen cabinet it means 
that the cabinet has successfully passed 21 different 


tests. It's good insurance for the dealer and makes his 
selling easier to the hard-to-please customers. 


. Write for a copy of bulletin Number £E-5 


= STEEL KITCHEN GABINET INSTITUTE 


140 PUBLIC SQUARE « CLEVELAND 14, OHIO 
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The Discount Racket 
To the Editor: 


At a recent meeting of local radio 
and appliances dealers, we specifically 
discussed a problem that is rapidly 
undermining the entire structure of 
the appliance business. 

We are referring to the practice of 
industrial and discount selling that is 
now very prevalent in the Chicago 
area. 


Distributors Shrugs 


We know that our distributor is 
aware of these tactics and the cut 
price operators but claims he cannot 
prevent it for various reasons. 

This is not a new problem, but in 
the last month or so it has grown to 
such an extent that consumer buying 
is no longer based upon good service 
and preference buying, but solely on 
how much can they get in the way of 
a discount, which generally is 20% off 
of list. 

It is common knowledge in our area 
that, through local unions and factory 
credit unions, extremely large dis- 
counts are available to cut price oper- 
ators in Chicago. 


Discounts on Current Models 


These operators have circularized 
and issued “Catalogues” and “Cour- 
tesy Discount Cards” with current 
model merchandise shown and listed. 

If this practice is not stopped soon, 
you can rest assured that before very 
long we and a great many other insti- 
tutions that have faithfully cooperated 
with the manufacturer in the way of 
operating a business fairly, and with 
great expense equipped and maintained 
a store that offers service and con- 
venience to the public, will be forced 
to close operations. 


Who Supports the Industry? 


You know that the appliance busi- 
ness is dependent on dealers like our- 
selves and not upon a minority who 
do not sell the product but are inter- 
ested only in volume selling and who 
have absolutely no consideration for 
the customer or the future of the appli- 
ance business. 

We have been in the radio and appli- 
ance business for several years with a 
large investment. 

Our future as well as the future of 
the retail appliance business is being 
jeopardized. 


Won't Fight Fire with Fire 


We are not crusading and certainly 
will not attempt to fight fire with fire 
by meeting prices with the discount 
houses, but we feel that the fault lies 
with the manufacturer and distributor 
in not cleaning up these discount 
houses. 


Sam Locasto, Partner, 

Amick Radio & Appliance Sales, 
456 State Street 

Hammond, Indiana 











Victory did not end the paper shortage. 
Need for waste paper is as great as 
ever. 


Why? Because supplies must still be 
shipped in paper to our occupation 
forces and liberated countries. For the 
Pacific area these take double and 
triple wrapping to withstand long sea 
voyages and tropical climates. 


Meanwhile, demand for domestic pack- 
aging paper comes from scores of re- 
converted industries. Jobs and ship- 
ments of new goods depend on paper, 
the essential protection of almost every- 


thing made in our factories. 


That's why you should designate one 
place as your Salvage Corner. Collect 
all your waste paper there before you 
bundle and turn it in. If you're in 
doubt about how to get it packaged up, 
call your local newspaper or Salvage 
Committee. 








Hoadquarters FOR 
ELECTRICAL CORD SETS 


“WRIST ACTION” CORD SET 


Wireless swivel plug 
turns, bends, swings, 
spins — eliminates all 
sord wear, 95% 
of all 



















display card free. 


RANGE CONNECTORS 


Finest quality cord and recepta- 
“cles, RN wae new flush range 

Underwriter’s Ap- 
Elim —— “220 volt, 50 


amperes. 
liminates costly electrical work 
in connecting ranges. 


your jobber or write direct 
for. full details and prices. 


DAVIS Mfg. Company 


DAVIS MFG. COMPANY 
PLANO 2, ILL. 


Gentlemen: Please send me information on 
(0 Cord Sets © Range Connectors 











CEPA, aie CRRA Ba it i. 
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‘LOOK for 
=) NEW LINES 
to increase sales ! 


WAHL offers new lines for new profits to 
appliance dealers. These products are grow- 
ing steadily in demand. Low in price, they’re 
backed by an unmatched guarantee and 
service policy. 







The New 
1949 


SOLID SMALL CLIPPER 
Powerful and full-size, yet light and easy to 
handle. Perfect for home use. Has the famous 
WAHL “feather touch.” 


WAHL 


Silent Hair Dryer 
Gives either hot or cold air. 
Fast and thorough .. . 
smooth-running and quiet. 
Light—easy 0 handle. 

List 


WAHL “Hand-E”’ 


Electric Vibrator 
Powerful and pene- 
watne—sives p pertest 


massage 
the hand.” Cox (at 
with four applicators. 





prey mye — We 


ir or re- 
hy dl aan char, re or 
one year, 
product which does not 
give perfect satisfaction. 


WRITE TODAY TO 
t. E M 49 FOR 

DEALER INFOR- 

MATION. 














And New .. . Intreducing 
MOVEMENT with LIGHTS 


Model “712” 


Roto-Sho 


ELECTRIC ae 


For Your 
Sales 
Producing 
Displays 





ODEL “712” ROTO-SHO’S two- 

way, built-in electric outlet, per- 
mits novel, self-contained lighting 
effects by means of sliding contacts, as 
well as operation of electric devices 
while the turntable revolves three 
times a minute—lights turn with table! 
There’s nothing like “712” to revolu- 
tionize your window trim and stop 
passersby dead in their tracks. Sturdy, 
steel construction, guaranteed, it car- 
ries up to 200 lbs. 18” diameter table. 
Allover height just 7”. A.C. only. 





solunine Goplays me 2S. 


© For 
DAY for ~ 
complete ROTO RODUCTS ta catalog 


GENERAL BIE AND STAMPING CO. 
Dept. 65, 267 Mott St. © New York 12, N. Y. 
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To Manufacturers of... 


APPLIANCES + RADIOS - TELEVISION 


Your advertisement in ELECTRICAL 
MERCHANDISING will. . . 


@ Announce new products to the largest number of retailers in the 


shortest time, at the lowest cost. 


®@ Acquire new dealers in “open territories” and improve the type of 


distribution in current markets. 


®@ Keep dealers sold on the line after they have signed up. 
®@ Increase dealers’ appreciation of the value of the franchise. 


®@ Get dealers and sales clerks to spend more time in selling the adver- 


tiser’s line. 


@ Educate the dealer on hew to sell a product. 
@ Help stimulate volume in off seasons. 


@ Show the trade how to sell-up . . . 


priced, higher-profit lines. 


@ Increase the effectiveness and use of point-of-sale literature and 


displays. 


@ Sell the soundness of a “house policy” and a company’s stability. 


turnover, etc. 


@ Support and augment the dealer contacts which are made by the 


advertiser’s own sales force. 


It pays to let... 


ELECTRICAL MERCHANDISING 


... tell your dealer story 


ABC * 330 West 42nd Street, New York 18, N.Y. * ABP 
A McGRAW-HILL PUBLICATION 





Get dealers to compare “lines” as to their relative completeness . . . 


selling-up by promoting higher- 











Foye) & 


HOTTEST IDEA A DEALER EVER HANDLED 


COOLTH is the new idea in air conditioning 


@ CoottH is usAIRco’s new. kind 
of pleasant, tempered air conditioning 
your customers get automatically with 
usAIRco refrigerated cooling units. 
Coo.LTH will mean greater comfort, 


better air conditioning to the millions 
who read usAIRco ads in the Satur- 
day Evening Post and Business Week. 
They’ll want the usAIRco units that 
make CooLtH automatic. 










Room Air 
Conditioners 
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THE MASS MARKET SALES PLAN 


TO HELP YOU SELL ’EM! 


No more half way selling, no more 
wishing for a bigger market. It’s 
here! usAIRco offers you the prod- 
ucts to sell to a huge Mass MARKET 

. and gives you the tested SALEs 
PLAN to reach that market. SEND FOR 
THE FREE PLAN Book! 


usAlRce 


UNITED STATES AIR CONDITIONING 
CORPORATION 
Como Avenve at 33rd St. S.E. 
Minneapolis 14, Minn. 









usAlRAca 
PRE-ENGINEERED 
Nes “PACKAGE” 
UNITS 


l 
1 
‘ NAME ! 
| 
! 
| 
' 








United States Air Conditioning Corp. 
3399 Como Ave. S.E., Minneapolis 14, Minn. 
Send my free copy of the Mass Market Plan 
Book. 





ADDRESS 
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SEARCHLIGHT SECTION 


CLASSIFIED 


ADVERTISING 


OPPORTUNITIES: SELLING .. . EMPLOYMENT . . . MERCHANDISE . . . BUSINESS 


RATES: 


$1.20 a line, minimum 4 lines. To figu 
advance payment, count 5 

as a line. POSITIONS WANTED 

part time salaried employment only) % 
the above rates payable in advance. 


BOX NUMBERS—Care of publication 
New York, Chicago or San Francisco 
Offices count as 1 line. 


DISCOUNT. of 10% if full payment is 
made in f4 inser- 
tions. 


DISPLAYED INDIVIDUAL 
with border rules for prominent 
of advertisements. 


The advertising rate is $10.25 per et for 
all advertising appearing on other than s 





SPACES 
display 





contract basis. Contract rates quoted on 
request. 


AN ADVERTISING INCH is measured 
%" vertically on a column—4 col 8 
inches to a page. COPY FOR NEW 
ADVERTISEMENTS BY 


MAY 12th WILL APPEAR IN ThE 
JUNE ISSUE SUBJECT TO SPACE. 
LIMITATIONS. EM 





INDEX TO ADVERTISERS 
MAY, 1949 
(Continued from page 213) 


Frigidaire Div., General Motors 


G-M Laboratories Inc 
Gas Appliance Mfrs. Assoc 
Gellman Mfg. Co 

















utilities. 





WE OFFER 


to manufacturers interested in developing and maintaining 
sales through aggressive contact with dealer and distributor 
outlets in Ohio, a wide acquaintance, a favorable reputation 
and 20 years of active and continuous business relations with 
appliances, and radio dealers, department stores and electric 


VERN BICE 
Manufacturers Agent 


46 Northmoor Place or P. O. Box 1941, Columbus, Ohio 











REPLIBS (Bow No.): Address 4 Sei nearest you 
NEW YORK: 330 W. 42nd St. (18) 
CHICAGO: 620 N. Michigan Ave. (11) 
SAN FRANCISCO: 68 Post St. (4) 








POSITIONS VACANT 





GENERAL SALES Manager. Nationally 

known Eastern manufacturer of automatic 
gas and electric water heaters has immediate 
need for general sales manager with proven 
experience of planning, training and super- 
vising natienal sales program. Must be well 
acquainted with plumbing supply trade, as 
well ag distributor-dealer organization. This 
is a top assignment and offers exceptional 
opportunity to qualified man. Salary open. 
Our employees know of this advertisement. 
P 8536, Electrical Merchandising 





SERVICE SHOP Manager. Excellent oppor- 

tunity for experienced household appliance 
man. In large city in southwest. P-8719 
Electrical Merchandising. 


“SELLING OPPORTUNITIES OFFERED 


FAN SALESMEN: sideline of full time selling 

the hottest, most complete lines of all types 
nationally known Fans to dealers and depart- 
ment stores in the Middle West sf the en- 
se South. Write P. 0. Box #424; Decatur, 
Illinios. 











FACTORY AGENTS wanted calling direct on 

dealers for Kitchen Exhaust Fans, different 
types and models. Protected territories-lib- 
eral commission. RW 8612, Electrical Mer- 
chandising. 


SELLING OPPORTUNITIES WANTED 


FACTORY REPRESENTATIVE selling elec- 
trical appliances to jobbers NY and NJ. 

Excellent following want one line of real 

merit. RA 8524, Electrical Merchandising. 














ESTABLISHED MANUFACTURERS’ Repre- 

sentative wishes lines for Michigan-Ohio- 
Indiana territory. RA 86555, Electrical Mer- 
chandising. 





MFRS. REP. seeks fluorescent fixture lines, 

electrical parts, accessories, specialties. 
Now selling jobbers, syndicates, chains, in 
Metropolitan New York. Western chain and 
mail order connections. RA 8666, Electrical 
Merchandising 








Aggressive 


SALES EXECUTIVE 


20 years with one of largest utilities direct- 
ing sales activity on gas and electric appli- 
ances. Desires tunity to better self with 
manufacturer, jobber or utility. 

Thoroughly familiar with advertising, mer- 
chandising—purchasing—dealer and distribu- 
tor operations—home service and customer 
relations. Top manufacturing and utility 
references. 

Will locate anywhere. 


SA-8650, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 








Available 


REGIONAL SALES MANAGER 


for manufacturer of electric appliances. 
Desire South Jersey, Eastern Penna., Dela- 
ware, Md., Va. & North Carolina territory. 
Now working as sales manager for large 
East coast distributor previous experience 
in territory proves sales & production 
ability. Mature capable man desiring to 
return to original field. Can provide best 
references and will discuss opportunities 
at your convenience. 


SA-8678, Electrical Merchandising 
330 West 42nd Street, New York 18, N. Y. 








FOR SALE 


ALL or ONE-HALF nya ad 
in wholesale Appliance Parts and Service bu 
In the fastest growing town and section -y ‘the 
country. Volume over $200,000, inventory $60,000. 
if half interest is desired party os be familiar 
with Washing Machine Parts and take an active 


part 
BO-8720, Electrical Merchandising 
330 W. 42nd St., New York 18, N. Y. 








BUSINESS OPPORTUNI TIES 


Plumbing, Heating, Electrical 
contracting and Retail Complete home 
equipment display room. Kelvinator, Maytag, 
Hoover, American Kitchens, Iron Fireman 
and other leading franchises. A money maker. 
Requires $20,000. Kissels Inc., Hartford, 
Wisconsin. 








An established vacuum cleaner repair, 
rebuilding and parts business in Chicago do- 
ing wholesale and retail business. Have both 
domestic and commercial service contracts. 
BO 8696, Electrical Merchandising. 





FOR “SALE 
Elliott Addressing Machine, 
Model 550 like new $275.00 f.0.b 
Minn, Thermal Company, Inc., 
versity Avenue, St. Paul 4, Minn. 





2526 Uni- 


Attention: 


Furn., Dept., and Appl., Stores 
Turn Trade-In Cleaners Into Cash 


High cash prices paid for all used models, 
GE, Electrolux, Royal, Hoover, and Rexair 
cleaners. Send your inventory today. Model 
numbers on nameplate of each cleaner. Pur- 
chase order and shipping instructions will 
follow. No quantity too large. Write, 


RE-NEW SWEEPER CO. 
9591 Grand River Ave., Detroit, Mich. 
Attention: H. R. Helman. 








Florence heaters, model C-2-A 
Savoil heaters, models E81 and A220 
3 burner gas stoves 

9 cu. ft. deluxe refrigerators 


Must sacrifice, to reduce inventory. 
Write or wire for full information 














FS 8022, Merchandising 
390 West tnd S. New York Tf MoT. 


Stuck With Merchandise! 


We will help you unload your overstock of 
radios and appliances from 1 up. We pay 
cash. Dealer net value on most top brands. 
Send us list showing net and list prices, and 
models. Must be new and in original ship- 
ping case. 
RADIO LABORATORY 

768 E. ith St. Eugene, Oregon 





WANTED 


DISTRIBUTORS 
For the 
FINEST 
WOOD-BEARINGS 
For WRINGERS 
ROCK-MAPLE 


npess 


Write 


WATERLOO WOOD BEARING CO. 
Original’ Bearing Manufacturers 
523 East 7th St Waterloo, lowa 











U. L. Approved 
LINE OF CORD SETS 


& wiring devices to manufacturers’ representatives 
covering either electrical, hardware, or general 
merchandise wholesalers. Give lines now carried, 
ear & territory covered. 
W-8685, Electrical Merchandising 
330 Wet 42nd Street, New York, 18, N. Y. 








SALESMEN WANTED 


FOR ALL STATES, TO SELL NATIONALLY 
KNOWN LINE OF LIGHTED BATHROOM 
MEDICINE CABINETS. COMMISSION BASIS. 
MUST BE QUALIFIED AND ENERGETIC. GIVE 
TERRITORY AND EXPERIENCE. EXCLUSIVE 
BASIS. 


SW-8595, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Ill. 








APPLIANCES WANTED 


Rated manufacturer with National Dealer 
Sales distribution expanding program 
wants appliances to sell Restaurant 
Dealers throughout U. S. Either purchase 
for resale or commission. Reply with lit- 
erature and prices for consideration. 
OPPORTUNITY TO INCREASE NA- 
TIONAL SALES THROUGH A LIVE 
OUTFIT. All correspondence confidential. 
RA-8642, Electrical Merchandising 
330 W. 42nd Street, New York 18, N. Y. 











IF 
there is anything 
you want 


that other readers 
of this paper 
can supply 


or— 


something 
you don't want 


that other readers 
can use, 
advertise it here— 
in the 
SEARCHLIGHT 
SECTION 
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Products .... 
Services 

FOR MORE SALES 

FOR MORE PROFITS 


UNDISPLAYED RA 








$1.50 per line per insertion. Minimum charge $6.00. (First line in | $15.70 per inch per insertion. Contract rate on request. (An advertising 
3 ace as if 


48 inches to a page. 





MERCHANDISING 
SUPPLEMENT 


DISPLAYED RATE: 


inch is measured vertically %” on one column. There are 4 columns— 














HOW T0 CUT 


HANDLING COSTS 
IN HALF 


ONE man easily handles up to 
800 Ibs. with Easload Applianc- 
\ Truck. Save 50% labor; avoid 
' strain; speed deliveries. 
1 @ Affords full protection 
1 @ Patented balancing 
@ Retractable 
wheels 
@ Twin fork 
strap ratchet 
@ Slides 














over steps 


1 
1 
a 
Write \ 
now ; 
for , 48.50 
details, f. o. b. Los Angeles 





COLSON 


EQUIPMENT & SUPPLY CO. 


1317 Willow St., Los Angeles 13, Cal. 




















“YEATS APPLIANCE DOLLY” 


Aluminum frome, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. Handles ali appliances easier and 
quicker because it 1s the ONLY APPLIANCE DOLLY 
WITH PATENTED RATCHET DEVICE TO TIGHTEN 
THE HOLDING STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., 


The NEW 


Milwaukee, 3, Wisc 





Glerxitle Couplings for 


WASHING MACHINES, OIL BURNERS 
MOTOR DRIVEN MACHINES 






Eliminate chatter, re- 
duce noise. Lovejoy 
Flexible Couplings 
are inexpensive—best 
for washing ma- 
chines, oi! burners, 
pumps, stokers, etc. 
Distributed national- 
ly. Write for = 
of your nearest sup- 
plier and ask for 
catalog. a 


TYPE “a er 
LOVEJOY FLEXIBLE COUPLING CO. 


CHICAGO 44, ILL. 








5028 W. LAKE ST. 





WRITE FOR THIS 
CATALOG TODAY 


ZENITH AUTOMATIC 
TIMER CONTROLS 


Remote Control Switches 
Automatic Time Switches 
Automatic Reset Timers 
Magnetic Contactors 
Interval Timers 
Process Timers 
Program Clocks 


Special Equipment 
for Special Jobs. 






ZENITH ELECTRIC CO. 
Chicago 10, Iii. 


150 W. Walton St. 














LOVELL WRINGER ROLLS 
IRONER PADS AND COVERS 
ALL SIZES FOR ALL MAKES 


WASHER AND IRONER PARTS 


OHIO WASHER COMPANY 
1223 Superior A’ Cleveland 14, Ohio 











Our 132 - page 
Catalog of FREE 
Washing Machine & Vacuum Cleaner Parts. 


Save money by ordering all your supplies 
from one dep 


Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
3645-51 W. Fullerton Ave. Chicago, 47, Ilinois 





“SES a RT ee 
FRANTZ | 


ee ae ne ee ee On. 


| WASHING MACHINE PARTS 











SPECIALTIES 





Vacuum Bags, all types 
Mangle pads and covers, all types and sizes, 
separate and combination; Ironing board 
pads and covers; Washing machine covers. 
Ohio Textile ;Spec. Co., 3438 W. 5th St., 
Cleveland, 





PERMANENT REPAIRS 


Quickly, Easily Made 
sizes for all types of domestic 
appliances and industrial uses. 
ITIS> Write for Catalog 
ends ingo siceve: MEND-IT SLEEVE ‘25° 


hy 
Siyers. 8 2"* “*" ceoe Taft Ave., Oakland x mw 


















New Advertisements 
received by May 12th will appear in the 
June issue, subject to space limitations. 

Classified Advertising Division 
ELECTRICAL MERCHANDISING 
330 W. 42nd St., New York 





Hign, SretlhA ‘Service 
Quality Service 
Washing Machine & Vacuum Cleaner 
Parts & Supplies for all Makes 
Save Place one order Increase 
Money One Transportation Cost Profits 
One Dependent core ¢ “yu 
ite for FREE 
The Cc. Ww. SMITH CO. 
3959 West Ogden Ave. Chicago 23, Ill. 











This 





MERCHANDISING SUPPLEMENT 


Section 


is an adjunct to other advertising in this issue with these 
additional announcements of products and services of 
special interest in the sale and servicing of electrical 
appliances and in other merchandising opportunities. 


Electrical Merchandising 
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WASHING MACHINE PARTS 
ALL MAKES 
PROMPT SHIPMENTS 


DISTRIBUTORS—Goodrich Wringer Rolls 
Gates Belts 
T-K Range Ports 






Lig? Electrical Appliance Parts 
N.W. Washington 1, D. C. 


811 9th St., 








WASHING MACHINE PARTS 


“For any and all makes” 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St. St. Paul 2, Minn. 


100,000 


WASHER PARTS IN STOCK 


Get your name on our mailing list for 
our NEW monthly service journal 
packed with service and sales ideas. 

JUST ARRIVED—Genuine Speed 
Queen parts catalog, write for FREE 
copy TODAY. 














POWER EQUIPMENT co. 


ISTRIBUT 





AVE MILWAUKEE 
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EDITORIAL 


The Utilities’ Job 


RECENT article in our sister publication Electrical World makes a constructive sugges- 

tion for future utility company policy. The article points out that during the past 10 
years, new money coming into the power supply business amounted to $2.4 billion and utilities 
spent $6.7 billion. The difference of $4.3 billion came from operations. In the next five years, 
however, the utilities should require 50% more money for new plant than they did in the 
previous ten years. This amount may be more than $10 billion. Not more than $2 billion can be 
counted on from operations which means thatsome $8 billion of new money will be required. If 
the industry maintains its present debt-equity ratio (50% in mortgage bonds and 50% in 
stocks ) then about $ billion in preferred and common stocks will have to be bought by investors. 


Utilities therefore will have to show earnings which will attract investors. These earnings 
of late have not been sufficient to make utility investments attractive and the rush of 
applications for utility rate increases is one of the symptoms of the general condition. 


The answer, Electrical World points out, lies in the fact that earnings come from revenues, 
and revenues come from sales. The crying need is for more sales. 


Agreed. 


But what has been the the sales record of the utilities during the past three postwar years? 
The answer is that there has been a virtual abandonment of creative sales effort with the 
exception of the Planned Lighting Campaign and the more recent Modern Kitchen drive, both 
sponsored by the Edison Electric Institute. 


During the war, the power companies believed they would have to engage in vigorous sales 
campaigns directed to residential and commercial users, in order to replace the industrial war 
loads. They guessed wrong. Instead of idle capacity they found themselves with continuing 
high demands as industry turned to civilian production. They had and still have shortages. 
Expansion today, however, is more than catching up with growing load. 


But shortages in generating capacity, distribution and transmission facilities induced a 
fatal “do nothing” policy insofar as sales effort was concerned. War-dispersed sales staffs were 
never adequately rebuilt; advertising and promotion were cut; effective pioneering of new 
devices—television, dishwashers, garbage disposers, clothes dryers, freezers, blankets, etc.— 
was never undertaken; allowances for range and water heaters installations were abandoned ; 
LP gas was permitted, by default, to make heavy inroads on cooking and water heater loads, 
which had been blandly ear-marked for “future” cultivation; dealer financing plans were 
dropped; and home service activities curtailed. In addition, a serious situation has been per- 
mitted to develop which may have grave repercussions in the growth and acceptance of piped 
appliances—the attempt on the part of the plumbing industry to channel such sales through 
their own outlets exclusively. 





The power companies have been able to look with complacency on record sales of appliances 
added to their lines with a minimum of effort on their part. Now that sales are harder to come 
by, it is about time they threw their weight into the battle by helping dealers get more business. 


Maybe their own earning statements would benefit and they wouldn’t have such a hard 
time selling those securities. 


Qurtice Are, -; 


Eprtor 
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HOW TO PUT 
PRESSURE INTO 


YOUR 
SALES TALK 





en 


...and make 
your customers 


love it! 























a ad 


$0-0-O GENTLE! Adjustable pressure screw 
Here’s some tested selling ammunition that'll help provides correct pressure for cottons, linens 
. ; and woolens. 

you make washer sales faster and easier. It’s the 
story of “pressure cleansing” —an exclusive Lovell ae Pen =A gee: 

a, ME — ‘ 
wringer feature that gets clothes (1) cleaner and Wd 
LOVELL’S SINGLE LEAF SPRING insures equal 
balanced pressure from one end of the rolls to 


the other. Thin outer edges of garments are 
thoroughly pressure-cleansed and dried. 





(2) drier. Check over these sales points and let them 
go to work for you next time a customer walks in! 











SHOW YOUR CUSTOMERS how Lovell’s and a thin handkerchief at the other. Due convincing proof that thick and thin folds 
balanced pressure works: Run a folded, to balanced pressure, Lovell’s balloon alike get squeezed clean of the grimy soap 
heavy towel between the rolls at one end rolls firmly grip the handkerchief. It’s and water that makes clothes gray. 





-»»AND DON’T FORGET THESE OTHER BIG LOVELL FEATURES 





PUSH-PULL CONTROL on the new Lovell ‘77’. Slight 
instinctive pull on clothes stops wringer rolls in- 
stantly. And a gentle push on the frame is all it 
takes to shift the wringer to the next position. 
PRESSURE CLEANSING AT ITS BEST! Lovell wringers 
gently foree out dirt that otherwise might remain 
in the fabric. 


WON'T JAM ZIPPERS OR STAIN WASH! Lovell rolls 


won’t break buttons or jam zippers. Oil-less, rustless 
bearings prevent staining the wash. 

GETS THE WASH DONE QUICKER! Clothes go through 
a Lovell fast. And while the first load is being 
rinsed, the second load can be washing in the tub. 
DOES 90% OF THE HEAVY LIFTING! The conveyor 
action of Lovell wringers eliminates nearly all the 
heavy lifting. 


WRINGER TYPE WASHERS ARE YOUR BREAD AND BUTTER—THE BEST ARE LOVELL-EQUIPPED 
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SPECIAL PLASTIC MODEL SHOWS 


Retail-Mindedness ... Crystal Clear! 


There is no doubt about it, the trend in domestic refrigerators is By taking advantage of the compactness of the famous Polar- 
all toward more cold space, with no increased floor area. Here, sphere Unit and a new condenser design, Kelvinator scientists 
expressed in a special plastic model of a regular Kelvinator have added more than 2,500 cubic inches of cold space to the 
Masterpiece Refrigerator, is the answer to that trend! inside of the refrigerator! 
Mark it well. For it is the dramatization of another Kelvinator ‘ . . , 1 
SRE e : Cw 7 Here, crystal clear, is plain evidence of Kelvinator retail- 
“first” ... among a long list of “firsts” that have made refrig- , Age 
minded thinking 


eration history. Here is cold from top to floor! : iy, daa ; , . ; 
ing leadership as it is pledged in the Kelvinator Dealer Franchise. 


. of out-in-front imagineering . . . of engineer- 


And it’s easy to see why this great engineering advance has 

. . , . . . . > 
received such an unparalleled reception on Kelvinator dealers’ Here also is a crystal-clear picture of the industry’s future. 
floors. Every bit of food space you see pictured above is refrigerated. Make no mistake about it. You'll see more of cold from top to floor! 


AC 


TUNE YOUR RADIO TO EDWIN C. HILL and “THE HUMAN SIDE Gt A 


OF THE NEWs” Monday through Friday . . . another retail- 


>. © ® 
minded contribution to the progress of Kelvinator Dealers. 7? : id $ ? 


-++ THE MOST VALUABLE FRANCHISE IN THE APPLIANCE INDUSTRY 


KELVINATOR, DIVISION OF NASH-KELVINATOR CORPORATION, DETROIT, MICHIGA 





